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Executive summary 

 
Trade show participation is an enormous resource for businesses attempting to market their 

products, build a stronger brand name, as well as build up a customer database. However, 

there has not been much research conducted on the topic of trade show participation. The 

academic research that has been performed has been to satisfy specific areas, and not the 

entire show participation. This thesis aims to combine the research projects that have 

already been completed into a comprehensive strategy for trade show participation. The 

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

 

The primary strategy this thesis undertakes is to look at the entire spectrum of trade show 

participation, from determining the business’ objective, to preparing for the show, to at-

show activities, as well as post-show follow up and evaluation of the trade show. 

Companies should be able to increase their success rate by looking at the entire spectrum 

when designing a trade show strategy. The strategy will be presented in this thesis with 

detailed examples illustrated through a case story, Story Design Studio, a firm within the 

textile and surface design industry. 
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1 Introduction 

Most traditional marketing techniques have been explored and researched for many years, 

and multiple guidelines have been developed for how to use the techniques to create a 

successful marketing strategy. However, there is one area that have not been researched in-

depth like most of the other tradition marketing techniques, namely trade show 

participation. There are millions of companies that participate in trade shows every year, 

across different industries, all over the world. Millions of dollars are invested in these 

shows every year. Trade show participation is known to be the second most expensive 

marketing technique (Miller, 1999). Even though there are many companies that 

participate, and a lot of money that is put into trade shows, very few strategies have been 

developed that allow companies to consider the entire trade show participation process. A 

generalized strategy is important, because it will ideally and most likely increase 

companies’ success rate at these shows.  

 

One frequent mistake that companies make is a lack of planning for the event. Most 

companies believe that the majority of the work involves selecting the right trade show, 

and the rest of the strategy simply involves being present at the show and promoting the 

products (Stevens, 2005). The statement “failure to plan is planning to fail” is directly 

applicable for trade show participation. Participating in a trade show gives the unique 

opportunity for the company to meet with new customers face-to-face. This is an 

opportunity that would normally not occur through other marketing techniques.  In 

addition, presenting companies can promote their products to a large target audience in a 

short timeframe (Tanner, 2002). To ensure success from this unique opportunity, it is 

important that the company is prepared and is aware of the process to maximize their 

success rate. 

 

One company, Story Design Studio, is a good example of a company that has not taken full 

advantage of what trade show marketing can generate.  This company is a design studio 

within the textile and surface design industry. Story Design Studio has participated in three 

trade shows over the last two years, but no one of the trade shows have been successful for 

the company. The explanation by the studio’s management is that there were not enough 

customers visiting the trade show. On the other side, according to trade show management, 

an increase in customers attending the show has occurred over the last years (appendix 2). 
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As with most companies, the reason Story Design Studio was not successful with their 

trade show participation was likely due to a lack of planning (Miller, 1999). 

 

When companies like Story Design Studio participate in trade shows, it is important that 

they follow a strategy so that they are more likely to be successful in achieving their 

objective. Since there are few strategies developed within the area, this thesis will present a 

trade show strategy to guide companies to success with their trade show participation. 
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2 Problem identification 

There are various techniques that allow consumers to gain knowledge of products and 

companies. These techniques are mainly marketing strategies and approaches, as well as 

through public relations. One such general marketing technique is direct mail, which 

includes information in the form of emails, mail, flyers, etc. Marketing communication is 

another technique, where advertising in industry related websites, newspapers, and 

magazines, as well as personal sales over phone and face-to-face meetings are used.  In 

addition, promotion marketing can help inform about sales promotions such as coupons, 

rebates, and trade shows. The effectiveness of the marketing techniques varies between 

industries, as well as between the companies in the same industry (Kotler and Keller, 

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

 

One marketing technique that seems to be relevant within many industries is a promotional 

marketing technique, the trade show. Trade shows are a place where companies have a 

chance to meet face-to-face with multiple clients, both new and old, and to show and sell 

their products during a short period (Miller, 1999). According to Tanner and Chonko’s 

article, which refers to a 1994 study, 91% of trade show attendees find these shows to be 

an extremely useful source of purchasing information. In general, these shows generate a 

lower cost per sales than other channels (Miller, 1999). A study conducted by Louisiana 

State University in 2002, shows that the average cost per sale generated by trade shows is 

$209.46, while the average industrial call generates a $1263.35 cost per sale (Lead 

Generation Advice.com).  Trade shows are also an essential place to get in contact with 

potential clients. According to Tradeshow Week Data Book (Miller, 1999), in 1998 there 

was an average of 1:75 ratio of exhibitor to attendees at trade shows in the US. By 

selecting the potential customers and following them up after the show, trades shows offer 

companies an excellent chance to build up their client portfolio. Trade show marketing, if 

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

 

In companies, in all industries, a common problem is getting personally in contact with 

decision makers within the company, using as little resources as possible (Miller, 1999). It 

is exceptionally difficult for smaller companies, as their name is not recognized, to contact 

potential customers.  Larger, well-established companies have an easier time contacting 

and finding new customers. Trade shows therefore create a unique opportunity for smaller 
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companies to get directly in contact with the decision makers of specific purchase areas in 

other companies. Since trade shows are such a good opportunity to meet and present 

products to customers they would normally not be able to reach, it is important to have a 

well thought out strategy when attending a trade show. Such a strategy will allow the 

company to get the most out of participating in the trade show.  

 

2.1 Trade show model 

Using trade shows as a method to promote a company is a technique that has been around 

for centuries. According to Deane (1979), trade shows were used greatly during the 

Industrial Revolution, but there is reason to believe that a form of trade shows took place 

even centuries before.  Even though the method has been around for a long time, there has 

been little research conducted on trade show strategy. When a company is participating in 

a trade show, there is a great potential to increase company awareness by getting in contact 

with relevant customers. The potential is greater, if the trade show is completed 

successfully. But how is a trade show completed successfully? It is important to look at the 

entire aspect of the show, from how to prepare for the trade show, to how to present at the 

show.  It is also important to know how best to follow up the relationships developed at the 

show in order to get the most out of the trade show experience. Since there is little research 

conducted on a complete strategy for trade show participation, this thesis will introduce a 

new theoretical model and a strategy to maximize the potential for success when 

participating in a trade show. The following is the primary model developed for this thesis, 

which illustrates the different areas that are important to consider when participating in a 

trade show. 
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   Figure 1 – Trade show model 

 

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

section, as well as demonstrated in the analysis section. The textile and surface design 

industry, and more specifically, Story Design Studio will be used as a case study. In short, 

the products in the textile and surface design industry are design patterns that the 

customers develop into a product.  This end product, which customers produce, includes 

items such as curtains, dresses or wallpaper etc. The textile and surface design industry is 

relevant as a case study for trade shows as a large percentage of the sales between 

companies and customers are done related to the show (appendix 2). Without trade shows, 

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

digital or print media.  Sending such material puts the studios at a great risk of fraud, as 

many of the customers have in-house digital designers (or are designers themselves), who 

are knowledgeable enough to be able to manipulate and/or copy the pattern. Based on this 

risk, it is essential that product presentation be completed face to face between the 

customers and studios. Trade shows allow players in the textile and surface design industry 

to not only meet new and old customers, but also to present the product collection to these 

customers during the show. These reasons make the textile and surface design industry an 

extremely applicable industry for demonstrating trade show strategies.  
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2.2 Why Story Design Studio 

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

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

thesis’s family, and therefore all data are available. In addition, there is a personal interest 

in the growth and future of the studio. Story Design Studio was established in fall of 2006, 

and it has attended three trade shows in the United States, which is the general market for 

the company. The author has attended two of the trade shows. Unfortunately, the trade 

shows were not completed successfully and the strategy used was not well thought 

through. Using the data and results of the trade shows, in combination with the knowledge 

of the industry, there is reason to believe that a better trade show strategy could allow 

Story Design Studio to attend trade shows with better success rates in the future.  

 

Every year for the textile and surface design industry there are multiple trade shows in the 

US and around the world. Selecting a trade show is not complicated, but choosing a trade 

show that will benefit the studio by generating new contacts and sale leads is more 

difficult. Having an established and consistent strategy for that particular show is also a 

challenge. A coherent strategy for Story Design Studio will 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 their marketing mix, it is relevant to examine 

the following questions: 

 

 

What is the best trade show strategy for a company? Using Story 

Design Studio as a case study 

 
• Identify activities that involve pre-show preparations 

• Identify activities that involve at-show participations 

• Identify activities that involve post-show follow-ups 

 

 

Before elaborating further on this project, the above questions will be explained in more 

detail. These sections will illustrate how these questions will be employed in the research. 

 

3.1 Pre-show participation 

First, the different variables within the preparation activity of trade show participation will 

be identified. The variables will direct companies on how to prepare for a trade show in 

order to get the most successful result. Variables will be examined with a broad 

perspective in order to keep the strategy generic and keep from being industry specific. In 

the analysis section, the variables will be discussed specifically in relation to the textile and 

surface design industry, in order to defining a trade show strategy for Story Design Studio. 

 

3.2 At-show participation 

The second section will identify the variables that are relevant during the presentation at 

the show. The variables in this activity will guide the company on how to approach the 

potential customers, and how to attract attention to the booth. The discussion will again be 

very general, so that the strategy will not be industry specific. Further, in the analysis 
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section, the textile and surface design industry and Story 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 activities will be identified. These activities, will 

guide the company on how to approach the customers after the show to maintain the 

relationship established with them during the show. Again, the post-show activity will be 

presented generically to not eliminate other industries. In the analysis section, the strategy 

will be implemented specifically for the textile and surface design industry and Story 

Design Studio.  

 

The findings and conclusions for the above questions will also determine if the trade show 

strategy presented for this thesis will result in competitive advantage for the companies 

applying the strategy.  

 

3.4 Research question illustration 

Below, the overall research question is illustrated in order to display the dynamic aspects 

of the focal points that will be explored in this thesis.   
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      Figure 2 – Research question illustration 
 

 
 



Master Thesis                                 Trade show strategy                             Cand.merc. IMM 

Hilde Natalie Teigen                                    Page 14                                              19.09.08 

4 Structure 

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

by chapter. This will be illustrated in figure 3. 

 

In chapter five, the work process, as well as the primary and secondary data and its validity 

and reliability will be discussed. This will scope the direction of the thesis. In chapter six, 

the theoretical aspect of the trade show strategy will be developed. Each phase of the 

theory will be introduced and discussed individually. The strategy will be presented as a 

general strategy to not limit the strategy to a specific industry. In chapter seven, the textile 

and surface design industry and Story Design Studio will be introduced and explained. 

Through the case illustration the reader will get a full understanding of how the industry is 

operated, and how Story Design Studio is managed.  

 

In chapter eight, the methodology and developing the strategy, in combination with the 

case illustration, will be applied to Story Design Studio. The analysis that will be 

illustrated will answer the question presented in the problem formulation, chapter three. In 

chapter nine, the outcome from chapter eight will be discussed with the context if the trade 

show strategy will result in a competitive advantage for a company applying the trade 

show strategy. For the conclusion section, chapter 10, the findings of the thesis will be 

concluded.  

 

The structure of the thesis is illustrated in figure 3. The numbers in the different boxes 

represent the chapters that will be discussed.  
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     Figure 3 – Structure of the thesis 
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5 Methodology 

In a project the size of this thesis, it is important to have a clear methodology, in order to 

ensure validity and reliability throughout the process.  In this chapter a discussion on how, 

why and what research was conducted, as well as the validity and reliability of the research 

will be introduced. At the same time, the methodology will consider the situation of limited 

available resources for the topic chosen for the thesis. In addition, it is important to 

evaluate if the approach used to answer the research question, later on in this thesis, is 

applicable.  

 

The first section will discuss the work process of the thesis, and why this specific topic was 

chosen. The following part will focus on the data collected, both primary research, as well 

as the available secondary data. Further the chapter will round off with the validity and 

reliability of the research collected and resources used.  

 

5.1 Work process 

The original idea for this thesis was to develop a detailed business plan for Story Design 

Studio. With the business plan, the author had originally intended to apply the plan to real 

life by becoming an essential part of the management team for Story Design Studio. 

However, the initial plan got modified, and the business plan no longer became as relevant 

as initially considered. Therefore creating a detailed business plan for Story design Studio 

became meaningless and not beneficial for the author’s knowledge expansion for the 

future. On the other hand, the author has long had an interest in trade show development 

and participation, but little experience within the area.  

 

With the original problem formulation being modified, the choice fell on what, I as the 

author, want to accomplish by writing my thesis. After various research conducted, as well 

as examining my own knowledge, interest area and experience, the choice fell on 

developing a trade show strategy. As mention earlier, the author has participated in most of 

Story Design Studio’s trade shows, and the participation has not been considered 

successful. Therefore, combining the inside knowledge of the textile and surface design 

industry and Story Design Studio with developing a trade show strategy, become highly 

interesting.  
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A more in-depth reason why the choice fell on using Story Design Studio as a case study 

when developing a trade show strategy, is due to the exceptional knowledge the author has 

of the company, as well as the industry. Since the author have followed and been a part of 

every aspect of Story Design Studio from the very beginning, the author has a unique 

knowledge, experience and direct interest in the studio. The knowledge that the author has 

gained is both exceptional within the industry, as well as with Story Design Studio. In 

addition, the success of Story Design Studio is also relevant to the author, since there is 

personal investment related to the studio. The more successful the studio is at trade shows, 

as well as overall in the industry, the better the outcome is for the author.  Therefore the 

choice of using Story Design Studio as a case studio became very natural.  

 

5.2 Data 

This section will focus on the data gathered for this thesis, both primary, as well as 

secondary data. The focal point will be on how this specific data is collected and the reason 

why it is relevant.  

 

5.2.1 Primary data 

Primary data is original data collected for a specific purpose. There are two methods of 

conducting primary data, either through quantitative research or qualitative research. 

Quantitative research is conducted in a high volume, such as surveys, while qualitative 

research is conducted as an in-depth research of a person or a situation. Examples are 

personal interviews, focus groups and observations (Andersen, 2005). In this thesis 

observation is conducted, as well as a few open interviews, as the primary data. 

 

5.2.1.1 Observation 

The primary data is first and for most based on observation. The reason for this is because 

the author, the observer, had the chance to attend a textile and surface design trade show, 

PrintSource, in New York City, January 15-17, 2008, when Story Design Studio was 

attending. The observer had therefore the ability to observe part of the industry, not only 

customers but also competitors, as well as the trade show management. The author had 

previously attended a trade show, PrintSource, August 7-9, 2007 in New York City as well, 
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when Story Design Studio was attending. The observers knew therefore what to expect 

from the industry, and if the ability to observe adequately was an option. With this in mind, 

the chose fell on observation, with the though of exploring a quantitative research if the 

observation left unanswered questions.  

 

The different methods used when observing the customers was both non-verbal behavior, 

observing the customers’ body language when they were shopping for prints, as well as 

communicating verbally with the customers. The positive aspect with using an observation 

method as primary data is that it captures the whole event as it occurs in its natural 

environment. The customer did not know that there behavior and communication, as well 

as there buying interest were being observed. By not informing the customers, the 

customers’ actions were natural. Another positive aspect with observing is that the data 

collected through observation is the original data that occurred at the original time, and not 

the customer looking back at the situation and answering questions. (Blumberg et al., 

2005).  

 

When looking at the observer-participant relationship, the observations were conducted as 

direct observation, meaning that the observer was physically present and personally 

monitoring the situations (Blumberg et al., 2005). There were no guidelines for when and 

where the observer should be, therefore the observer was free to change places, shift focus, 

and observe different situations. The observer was often participating in the situation, such 

as when showing the products to the customers. As mention before, the customers were not 

aware that they were being observed.  

 

Regarding the competitors, the direct observations that the observer conducted was for the 

most part non-verbally and without participating in the situation when observing, but rather 

viewing the situations from a close distance. The competitors were unaware of the 

observations. In other cases there were verbally dialogs between the competitors and the 

observer. 

 

The structure of the observations was completely unstructured (Andersen, 2005). The 

observer had few open-end questions/interest areas in mind when doing the observations. 

The thought-in-mind was to map out the customers’ and competitors’ behavior, based on 

the observations. The observations were written down as notes and analyzed after the three 
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day show had ended. The write-up of the observations can be found in appendix 1. In the 

analysis chapter of this thesis, the observations will be used when applying the trade show 

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

 

5.2.1.2 Interviews 

For the interviews regarding the organizers of the trade show, Iacoboni and Arriaga, only 

verbally, as well as face-to-face, communication was used. There were only a few open-

end questions that were presented, but the organizer was voluntarily offering information 

about the history of the shows and the knowledge of the industry that was not part of the 

interview guide. This information became unexpectedly relevant with the process of this 

thesis. (Andersen, 2005) The communication between the author and the organizer of the 

show has been analyzed, and can be found in appendix 2.  

 

There was also conducted an interview with the owner of Story Design Studio. This 

interview took place at several occasions, ranging from one open question to multiple open 

questions. The questions were mostly about Story Design Studio, but also about the 

owner’s knowledge of the textile and surface design industry. These interviews were 

conducted face-to-face, over the phone, as well as through emails. A write-up of the 

information conducted in the interviews can be found in appendix 3. 

 

5.2.2 Secondary data 

There is limited academic research, previously conducted, for the topic of trade show 

strategy. It has therefore been difficult to find relevant secondary data to use in this thesis. 

One on the disadvantages with secondary data is, if the data is sufficient to answer the 

research question (Blumberg et al., 2005). The disadvantage is highly relevant for this 

thesis. The majority of the secondary data for trade shows are not aimed at trade show 

strategy, but rather at different areas that involve participating in a trade show. Based on 

limited secondary data available, there is used a great number of different articles and 

books to collect adequate of data to create a solid knowledge of the trade show industry 

and trade show participation.  
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An additional disadvantage with secondary data that applies to this thesis is the source of 

the secondary data. Some sources are known to be more reliable and valid than other, such 

as articles posted in well known journals, as well as whom that has written them. For this 

thesis, the majority of the secondary data is collected from international established 

journals and books that present academic research, but some information is press reports, 

and articles from niche magazines. However, only the articles from recognized journals 

and the books are used in statements or referred to in this thesis, the additional secondary 

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

 

Ideally for this thesis, it would have been very interesting to follow several companies’ 

trade show patterns before creating the trade show strategy. However, due to time and 

budget, this is not an option. Therefore secondary data plays an important part of 

conducting knowledge to be able to develop a solid trade show strategy. To use secondary 

data there is no need for a budget, and the time consuming is less than primary data. 

 

5.3 Validity and reliability 

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

elaborated on.  

 

In rough aspect, validity refers to the extent of which a test measures what we actually 

wish to measure (Blumberg et al., 2005). On the other side reliability refers to a 

measurement that supplies consistent results (Blumberg et al., 2005). When looking at 

validity, in correlation to reliability, validity is more essential. If a research is not valid, it 

hardly matters if it is reliable. The research conducted need to be valid to be able to answer 

the research question. However, the optimal situation is to conduct research that is both 

reliable and valid (Blumberg et al., 2005). In this thesis it will be difficult to know for 

curtain if the research conducted is valid for the research question. The reason behind this 

is that the theoretical framework will not be tested and measured in a trade show, but rather 

assumed that the strategy will make a different for companies applying the strategy in the 

trade show process. In addition, since there are few studies conducted on developing an 

entire trade show strategy, the author of this thesis created a theory based on primary and 

secondary data. To convert the developed theory into a valid and reliable theory, grounded 

theory will be applied.  
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Grounded theory is a method to ground the quantitative data into a theory, rather than the 

other way around (Strauss and Corbin, 1990). The grounded theory was created in 1967 by 

Glaser and Strauss. The method is based on four stages, where the quantitative data is 

converted into a traditional theory. The grounded theory is highly relevant when creating a 

trade show theory, and therefore it will be applied in chapter six, when developing the 

trade show strategy.  

 

It is necessary to take both the secondary and primary data into consideration to ensure 

validity and reliability in the research conducted. As mention in the secondary data 

paragraph, the majority of the data collected is from established academic international 

journals, and it is therefore reason to believe that the data gathered is reliable. However, 

the majority of the secondary data is not valid for the research question in this thesis. The 

secondary data that is used directly in the thesis is considered valid. Since the primary data 

is collected by the author, which have followed Blumberg’s et al. (2005) observations 

guideline. It is easier to acknowledge whether or not the data is valid and reliable. In this 

case, the observations are valid as well as reliable.  
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6 Developing the strategy 

In this section the theoretical framework will be introduced, 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 author, had to develop a new theoretical model 

for trade show strategy is because there has previously been very limited research 

conducted on this topic. The research that previously has been conducted is mostly based 

on few aspects of an entire trade show strategy. Some research have considered areas that 

are only related to the trade show participation, and not the entire process that involves 

decision making related to participating in the trade show, as well as what trade show to 

participate in. Additionally, there has been conducted research that only involves the 

decision making part of what show to participate in, as well as why. However, to the 

author of this thesis’s knowledge, there has not previously been any academic research that 

combines the entire process of trade show participation. This is therefore the motivation 

behind developing a new theoretical model and strategy for trade show participation.  

 

The development of the strategy, as mention in the methodology chapter, is based on both 

primary and secondary data. The primary data is conducted by the author, and therefore it 

is a hazard for error. In addition, when collecting secondary data, the hazard for not being 

able to gather all data available to create a 100 percent true picture of the topic, is there as 

well.  

 

Further, a discussion on grounding a new theoretical framework will take place, as well as 

introducing the new model, before the new strategy is presented peace by peace. 

 

6.1.1 Strategy for analysis 

As mention in chapter five, to convert the trade show theory into a new usable theory, 

grounded theory need to be applied. Grounded theory (Glaser and Strauss, 1967) follows 

four steps. First step involves using particular coding processes. In this thesis, open coding, 

referred to as “breaking down the data into distinct units of meaning” is used (Goulding, 
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2000). This means that using the observations conducted within the textile and surface 

design industry’s trade shows, in correlation with the previous research that have been 

completed within trade shows strategy in general, is used to identify chunks or units of data 

belonging to, representing or being example of a more general phenomenon (Goulding, 

2000). In addition to the open coding, or observation notes written during and after each 

trade show day that Story Design Studio participated in were used, in order to provide vital 

descriptions or impressions noted during the data collection. Within the concept of 

grounded theory lies the notion of theoretical sampling, which is the process of data 

collection for generating theory whereby the analyst jointly collects, codes and analyses 

the data and decides what data to collect next and where to find it in order to develop the 

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

 

The second and third step involves abstracting the concepts and look for theoretical 

meaning. This includes re-evaluating compatible literature in order to demonstrate research 

findings. The final stage should present the theory, uniting the concepts and integrating 

them into categories, which have explanatory power within the specific context of the 

research (Goulding, 2000). This enabled me to use the observations and previous research 

on the topic into consideration when developing the observation guide. The observation 

guide was modified day by day, as well as areas were modified throughout the process as 

new aspects emerged in addition to development within the topic. This is also a trait typical 

for the grounded theory approach; data collection, data analysis and the formulation of new 

theory often happen at the same time (Goulding, 2000). 

 

6.1.2 Introducing the new theory 

Several authors, such as Herbig, et al. (1998) and Tanner and Chonko (1995), have 

addressed in various articles, that there is limited theory and research conducted in the field 

of trade shows and exhibitions. In addition, the theory that has been developed, and the 

research that has been established, is angled in various directions that are not necessarily 

relevant for the problem statement in this thesis. With the limited data that is available 

within the field of trade show and exhibiting, the theoretical framework is compose based 

on multiple author’s theory that best will suite the problem statement, as well as 

observations.  
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Part of the theory that is relevant is Tanner’s (1995) discussion on setting an objective for 

the trade show before focusing on other aspects, such as pre-show preparation. Other 

relevant theory is Lee and Kim’s (2008) three stages model, namely pre-show, at-show, 

and post-show activities, as well as Gopalakrishna and Lilien’s (1995) three step model, 

that focuses on lead generation through the same three steps. The final theory, which is 

relevant, is based on evaluation of trade shows. This theory is described in Steve Miller’s 

(1999) book. The evaluation results in preparation for the next trade show. An illustration 

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

 

In addition, an industry analysis is presented in relation to the case. This industry analysis 

is presented through Porter’s five forces. The theory will not be elaborated further on in the 

analysis or discussion part, but is taken into consideration simply to add on to the readers 

understanding of the industry. The theory is presented in appendix 6, and will be applied to 

Story Design Studio in appendix 7. 

 

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

and evaluation, will be introduces one by one in the following sections.  

 

6.2 Objective 

In this section an introduction to Tanner’s (1995) theory of setting an objective for the 

trade show will be discussed. 

 

Tanner has in various articles (1995, 2002) discussed the importance of setting an objective 

for a trade show, and guide the trade show strategy and planning based on the set objective. 

The strategy and planning of the trade shows involve management, having the correct staff, 

as well as training the correct staff. Depending on the industry the company is in, and the 

objective set for the trade show, choosing the most suitable staff to represent the company 

at a trade show is essential. Tanner and Chonko (1995) discuss that choosing the correct 

staff is based on the product sold, and the target audience. If the product sold and the 

customers are highly technological, it is important to have an engineer, technician or 

similar, representing the company at the trade show to answer the technical question, 

together with a sales person, marketing responsible, or CEO, depending on the objective 

set. It is shown in Betrand’s (1990) study that customers react negatively towards a 
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company if the staff is not professional or lacking knowledge about the product or 

company. Therefore it is important to have the best suitable and knowledgeable staff 

representing the company, to answer the target audiences’ questions, demonstrating the 

product in a correct way, etc, as well as facilitate the company to achieve the set objective 

for the trade show. Based on the above criteria, setting an objective that can guide the 

strategy and planning of a trade show is important to obtain maximum success at the trade 

show.  

 

When choosing an objective, there are different factors to take into consideration for a 

company. Factors such as what is the ultimate goal for attending a trade show, and how 

this goal can contribute productively to the company’s success.  Companies set different 

objectives depending on the successfulness of the company, the age of company, size of 

customer database, and other elements. A study conducted by Tanner and Chonko’s 

(1995), demonstrates that the two most frequent goals for companies when attending a 

trade show is to conduct sales and generate leads. Tanner and Chonko (1995) also indicate 

that the longer the company has attended trade shows, the more likely the objective for the 

trade show is to accomplish sales.  Other objectives that are taken in to consideration for 

companies when attending trade shows are for example, looking for new suppliers, 

checking out competitors, learning more about the industry they are in, and maintain 

contact with old customers.   

 

Other research, such as Canvanaugh (1976) and Shoham (1992), has also emphasized that 

it is important for a company to set an objective for the trade show, and forming the 

strategy and planning based on the set objective to maximize the success of the show. 

Based on the above paragraphs, it is essential and necessary to set an objective for the 

company, when attending a trade show, and making decisions inform of strategy, based on 

the set objective. 

 

6.2.1 Objectives Delimitations 

Based on the information gathered from research for this thesis, the theory described above 

is not part of an existing theoretical model, but rather a hypothesis describing the approach 

for trade shows. The decision is to use Tanner and Chonko (1995) description of objective 

in the model, simply because it creates an important focal point for launching a strategy for 
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a trade show. In addition, several authors have empathized that choosing an objective 

before creating and planning the strategy for the trade show, is essential. Based on the 

several author’s discussion, the conclusion is that setting an objective is highly relevant 

and essential, for a company, before approaching the next stage of the strategy and 

planning process of a trade show.  

 

An additional delimitation with Tanner and Chonko’s (1995) objective hypothesis is, since 

the hypothesis has not been used as a model at an earlier stage, it is challenging to employ 

the chosen objective as a step by step guideline for other decisions, such as the staff 

members at the trade show, and booth design. The correlations between the different 

objectives and the remaining strategy, is not determined. The result of choosing an 

objective, will guide the trade show manager through a process where, depending on what 

objective set, the decisions made will reflect back at the main reason for attending the trade 

show.  

 

6.3 Three stage activity 

In this section an introduction to Lee and Kim’s (2008) theory about pre-show, at-show, 

and post-show activities will be discussed, in combination with Williams et al. (1993) and 

Gopalakrishna and Lilien’s (1995) standpoints on lead generation.  

 

Lee and Kim (2008) main purpose with their theoretical study is to examine the effect that 

pre-show, at-show, and post-show activities have on trade show performance. Under the 

pre-show step, quantifying objectives, pre-show promotion and booth staff training are the 

activities. The activities under the at-show step are booth size, booth location, on-site 

promotion and booth staff density. For the post-show step, follow-up and measurement are 

the activities. The activities under each step are individual, and not dependent on that one 

activity need to be completed before the next activity can be taken into consideration. With 

this in mind, each of the activities under the steps will be elaborated further on, in 

relationship with other authors view and opinion on that specific activity. This elaboration 

will be used as a focal point when considering Gopalakrishna and Lilien (1995) and 

Williams’ et al. (19993) standpoint on generating leads.  
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6.3.1 Pre-show activity  

Under the pre-show activity, Lee and Kim (2008) have chosen to include objectives. Based 

on other authors research, such as Tanner and Chonko (1995), Gopalakrishna and Lilien’s 

(1995), Horn (2002), and Williams et al. (1993), I have come to the conclusion that setting 

the objective as an individual stage before the pre-show preparation starts is essential, 

simply because it is necessary that the objective is determined before the booth staffing and 

pre-show promotion. By placing objective as an individual stage, rather than a variable 

under pre-show activity, the objective will guide the direction of the staff training and pre-

show promotion. 

 

For the pre-show promotion, multiple authors have discussed various strategies and ideas. 

It is difficult to determine a correct or incorrect way of promoting the up-coming trade 

show participation. However, one thing that is discussed by multiple authors is making the 

customer aware that your firm is attending, and making sure that the customer will 

remember your attendance and stop by the booth during the show. The main purpose with 

pre-show promotion is to increase booth traffic. According to Lee and Kim (2008) 76% of 

the show attendees have already an agenda of whom to visit, it is therefore important to use 

pre-show promotion to make sure that the your booth is on the customers agenda. Williams 

et al. (1993), states that pre-show promotion is more likely to be more important for 

smaller exhibitors than for larger exhibitors.  

 

There are several ideas how to catch the customers’ attention; Lisa Horn (2002) introduces 

a promotion strategy that creates a red thread through pre-, at- and the post-show stage. 

Horn (2002) focuses on a gift campaign. The idea of a gift, rather than a giveaway, is that 

giveaways are for everybody, and gift are given to special people. People like to feel 

special, and therefore the idea is to make them feel obligated to stop by the booth, because 

they have received a gift. Horn’s (2002) suggestion is not to have neither a fancy nor 

expensive gift, but rather create a reason for the customer to stop by the booth. Sending out 

a small piece of a gift, to the serious customers, with the booth invitation, and which also 

state that the customer can collect the rest of the remaining part at the booth, during the 

show. This way the customer would stop by the booth, and the firm will get the chance to 

demonstrate the product to the customer. Horn (2002) also emphasizes that reminding the 
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customer of the company after the show, by sending a post part to the gift with an addition 

message, is essential. 

  

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

at trade show is the most sufficient way, when using media to attract customers to the 

booth. However, the company is dependent on that their target audience, that is attending 

the trade show, is listening to that specific local or national radio channel. In contrast to 

Horn (2002) and Smith et al (2006), sending gift through mail is an expensive form of 

promotion, as well as radio advertisement, especially when taking a small company with a 

limited marketing budget into consideration. Therefore, regardless of marketing budget, 

the most important factor is to let the customers know, one way or the other, that the 

company is attending the trade show and at what booth number they can be found.  

 

When it comes to booth staff and training, Williams et al. (1993) brings up the fact that the 

booth staff needs to be able to detect the right prospect from the other attendees. Cox 

(1981) indicates that the most memorable for the customer is the booth staff, and the 

number one turn-off for visitors is booth staffs that are not knowledgeable (Betrand, 1990). 

It is therefore important to have qualified and professional booth staff regardless of what 

industry they are in, and what profession they have in their company.  

 

The average contact that the booth staff has with a customer at a trade show is three to five 

minutes (Williams et al., 1993). In addition, the booth personnel might, at a busy trade 

show, have contact with 20 customers in an hour, but only three out of ten customers are 

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

separate the potential buyers and customers from the lookers, even under a stress related 

situation. (Williams et al., 1993) 

 

When training the booth personnel, it is essential to inform the staff about how to 

communicate booth etiquette, how to understand the customers profile, how to lever a lead, 

as well as how to handle competitors who visit the trade show. The training should be 

formed based on the main objective chosen for the trade show (Williams et al., 1993). 

Tanner and Chonko (1995) refer to a survey conducted, that 30.4% of companies do not 

train their outside booth personnel, and 49.6% of the internal booth staff is not trained. If 

the booth staff is sufficiently trained, it can enhance the image of the company, to 
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costumers, as well as competitors, in a positive perspective. However, there is no set 

structure how to training the booth personnel, but rather a guideline to better prepare the 

staff at the show. 

 

With a sufficient amount of professional trained personnel at the booth during a trade 

show, the greater chances there are of generating quality leads, in combination with pre-

show promotion. A study conducted by Siskind (2005), exhibitors who use pre-show 

promotion increase their attraction efficiency rate by 46%, as well as convert visitors into 

leads increase with 50%.   Both in Williams et al. (1993) and Gopalakrishna and Lilien’s 

(1995) article the same lead measurement is presented. For the pre-show activity, P1 of 

Williams’ et al. (1993) introduction to the measurement is relevant.  

 

The number of interested visitor who visited the firm’s booth is in many ways dependent 

on the pre-show promotion, that the visitor is aware of the companies’ attendance at the 

show. The outcome of the formula will measure the percentage of interested visitors that 

visited the booth. In addition, P1 is also highly relevant at the at-show activity stage, 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 Kim (2008) have included the variables of 

booth size, booth location, booth display, on-site promotion and booth staff density. For 

the booth size variable, Williams et al. (1993) has addresses the fact that the size of the 

booth is a concern for smaller companies, due to their budget. A company should select the 

booth size in relation to the number of attendees interested in their product. According to 

Williams et al. (1993) most small and medium size companies have booths that are smaller 

than the capacity needed. An undersized booth is results in that companies do not get the 

most out of their investment. It is therefore essential to have a booth size large enough so 

that it can generate the potential traffic needed. On the other hand, it is difficult for the 

company to calculate the potential traffic at the show, especially for small and new 

developed companies. Companies need to relay on statistical numbers from the previous 

shows, in form of the number of attendees. 
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When it comes to the booth location variable, Williams’ et al. (1993) research indicate that 

the location itself, such as in the start of the floor plan, back or side etc., is not a factor in 

influencing performance, but rather the amount of traffic that flows past the booth location 

is an influencing factor. Companies should try to select a booth close to the aisles where 

the flow of traffic is logical. Areas, where there is irregular traffic, should be avoided, such 

as alcoves, split ends, or aisles with a dead-end.  If the company have relegated a poor 

location, pre-show and at-show promotion should be considered increased, to attract 

customers to the booth. It is therefore important to select booth location, where the traffic 

flow is stable, so that the company have a chance to attract the potential customer, that 

were not reached by the pre-show promotion, at the show.  

 

At-show promotions contain giveaways, sampling, product demonstration, product display 

and other related endorsement. The at-show promotion variable is a less influence variable 

for lead generator. This is because it is difficult to attract customers to the booth, due to the 

limited time. According to Hatch (1991) the exhibitors have less than five seconds to 

attract the visitors’ attention. In addition, it is most likely that the attendances have planned 

their schedule with other exhibitors in beforehand (Lee and Kim, 2008). However, it is 

important to have one kind of promotion at the show, to attract the 24% percent (Lee and 

Kim, 2008) that have not planned their schedule with other exhibitors.  

 

For the booth staff density, according to Williams et al. (1993), the average exhibitor 

establishes contact with about 63% of the relevant visitors attending a trade show. It is 

therefore important to have a sufficient amount of staff at the booth at all time to maintain, 

and hopefully be able to increase the contact rate. It is difficult to determine an exact 

amount of needed staff at the booth at a given time, but according to Swandby (1982) it 

should be in correlation to the amount of relevant visitors attending the trade show. The 

company should therefore look at the number of attendees for the previous shows, in the 

same industry, in correlation with external factors such as season, economy etc, to 

determine the estimated numbers of relevant visitors at the up coming show. Based on this 

number, the booth staff density can be determined.  

 

In addition to Lee and Kim’s (2008) variables, Williams et al. (1993) mentions product 

selection, product display, and product demonstration as at-show activities. Interesting 

products are a natural drawing card, and it is therefore important to place the most 
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attractive and eye-catchy products where the customers can see it, when passing your 

booth. Product demonstration is used to attract someone’s attention. As mentioned earlier 

Hatch (1991) states that at trade shows the companies have less then five seconds to attract 

someone’s attention. It is therefore important to make the booth interesting enough so that 

the customers will enter the booth and ask for more information. It is also essential to make 

your booth attractive with products and displays, as well as interesting and well spoken 

staff, so that the customer will enter your booth.  

 

With a booth size that is capable of processing the amount of interesting visitors, in 

combination with an amount of booth staff that is prepared to handle the customers and 

product demonstration, as well as a booth located where there is a stable traffic flow. If all 

of these variables are performed outstandingly, in combination with a successful at-show 

promotion and attractive products, there will be a potential of improving the leads 

generated. Williams et al. (1993) and Gopalakrishna and Lilien’s (1995) lead measurement 

is again relevant to measure the potential of generating lead. When referring back to at 

Williams’ et al. (1993) P1 formula, the variables in the at-show activity, are highly 

relevant as well, to generate leads. The next step is P2, where the interested visitors were 

contacted by the booth staff, unrelated of if they were contacted with pre-show promotion 

or not.  

 

The outcome of the formula will measure the percentage of how many of the potential 

customers that were contacted. This is relevant in the process of determining the total 

number of leads generated at the trade show, which will be shown in the P3 formula in the 

next section. 

 

6.3.3 Post-show activity 

The post-show activity is divided into follow-up and measurement. For the follow-up 

variable, Lee and Kim (2008) focuses on that post-show follow-up have a tendency to 

extend the reminiscence of the show for the customer. Tanner (2005) indicated that 

successful exhibitors are more likely to follow-up their customers after the show, and 

Smith et al (2004) reported that overall sales productivity and profits are greater if the 

company follow-up the attendees after the show. If the customer receives a personal thank 
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you note or email from the sales person that they were in contact with at the show, there is 

a greater chance to turn a lead into a sale. The thank you note or email may contain future 

information about the show, press coverage, reminder of the offer at the show, as well as 

other relevant information (Stevens, 2005). By sending out a follow-up note or email, the 

company communicates to the customers that they are a professional company. Based on 

the above research, it is highly important to follow-up the attendees after the trade show, to 

preferably meet the objective.  

 

The follow-up variable also consists of assessing whether or not the objective for the trade 

show was met. If the objective was set to either increase sales or generate leads, the 

company may need to be patient while the attendees make their purchasing decision (Lee 

and Kim, 2008). According to Siskind (2005), 57% of attendees will make a purchasing 

decision within twelve months after the trade show. It is therefore difficult to assess if the 

objectives where met or not directly after the show.  

 

The last variable in Lee and Kim’s (2008) framework is measurement of the trade show 

performance. This will be combined with Williams et al. (1993) and Gopalakrishna and 

Lilien’s (1995) last step of the lead measurement, P3.  

 

The result will show what percentage of the contacted visitors was converted into leads. 

Based on P3 it is simple to calculate the percentage of how many leads were turned into 

sales. There is room to elaborate further on this measurement. However the focus will be 

on the evaluation aspect of trade shows. This will be elaborated further on in the last step 

of the framework. 

 

6.4 Evaluation 

In this section an introduction to the evaluation stage will be presented. This is the final 

step of the model, before it loops around into setting the objective for the next trade show. 

As mention in the framework introduction, there are multiple authors that have had a focus 

on evaluating the show in a proper way, so that it is useful when considering another trade 

show. According to Weisgal (1996) evaluating the trade show is both the last and first step: 

the last for the current show, and the first in setting the objective for the next trade show. 
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Evaluation is considered to be the hardest part of trade show marketing, and many 

companies do not evaluate their trade show participation (Miller, 1999). It is equally 

important to evaluate the trade show marketing, as it is to evaluate any of the other 

marketing mix aspects. According to Miller (1999) there is a three-step evaluation process, 

which is measured immediate after the show, six months after, and the last measurement is 

12 months after the show. In the first stage the leads generated at the trade show is 

measured. Six months later an evaluation of how many new accounts the leads generated is 

taken into consideration. The last step, 12 months after the show, is evaluating how many 

additional accounts the trade show generated.  

 

Miller (1999) mentions another important aspect of the evaluation stage, the decision to 

return. Most companies sign up for a trade show after the current show was worthwhile. 

Taken into consideration that most companies do not evaluate the trade shows in details, 

signing up for a new show might not be a good idea. Even though, the company has 

attended the show in many years, the trends, customers, market, and industry changes. It is 

therefore important to always evaluate each individual show, before signing up for a new 

show. Miller (1999) suggests that talking to customers, staff, competitors, and trade 

journals is a good source to evaluate if that particular trade show is a good match for the 

company’s objective.  

 

In addition to Miller’s (1999) evaluation vision, Christman (1991) focuses the evaluation 

of trade shows on booth staffs observation and evaluation, as well as the amount of 

contacted customers based on the amount of attendees visiting the booth and the amount of 

leads generated. According to Christman (1991), each staff that attended the show should 

evaluate each day of the trade show, by filling out a survey, after closing hours at the 

current day. This way the observations are fresh in the personnel’s memory. The booth 

staffs have direct access to customers’ comments, as well as behavior, and no other 

evaluation method will give such hands-on information. It is therefore important to make 

the staff write down the observations, and take their observations into consideration when 

making the final evaluation of the trade show. 

 

Another author, Weisgal (1996), emphasizes on measuring the return on investment in cost 

per contact, lead, sale, demonstration, survey and per minute for publicity. The 

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

expenses are relevant for all market and industries.  

 

Based on the above sections, and the different authors opinion on the topics, there is reason 

to believe that the created model has potential to function as a guideline for companies 

attending trade shows. Not only does it take the different stages of trade show into 

consideration, but it also focuses on that the evaluation aspect of a trade show is equally 

important for evaluating the current trade show, as it is a preparation for the next trade 

show. The model will be elaborated further on in the analysis part, chapter eight, in 

collaboration with Story Design Studio.  
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7 Case Illustration 

 
In this chapter the reason why the textile and surface design industry was chosen for this 

thesis will be addressed. A case of the textile and surface industry will also be presented so 

that the readers receive an understanding of how the industry works.  

 

My knowledge of the textile and surface design industry and Story Design Studio comes 

from my personal interest that I have in Story Design Studio, as well as that I have been a 

part of the industry for two years. The knowledge is gained from conversations with 

established and new players, both buyers and sellers, observations, as well as through 

participating with Story Design Studio in the industry.  Due to this fact that Story Design 

Studio and the textile and surface design industry has become a natural part of my common 

knowledge, it is therefore difficult to transfer this knowledge to the reader that most likely 

does not have any knowledge of this niche industry that the textile and surface design 

industry is. Another difficulty is to be able to divide my common knowledge up, and be 

able to refer back to where I first got the knowledge from. Therefore, the information in 

this chapter will be based on my knowledge that I have gained from my involvement with 

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

 

7.1 The background of Story Design Studio 

The reason why the textile and surface design industry and Story Design Studio was 

chosen as a case study for this thesis is rather unique. My mother, which has over 10 years 

experience as a textile and surface designer, decided to break out from working as a 

designer for corporations’ in United Stated of America to start her own textile and surface 

design studio. Story Design Studio was created in the fall of 2006. Watching and giving 

advice to the new started business, I soon discovered that my mother is lacking advanced 

business skills. Today the business barely makes it possible for one person to make a living 

of it. After helping her with preparing and participating for the PrintSource trade show in 

August of 2007 and January of 2008, I decided to take opportunity to investigate Story 

Design Studio’s ability to be more successful at trade shows. I believe that there is a lot 

more potential that can be explored with the studio’s participation, and I hope to have the 

needed business skills and mind set to make a potential greater profit for the studio. I 
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believe that by creating a successful strategy for trade show participation, and if it is 

performed correctly, the ability to establish long term relationships with customers, is 

there. And this long term relationship with customers will result in higher sales, and more 

profit (appendix 3).  

 

7.2 The products 

The product, within the textile and surface design industry, can be both a tangible or 

intangible pattern. This means that customers buy digital patterns which are presented on 

paper. The patterns are made by a designer, most often in Adobe Illustrator. When the 

customers buy the pattern they get full rights to the product. The digital prints are delivered 

with a file, and the new owner is entitled to use it to what ever product they want. Most 

often the buyer get the pattern printed on fabric or a surface and creates the product they 

desire based on that pattern. Examples of products are curtains, clothing, bedding, etc 

within the textile area, and china, cups, bathroom accessories, etc. for the surface area. If 

the pattern is not made digital, it is most often painted on silk. The silk that the pattern is 

painted on is usually the size of one square meter, or smaller. The customer buys the 

painted silk, but there will not be a digital file with the purchase. The customer usually 

used the pattern for the same purpose as the digital print, but it needs to go through an 

additional step to make it printable to fabric or any surface. About 50% of the industry 

(appendix 1) sells digital prints, while the other 50% are hand painted prints. The 

advantage with silk print is that it is extremely hard to make a duplicate of the product 

before it is converted into a digital file, meaning after the sale. With the designs made in 

Illustrator, combined with unprofessional studios, a portable document format (pdf) file 

with low resolution that has been emailed or posted on a website for displaying the 

products, is enough to generate a risk of fraud (appendix 3).   

 

7.3 The split between the designers and the studios  

From the studios perspective, the digital formatted prints, provided by the designers, are 

only represented by one studio, and the royalty is paid when the print is sold. This way the 

studios do not have to purchase the prints in forehand and there is no upfront cost for the 

studio. With the observations made, a split between the studio and designer is on average 

40% to the studio and 60% to the designer. If the designs are sold at one of the trade 
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shows, a 50/50 spilt is normal, because the studio pays the travel expenses and for the 

booth at the show. For the painted prints, it seems to be some what common that the 

studios purchase the prints from the designers. The disadvantage for the studio is that they 

have inventory. However it is also common that the studios represent the designers work 

by paying the royalties when the print is sold. A 40/60 and a 50/50 spilt is also common for 

the printed patterns as well, depending on what channel the product is sold through 

(appendix 1).   

 

7.4 The trade shows within the industry 

There are several trade shows every year for the textile and surface design industry around 

the world. United States are in generally hosting approximately 15- 20 trade shows each 

year. The largest shows are in New York City; PrintSource, Koncept, Direction and Surtex, 

and Las Vegas; Magic. The PrintSource and Direction shows are held three times a year at 

the same time and location, and the others are as well held two-three times a year. There 

are some smaller shows held in Los Angeles and in other places in the US. The shows are 

in general very expensive to participate in, a booth range between $2950-$5500 per show 

(appendix 4). There are a few big shows in Europe, Indigo in Paris and Heimtex in 

Frankfurt. During a trade show, the studio presents their collection to the customers. The 

buyers look through the studio’s collection, that they find appealing, to see if the prints are 

interesting enough to buy. Each studio has a large collection, anywhere from 200-2000 

prints, that they are eager to show to the customer (appendix 3).  

 

7.5 Customized work 

In some cases studios performs customized work as well. A customer has in mind a 

specific topic or pattern for a specific product. The customer contacts the studio. The 

studio develops multiple patterns to best suite the customer. The payment takes place when 

and if the customer is satisfied with the pattern. On the other hand, if a customer want a 

customized pattern, the customer often want a series of pattern within the same topic. The 

customize jobs can therefore be very beneficial for the studios. Therefore, when a studio 

participates at a trade show, it is not only to sell the patterns at the show, but also to create 

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

A detailed industry analysis of the textile and surface design industry is placed in appendix 

7. The framework that Porter (1979) has developed can be found in appendix 6.  
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8 Applying the strategy 

 
In this chapter the analysis of the trade show strategy will be presented. As mention earlier, 

Story Design Studio will be used as a case study when applying the strategy. The strategy 

will be applied to Story Design Studio’s up coming trade show participation. Each of the 

factors of the strategy will be presented and analyzed individually, in a chronological 

order. The first section will be, finding the objective for the trade show, followed by the 

pre-trade show preparation. The subsequent sections will be on at-show participation, and 

post-show activities. The analysis will be rounded off with a section on evaluating the 

trade show participation. The chapter will conclude in a collection of all the major findings 

and practical issues that involves when determining a trade show strategy.   

 

8.1 Setting the objective 

In this section, the objective for Story Design Studio’s next trade show participation will 

be presented.  The guideline presented in chapter six will be used when finding the most 

suitable objective for Story Design Studio. The process of setting the objective will include 

some background of the industry, as well as Story Design 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 Design Studio has participated in three trade 

shows where the outcome was not considered successful. The thought processes behind the 

goal at the previous participations were very simple; sell as much as possible. Therefore, a 

specific amount of product sold was not set as a goal, nor was an average price per 

product. This results in that the motivation factor for the staff members participating was 

neither determined nor clear.  

 

Other objectives for the trade show participations were not set for the previous shows, such 

as investigate what determines the competitors’ success or how to best building up a 

customer portfolio. This results in that the staff members representing Story Design Studio 

is not very eager to seek knowledge about the industry, or determined to focus on building 
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customer relationships. There is reason to believe that if the objective was determined 

more specifically, Story Design Studio would have greater success. The next section will 

discuss the factors that are relevant for Story Design Studio when setting a trade show 

objective. 

 

8.1.2 Relevant factors 

For Story Design Studio to obtain success with trade show participation, the objective 

needs to be well thought through. It is important to consider the current situation of the 

company, and what direction the company wants to expand in. For Story Design Studio 

that has a limited customer portfolio, as well as not an established company name. It is 

reason to believe that they should consider focusing on building customer relationship in 

addition to generate leads when participating at the trade shows. This objective will be 

further discussed.  

 

When the customers attend a trade show, they have already an agenda for which 

booth/studios they are going to visit. It is important to be on the agenda list, therefore it is 

also important to have a recognized company name. In Story Design Studio’s case, there 

name is not well recognized. The reason for this is because, first of all the company in new 

in the industry, but also because Story Design Studio’s focus have not been on establishing 

a well recognized company name. Taken these facts into consideration, it is wise for Story 

Design Studio to build a stronger company name, so that the customers know who they 

are. If the customers know who they are, Story Design Studio will have a greater chance to 

be included on the trade show schedule list for the customers.  

 

Since Story Design Studio’s trade show history has not been very successful, in form of 

profit and revenue, it is also important to focus on sales, as well as generating as much 

qualitative leads as possible. Again, since Story Design Studio is a young and not very 

established studio, their customer database is therefore rather slim. With a limited customer 

database, it is difficult to inform enough customers of the trade show participation, as well 

as it is difficult to sell products between trade shows. It is therefore important for Story 

Design Studio to generate enough leads so that they can sell products between the trade 

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

industry is build up by both large and mature studios, as well as small and new started 

studios. Some of the studios within the textile and surface design industry have been in 

business for over 15 years (appendix 2). It is therefore essential to investigate the 

competitors and determining what strategy they have used when becoming successful, and 

learn of them. Even though the owner of Story Design Studio has been a part of the 

industry for over 10 years, most of the experience has been as a buyer, and only the 

experience gained with Story Design Studio, has been as a seller. The buyer experience is 

essential, but it is not enough to build a selling strategy for a studio. It is important to 

investigate competitors as well, to not necessary copy the strategy, but rather take the 

factors that have created success into consideration when developing Story Design 

Studio’s strategy for success.  

 

8.1.3 Story Design Studio’s objective 

In this section the objectives for Story Design Studio’s next trade show will be determined. 

 

First and foremost it is important for Story Design Studio, under the circumstances with a 

slim customer database, to generate quality leads that can be used in building a thicker 

customer database when participating in trade shows. Therefore it is highly essential to 

focus on generating leads. However, it is also important to sell products at the trade show, 

even though only 30% plan to make a purchase at the trade show (Williams et al., 1993). 

On the other hand, the sales at the trade show are important especially in the situation 

Story Design Studio is currently in, where the sales at the shows have not broken even with 

the expenses for the show. However, it does not necessary mean that the show was 

unsuccessful if it does not beak even, but it is difficult for a small studio to have courage to 

participate in a show, when it seems like they are loosing money in the short run. This 

topic will, however, be elaborated further on in the evaluation part. In contrast, if the leads 

generated are good enough, the sales will take place in the post trade shows stage. 

 

It is difficult to set a curtain number of leads that need to be converted in to a sale at this 

stage, to determine if Story Design Studio’s trade show participation was successful or not. 

Therefore a set percentage will not be presented in this section, but rather be set in the next 

trade show participation where the evaluation stage will guide what objective to set. 
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It is also important for Story Design Studio to create a stronger company name. However, 

if the leads generated are successful, the company name will be known to those customers. 

Therefore, at this stage, combining generating leads and developing a strong company 

name is a wise solution for Story Design Studio.  

 

When it comes to investigating the competitors’ success, Story Design Studio has an 

advantage. Since the owner has been a buyer in the industry for many years, an established 

relationship has been created between the owner of Story Design Studio and the studios 

that have been in the industry over a longer period. However, these studios are Story 

Design Studio’s competitors today, but the relationship has been maintained on a positive 

note. So fare, the competitors have been very helpful and open to talking about there 

success and strategies. However, Story Design Studio need to ask the right questions to be 

able to get the relevant information needed. In addition, this relationship with the 

competitors results in that the investigation of them does not need to take place at the trade 

show, but there is a possibility that it can take place in other professional settings. 

Therefore it is not set as a main objective when Story Design Studio will participate in 

trade shows. 

 

8.1.4 Summary 

Story Design Studio’s objective for the next trade show participation is generating leads 

that can result in both a sale, as well as creating a more recognized company name. This 

objective will guide the rest of Story Design Studio’s trade show participations, as well as 

the evaluating the trade show. In the evaluation section, the objective will be evaluated to 

see if the trade show participation lived up to the expectations.  

 

8.2 Pre-show preparations 

In this section, Story Design Studio’s pre-show preparations, both past and future, will be 

analyzed and presented. The guidelines in chapter six will 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 previous trade shows, not much of pre-show 

activities were thought through and planned. The only pre-show activity that took place 

was sending out an email to potential customers. The email addresses were gathered from a 

database provided by PrintSource. However, most of the customers that received the email 

had not been involved with Story Design Studio previously. In addition, they had received 

emails, mails and phone calls (appendix 1) from several competitors. It was difficult to 

calculate the amount of customer that visited the booth, because of the email received, but 

an estimated would be that very few visited the booth based on the email. This estimate is 

based on a rough comparison between the companies’ business cards that were collected at 

the trade show, with the companies that the email was sent to. The information in the email 

contained both stand location at the trade show, and a short description of what the 

company creates, as well as contact information. Figure 4 illustrates the email that was sent 

out before Story Design Studio’s third trade show participation. 

 

 

      Figure 4 – Story Design Studio’s pre-show email 

 

For the first trade show that Story Design Studio participated in, there was only one staff 

member during the entire show. The conclusion drawn was that one staff member was too 

few to be able to communicate with all the potential clients. Even though, that one staff 

member was the owner, as well as a designer, and has a supreme knowledge of the industry 

and company, the sales experience was lacking. The owner has very little experience with 
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sales and how to approach new customers. Therefore having one staff, the owner, was not 

a suitable situation.   

 

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

author of this thesis, together with the owner, were present at the shows. However, the 

textile and surface design industry is a niche industry, where rather few people have in-

depth knowledge of the products and industry. In this case, only the owner of Story Design 

Studio had supreme knowledge of the industry. There was not a sufficient amount of 

training that took place for the other staff member, either. This resulted in a poorly 

prepared staff, which was unable to fulfill the requirements needed to be able to sell or 

gain contact with potential customers. Story Design Studio came across as often 

unprofessional when the unprepared staff was handling customers, and was unable to 

answer simple questions about the products, such as what colors scale was used, what 

software the designs were designed in etc. With the knowledge that unprofessional staff 

members is the number one turn-off reason for visitors of the booth (Betrand, 1990), Story 

Design Studio need to have all staff members trained to be professional and knowledgeable 

of the textile and surface design industry and the products produces by Story Design 

Studio.  

 

In addition, Story Design Studio has never used any form of gift, or other strategies to 

attract the customer to stop by the booth and view the collection. Giving away gifts can be 

very expensive, and if it is done, it is essential to measure the success rate to determine if it 

is beneficial or not.  

 

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

Studio when preparing for a trade show and the reason for it. 

 

8.2.2 Relevant factors 

For Story Design Studio to prepare as well as they can for the trade show, curtain areas are 

essential to discuss. Previously Story Design Studio had sent out an email based on 

customers that were found in PrintSource’s database. However, it was difficult to measure 

if it had any effect on the customers. It is a higher probability that the customer will put the 

company on their trade show agenda, if the company has a relation to the studio, or if they 
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offer something unique. In this case, Story Design Studio does not have a well established 

database, with enough customers. Therefore, Story Design Studio needs to contact 

customers from other databases. The main purpose is to inform the customers that Story 

Design Studio is attending that particular trade show, and what location they can be found 

at. How the customers are contacted, email, mail or phone, can vary.  

 

Story Design Studio has not previously trained their staff members, and therefore, it is a 

possibility that customers have not been contacted or communicated with in a professional 

way. It is highly important to have a variety of staff members, so that Story Design Studio 

can approach and communicate with the customers in a best possible way. In the textile 

and surface design industry, it is reason to believe that having designers, combined with 

sales personnel is a good mix of staff members. The reason for this is so that the designer 

can answer all the design relevant questions, as well as help the customers with ideas for 

what the product can be used for. The sales person’s responsibility would be to start the 

conversation, as well as close the conversation. However, the sales people need to be 

trained so that they have in depth knowledge of the products, but they do not necessarily 

need to be a specialist. By having the sales person trained, he/she can answer questions 

when the designer is busy with another customer. Likewise, the designer need to be trained 

in sales skills, so that the designer can approach customers, and develop customer contact, 

both as a lead and as a sale.  Ideally, multiple set of teams, designer and sales person, 

should be available at the booth to capture the most amount of potential customers. 

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

for the staff participating. 

 

Being prepared for a trade show can increase the attraction rate by 46% (Siskind, 2005). 

With a higher attraction rate, combined with a professional staff, the visitors can be 

converted into leads. For the first step, P1, of Williams et al. (1993) and Gopalakrishna and 

Lilien’s (1995) lead measurement formulas, the “number of interested visitors who visited 

the firm’s booth” comes partly from how well the company have manage to communicate 

that they are participating at the trade show. The other part comes from how well the 

company is able to attract the customers that have not received information that Story 

Design Studio is participating at the trade show, and the customers that have not made an 

agenda schedule for whom to visit at the trade show. How to attract these customers will 

be discussed under the at-show activities. 
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As mention in the above section, giving away gifts is an expensive process for a small 

studio that has a low budget. However, the gift giving has the potential to be very 

profitable, if it is done correctly and reached the accurate customers, but there is no 

guarantee that the gift give away will be successful. Therefore it is a large money risk for a 

small studio, if the campaign fails. The gift giving perhaps has a higher potential in other 

industries than the textile and surface design industry.  

 

The next section will introduce the pre-show strategy for 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 will result in sales and/or awareness of Story 

Design Studio among the customers. This objective will guide and decide what the pre-

show activities will be. To be able to generate leads, Story Design Studio needs to have 

customers visiting their booth. Since 76% (Lee and Kim, 2008) of the customers have a 

agenda schedule for the trade show they are attending, it would greatly be preferred to be 

on as many customers agenda schedule as possible. 

 

Since Story Design Studio do not have a large database of customers that have been in 

contact with Story Design Studio, it is essential to search in other databases to get in 

contact with the correct customers that will generate a lead. Since the database, provided 

by PrintSource, contains information of customers that have attended at least one 

PrintSource trade show, it is likely that they are within the industry. However, it does not 

mean that they are planning on attending the upcoming trade show. In addition, if the 

customers that are planning on attending the trade show, have not heard of Story Design 

Studio and receive an invitation email, it is likely that they will ignore it. But if the 

customers that are attending the trade show have heard of Story Design Studio, it is more 

likely that they will consider the invitation to visit the Story Design Studio at the trade 

show. Since Story Design Studio is in the situation that they are in, with a slim customer 

database, it is worth using a great amount of time to contact the correct customers.  

 

A suggestion for Story Design Studio is to use the PrintSource database to call potential 

customers. By making phone calls, Story Design Studio is able to talk to the customers 
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directly, and present the studio with name and a short introduction of the company. The 

phone calls do not need to be very long, but it is rather for communicating the company 

name, and making sure that the customer is attending the trade show. If the customer is 

attending the trade show, it is relevant to send out an email as a reminder that Story Design 

Studio is attending the trade show, and the booth number. When the customers receive the 

email, they have already gotten an impression of Story Design Studio, and can link the 

name to a company. However, this method is very time consuming, and it is impossible to 

reach all the customers. But if Story Design Studio is able to use one week to call 300-500 

customers, where perhaps 20% of them are attending the trade show, there will hopefully 

be some companies that will put Story Design Studio on their agenda schedule. 

 

For the customers that are already in Story Design Studio’s database, a pre-show contact 

with them is essential. For the customers that have previously ordered prints, or have been 

in close contact with Story Design Studio, a phone call with a follow up email with an 

invitation to visit Story Design Studio at the trade show is a good idea. For the remaining 

customers in the database, an invitation by email is suitable. However, it would be 

preferred to contact these customers with a phone call as well, but do to resources; this 

group will be less prioritized. In the email, it is important to include the booth number, the 

contact information, as well as a short description of what the company’s specialties are.  

 

When it comes to training Story Design Studio’s staff, the focus needs to be on product 

knowledge. This is because at the previous trade shows that Story Design Studio has 

attended, this area was one of the weakest. Even though one of the staff members is the 

owner and designer, the other staff member’s product knowledge need to be quality. The 

idea of teaming up a designer with a sales person should work very well within the textile 

and surface design industry, simply because the designer can cover all the technical 

questions, while the sales person is most likely stronger at generating leads. However, the 

sales person and the designer need to work closely in a team, to fulfill each others areas. 

This can be problematical if the booth gets larger traffic than expected. Preferably, Story 

Design Studio should have another set of designer and sales person, but at this stage there 

is not enough revenue in Story Design Studio to pay for two more members of the staff. 

Therefore it is essential to be able for the designer to know some basic sales skills and for 

the sales person to have a significant knowledge of the products. 
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If Story Design Studio is able to attract more customers to visit their booth by being on 

customers’ agenda schedule for the trade show, together with well prepared staff members, 

Story Design Studio will most likely generate more leads than they previously have done.  

Since generating leads results in sales1 and an increase in customer database, Story Design 

Studio has met the objectives with the pre-show preparations. Referring back to Williams 

et al. (1993) and Gopalakrishna and Lilien’s (1995) lead measurement formulas, P1, the 

numbers of interested visitors that will visit Story Design Studio’s booth will have 

increased in comparison  to number of interested visitors that are attending the show2. 

Because of this Story Design Studio have the potential to have a more successful trade 

show. 

 

8.2.4 Summary 

Since Story Design Studio’s objective for the next trade show participation is generating 

leads that will result in both sales, as well as increasing the customer database, it is 

essential that the pre-show preparation achieve the set objective. This will be completed 

with a stronger method of contacting current and new customers before the show, with 

phone calls and emails, as well as better prepared staff members. The staff members will 

be both a sales person and a designer to be able to cover a larger area of questions from the 

customers, as well as building up a relationship with them.  

 

8.3 At-show activities 

In this section, Story Design Studio’s previous at-show activities will be presented, as well 

as a new proposal for the at-show activities for future trade show participations will be 

analyzed. The guideline that were presented in chapter six, 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 participated in trade shows, the at-show activity was 

not very well thought through. Since Story Design Studio has not been very successful at 

                                                 
1 This will be discussed under post-show activities 
2 This will be discussed under at-show participation 
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the trade shows, it is of natural reasons that the cheapest booth for the trade show was 

selected. The cheapest booth also comes with the smallest size available. As mention 

earlier, Williams et al. (1993) states that most small and medium size companies select a 

booth size that is too small for the capacity at the trade show. This can results in that the 

outcome of the trade show could have been more beneficial for a company. In Story 

Design Studio’s case, during the peak-times3 at the show, the capacity of the booth was 

considered small. There were customers standing in a short line, to be able to look at the 

products. However, from personal observations, the peak-times for the trades show were 

very few and in short intervals. An estimate of 16%4 of the trade show time was considered 

peak-time, of the previous trade show that that Story Design Studio participated in. 

 

When comparing the prices of the trade show booth, with the size, there is a significant 

amount of money to upgrade the booth to a larger. Taking PrintSource’s princes into 

consideration (PrintSource), a booth the size of 80 sq. ft., where the length of the booth is 

10 ft., has a price of $2950. If upgrading to 120 sq. ft., where the length of the booth is 12 

ft., the price increases with 33% to $4350 (appendix 4). An increase of $1400 for a small 

studio is a significant increase for a booth that is two feet wider. Based on the prices, Story 

Design Studio chose not to upgrade the booth size at the trade show that they previously 

participated in.   

 

As discussed under pre-show preparations, the booth staff density is important. Not only is 

it important to have trained the staff, but also to have enough staff members to handle the 

size of the booth and the amount of customers that are expected to visit the booth. As 

previously mentioned, Story Design Studio has had one or two staff members at the 

previous shows. This has resulted in that at peak-times, Story Design Studio has been short 

on staff members.  

 

For the booth location, Story Design Studio has not previously chosen the booth location 

themselves when participated in a trade show, but rather has accepted the location that the 

trade show delegated to them. This is simply because Story Design Studio has not 

considered this as an important aspect when participating in a trade show.  For the second 

                                                 
3 Based on own observation and description; When there were customers at almost all the booths in the aisle 
that Story Design Studio was located in 
4 Total show hours, over three days = 9+9+7=25; Total Peak-time hours= 4 (3 hours the first day, and 1 hour 
the second day); 4/25= 16% 
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trade show that Story Design Studio participated in, the booth location was in the back of 

the show, near a corner, and unfortunately most of the traffic flow had already turned. This 

resulted in that Story Design Studio had less flow than average at the trade show. For the 

third show, Story Design Studio was coincidently placed in the middle of an aisle where 

the traffic flow was busier. This had a significantly effect on the amount of people that 

stopped by the booth.  

 

For the on-site promotion, Story Design Studio has tried to place the most appealing 

products at the top of the product stack. The thought behind this, is to attract as many 

customers as possible based on the product shown. However the products are fairly large, 

presented on A3 paper, meaning that with space between the stacks to flip trough the 

products, it is only possible to have three-four sets of stacks. This is illustrated in figure 5, 

when Story Design Studio was participating in PrintSource, August 2007.  

 

 

        Figure 5 – Story Design Studio’s previous product and booth display 

 

When considering the entire display of the booth, Story Design Studio’s display is rather 

simple and not very eye-catching, in comprising to the competitors’ booth display. As 

illustrated in figure 5 the designs on the wall are simple and rather boring. The competitors 

have various displays, everything from products hanging on the walls to “loud” colors and 

images. Story Design Studio’s display does not contain any information of what they can 
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offer the customers, and whom the designs are targeted. By adding this information to the 

booth display, it might attract more customers that are walking past the booth. 

 

In the next section the factors that are necessary for Story Design Studio to be successful 

with the at-show activities will be analyzed and presented. 

 

8.3.2 Relevant factors 

For Story Design Studio to be as successful as possible with the at-show activities, there 

are curtain areas that are essential to discuss. One of the areas is the booth size. It is 

important that the size of the booth is large enough so that it can handle the capacity of the 

customers at the trade show. Even though the majority of the time the capacity is high 

enough, the booth must also be able to operate the customers during peak-times. The 

customers that arrive during the peak-time5 are most likely the most interested customers. 

Due to the fact that each product is unique, the customers arrive early at day one to get first 

pick of the studios collection. However, the assumption is that most of these customers 

have an agenda schedule for the trade show. The trend has been for the last two trade 

shows that Story Design Studio has attended, that during the first hour of the trade show, 

the customers are determined to what studio they are going to visit. However, the peak-

time for the remaining studios is when the first customers are done with their agenda and 

are walking around to make sure that they did not miss any interesting products. During 

this timeframe is when it is very important for Story Design Studio to capture the 

customers, and approach them professionally. Since it is expensive to expand the booth 

size to capture the high capacity that only lasts for a shot timeframe, it is more beneficial 

for the studio to expand the staff members for the estimated peak-times.    

 

When it comes to the booth location, it is essential that the company picks the location 

itself. For most trade shows, the exhibitors have the option to request a booth location, but 

there is no guarantee to get that specific location. A good booth location is where there is a 

consistent customer flow. Within the textile and surface design industry, it is wise to be 

located next to an established competitor. The reason for this is that often the customers 

stand in line to view the established competitor’s collection. While they are standing in 

                                                 
5 The peak-time has taken place in the morning on day one of the trade show, as well as for a short time 
during the morning of trade show day two. This is based on personal observations. 
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line, they look around for other products in the nearest area. Therefore it might be 

beneficial to be located next to an established competitor that is curtain to generate a 

descent amount of traffic flow. At the two previous trade shows that Story Design Studio 

have participated in, the established competitors have the same location show after show, it 

is therefore easy to select a booth next to one of the established competitors.  

 

The booth display is another area that is essential to discuss for Story Design Studio to be 

successful with the at-show participation. Since the customers for the textile and surface 

design industry, are either designers themselves or have an interest, and most likely 

experience, with design, it is even more important to have an eye-catching booth display. 

As mention, the competitors have very professional and noticeable booth display, and it is 

essential that Story Design Studio have equally attractive booth display, to magnetize the 

customers. Since few customers have a relationship with Story Design Studio, it is wise to 

have some kind of product information on the walls so that the customers can easily seek 

the information.  

 

For the product display, it is also essential to have eye-catching products on display so 

when the customers walk past the booth they might stop or slow down and Story Design 

Studio will have a natural reason to approach them. In addition, the customers are often 

looking for something particular; an example of this is patterns for young girls between the 

ages of two to seven years old. It is wise to have the products grouped into small segments, 

so that it is easier to target the customer when they address what they are looking for. By 

doing it this way, Story Design Studio will avoid that the customers have gotten 

uninterested when looking at the relevant products, because the relevant products first need 

to be found in a large stack of irrelevant products for that particular customer. Story Design 

Studio will also come across as more professional if they are able to match the customers’ 

needs in a short timeframe. 

 

For generating leads, it is necessary to approach the customers that are within a reach of 

the booth. It is also important that the staff is able to seek out the customers that have the 

potential to be a lead, and use time to communicate with them, rather than using time on 

customers that are not a lead potential. For Williams et al. (1993) and Gopalakrishna and 

Lilien’s (1995) lead measurement step, P2, it is necessary to approach and communicate 

with the customer that visit the booth. One way of keeping track of the customers that were 
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contacted, is to ask for their business card, if they do not have business card, ask them to 

write down the contact information. However it is more difficult to keep track of the 

number of customers that visited the booth in general, contacted or not contacted, P1. One 

suggestion is to have a people counter available, so that even though the staff is busy 

communicating with other customers, the visitor would be counted. It is essential to be as 

accurate as possible with counting the people, so that the evaluation of the trade show will 

be as detailed as possible. This evaluation will determine if the show was successful or not 

for Story Design Studio. 

 

The next section will present the at-show strategy for Story 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 generate leads for the next trade show that they 

participate in. Generating leads involves increasing the awareness of Story Design Studio 

among the customers. To follow further on this objective for the at-show activities, Story 

Design Studio needs to follow an at-show strategy.  

 

When it comes to the booth size, based on the prices for participating in PrintSource, Story 

Design Studio should not increase their booth size. The reason for this is that the length of 

the booth only increases with two feet, meaning that there is only one person more that can 

view the collection. In addition, there need to be more staff to be able to assist the extra 

person with viewing the collection. As introduced in the pre-show section, Story Design 

Studio can not afford having an extra team of staff, designer and sales person, during the 

show, in addition to pay the price for having a large booth. The solution is to continue to 

have the 80 sq. ft. booth, but hire additional staff members for the estimated peak-times. 

This way Story Design Studio will be able to assist more customers in the periods where 

they previously were low on capacity, as well as not having to pay for extra staff or extra 

booth space in the timeframe when they have enough capacity already. 

 

For the booth location, Story Design Studio should prioritize to choose there own booth 

location. As mention earlier, the booth location should be where there is a consistent flow 

of customers. The location should not be in a dead end, or in an area where the natural 
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stream of customers do not flow. In addition, it is wise to have a booth location next to one 

of the established competitors that generate a curtain amount of traffic flow, so that Story 

Design Studio can approach the customers before or after they have visited the competitor. 

Since the establish customer tend to have the same booth location show after show, it is 

easy to know where to select the booth location for Story Design Studio. However, the 

location is not guaranteed, so if Story Design Studio is not able to select a booth next to an 

established competitor, they should select a booth where the flow is estimated to be 

consistent. To find out where the established competitors are located, and how the 

customer flow goes, contact the host of the trade show to be able to see the previous year 

booth location map.   

 

For the booth display it is important to make the booth look interesting, fun and alive. 

When considering the walls, the back wall is the wall that gets the most attention, and it is 

important to make that wall stick out to the consumer. As illustrated in figure 6, displaying 

information about what products Story Design Studio produces, as well as samples of the 

products in a size that is eye-catching, are important aspects to communicate to the 

customer. In addition, having Story Design Studio’s logo in a large scale is also important, 

so that the customer will remember the studio name and the image of the logo. The display 

is also done with fresh and alive colors, so that the customers get interested in the booth.  

The same theme is displayed on the side walls, also to illustrate to the customers what 

products Story Design Studio produces, as well as studio name.  The new booth display is 

illustrated in figure 6. 
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Back wall 

 

        Side walls 

Figure 6 – Story Design Studio’s new booth display 

 

For the product display at the booth it is important to have it segmented by gender, age 

group, usage, and other segmented areas to easier target the customers. The customers 

usually sits down at the chairs next to the booth, and either flips through the collection 

themselves, or let the staff member do it. If the products are segmented, it is wise to let the 

staff member flip through the collection for the customers, not only so that it is easier to 

target the customers’ needs, but also so that the stacks are kept organized and segmented. 

The stacks should be placed inside the booth, in an organized system so that they are easily 

found. Previously, on the table, between the staff members and customers, all the products 

were placed, and the most attractive prints were placed on the top of the stack. Now if the 
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products are placed inside of the booth, there should be something on the table to catch the 

customers’ eye. Story Design Studio should pick the eight best patterns that both best 

represent Story Design Studio’s collection, and are very eye-catching for the customer. 

These eight patterns should be printed on a larger paper, and be placed on the table to 

attract the customers’ attention. When the customers sit down to view the collection, the 

displayed patterns are put to the side, so that the segmented products can be viewed. Often, 

the trade show provides the studios with booth furnitures. When exhibiting at PrintSource, 

each 10 ft * 8 ft booth is entitled to three tables, in different sizes (appendix 4). However, it 

has previously not been a problem to switch around the table sizes, to match the studios 

preferred display. Story Design Studio should have two small tables (4 ft * 24”) in the 

front and one long thin table (6 ft * 18”) in the back to place the segmented products on. 

This is illustrated in figure 7. 

 

 

             Figure 7- Story Design Studio’s new floor plan 

 

For Story Design Studio to generate leads, it is important to approach the customers that 

are looking or passing by the booth. As mention earlier, it is important to get the contact 

information and interests areas to the customer, so that it can be placed in Story Design 

Studio’s database. One way of collecting the contact information is to always ask for the 

customers’ business card. On the back of the card, write down the interest areas to the 

customer. If the customer do not have a business card, make the customer write down the 

contact information on a piece of paper. On the other hand, it is also important to give 

away Story Design Studio’s contact information. Most studios give away a business card, 

meaning that the customers have a stack of business cards at the end of the day. Most 

likely the customers have a difficult time to remember anything about the different studios; 
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therefore Story Design Studio should try to differentiate themselves from the other studios. 

A solution is to print on the back of the business card, in short, what the studio can offer 

the customers. This way the customers have more information about Story Design Studio 

than the other studios.  

 

To be able to measure the leads generated, it is important to be as accurate as possible 

when analyzing the amount of customers visiting the booth. Even though if the customers 

were not contacted, based on the staff being busy, the customers that approached the booth 

should be counted. Therefore Story Design Studio can use a people counter to make sure 

that they count the customers that were not contacted for some reason. The goal for Story 

Design Studio is to contact as many customers that approach 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 next trade show participation is generating 

leads that will result in both sales, as well as increasing the customer database, it is 

essential that the at-show activities achieve the set objective. This will be completed by 

having the location of the booth where a consistence traffic flow is, preferably next to 

established competitors. It is also important to have enough staff to handle the peak-times. 

The booth display and product display will be eye-catching for the customers, and this will 

hopefully attract more customers to the booth. In addition it is important to collect the 

contact information to the customers, as well as give away Story Design Studio’s contact 

information, preferably in a different way than the competitors. This strategy will result in 

a higher chance of generating more leads. 

 

8.4 Post-show activities 

In this section, Story Design Studio’s previous post-show activities will be presented. In 

addition, a new proposal for the post-show activities for Story Design Studio’s future trade 

show participation will be analyzed and suggested. The proposal and strategy will be 

developed and scoped based on the guideline presented in chapter six. 

 



Master Thesis                                 Trade show strategy                             Cand.merc. IMM 

Hilde Natalie Teigen                                    Page 58                                              19.09.08 

8.4.1 Story Design Studio’s previous post-show acti vities 

When Story Design Studio previously participated in the trade shows, little post-show 

activities took place. Since Story Design Studio did collect some business card from the 

customers that visited the booth, they had some contact information available from the 

customers. However, this contact information was not used strongly to turn the lead into a 

sale. The only post-show activities that took place was to insert the contact information 

gathered into a database, and send out an thank you for visiting the booth email to all the 

customers. However, since it took time to insert the customers into the database, and 

compose a thank you note, combined with regular work, the customers did not receive the 

thank you not before up to a month after the show. Figure 8 illustrates the thank you note 

that was sent out to the customers after PrintSource in January 2008. Even though there 

were customers that were interested in some specific prints, Story Design Studio did not 

follow them up with a customized email or a direct phone call.  

 

 

 Figure 8 – Story Design Studio’s previous thank you note 

 

In addition, Story Design Studio did not count how many customers visited the both or 

how many that were interested in the company. Therefore it is very difficult to calculate 

the number of leads generated based on that specific trade show, and this makes it 

complicated to evaluate the success of the trade show.  
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When it comes to following up the customers in the long run, Story Design Studio would 

send out an email about every other month, to the customers in the database. However, all 

customers received the same email, regardless of what area they were producing 

merchandises for. The customers that produce beddings for young girls received the same 

emails as the customers that produce vintage curtains for mature adults. The email contains 

small images of the patterns that target the whole spectrum of customers. For example the 

email would typically contain a pattern for infants, one for young kids, one flora, one 

vintage, one icon and one paisley pattern. The email is not targeting the customers directly, 

and it is also noticeable for the customer.    

  

In the next section the factors that are necessary for Story Design Studio to be successful 

with the post-show activities will be analyzed and presented. 

 

8.4.2 Relevant factors 

For Story Design Studio to be as successful as possible with their post-show activity, there 

are curtain areas that need to be discussed in-depth. The most relevant and most important 

aspect is to contact the customers after the show. If a customer has been very interested in 

one or multiple prints, but did not end up buying them at the show, it is important to 

contact that customer after the show with a reminder of the prints. This can be done either 

by an email with a very low resolution of the specific prints together with a thank you for 

visiting the booth email, or a phone call can also be sufficient. If the customer was not 

specifically interested in a print, but addressed what areas they were producing 

merchandises for, a thank you not targeted that area would be essential. If the customer is 

making merchandises for young girls, age two-seven years old, low resolution images of 

patterns in correlation with a description of what Story Design Studio offers, should be 

included in the email. If the customers did not address their area of business, a generic 

email, also with low resolution images of different patterns, together with a thank you note 

that states what Story Design Studio offers, is a wise idea. This way the customers that 

could be directly targeted within a segment have the chance to be specifically contacted. In 

addition, information about Story Design Studio is submitted to the customers, containing 

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

customer after the show. It is wise to contact the customers in the following week after the 

show. Most customers have been away from their office, and therefore there might be a 

large amount of emails in their mailbox when they return, therefore it is wise to wait a few 

days after the show to send the email. On the other hand, it is not a good idea to wait too 

long after the trade show to send out a follow up email, in the risk of that the customer 

have already purchased the necessary prints for their collection. Based on this, the best 

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

 

To be able to calculate the numbers of leads generated, again, it is very important to be 

accurate when counting the visitors. In this face, the last step of Williams et al. (1993) and 

Gopalakrishna and Lilien’s (1995) lead measurement formula, it is important to have 

counted the amount of customers contacted. The customers that were contacted, whom can 

be a future customer of the Story Design Studio, are considered a lead. It is essential that 

Story Design Studio follow these customers up, to convert the lead into a sale. As Tanner 

(2005) stated, successful exhibitors are more likely to follow up their customers, therefore 

it is important to show the customers that Story Design Studio have the potential to be a 

successful studio within the textile and surface design industry.  

 

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

maintained in the memory of the customer, and send a reminder with an interval that is 

sufficient for the company. The reminder, can be an email, stating both in very short what 

Story Design Studio offers, and what new things have taken place since the previous email. 

The email should not be sent out too often, in risk of being mistaken for being a spam 

email, but it should not go too long in between so that the customer have forgotten about 

Story Design Studio. Also, the email should be targeted the customers specific interest 

area, and not be sent out as a bulk email with low resolution images of patterns from the 

entire spectrum.  

 

The next section will present the post-show strategy for 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 generate leads for the next trade show that they 

participate in. Generating leads involves increasing the awareness of Story Design Studio 

among the customers by taking advantage of the leads generated at the trade show. To 

follow further on this objective for the post-show activities, Story Design Studio needs to 

follow a post-show strategy.  

 

The most important aspect is to follow up all the leads that were generated at the trade 

show. Since Story Design Studio have either collected the customers’ business card, or 

written down the customers contact information, it is easy for Story Design Studio to get in 

contact with the leads. Also, Story Design Studio has collected the interest area of the 

customers, and it is therefore also easy to target the customers more directly. For the 

customers that were not specifically interested in one or multiple prints, a thank you for 

visiting the booth email is essential to maintain the lead. The email should contain both 

contact information to Story Design Studio, as well as information about what Story 

Design Studio offers. Figure 9 is an illustration of a thank you email to the customers that 

are manufacturing merchandises for young girls in the age frame of two to seven years old.   

  

Figure 9 – Story Design Studio’s new thank you email 
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When to follow up the customers after the show is also important. Take PrintSource as an 

example, their show takes place from Tuesday to Thursday. A good time to send out the 

thank you note is around Thursday the following week. This way the customers have been 

able to get back to their offices, and caught up on other necessary work. On the other side, 

the timeframe is not too long. Story Design Studio and the other studios that the customers 

visited are still fresh in the customers’ memories.  

 

When it comes to following up the customers that have been interested in one or multiple 

prints at the show, but did not end up buying it, it is important to contact them to remind 

them of the product. Story Design Studio should send out an email to the customer with a 

low resolution of the patters that the customer was interested in. The email should be sent 

within a couple of days after the end of the trade show. This way the memory is fresh and 

the customer preferably still is thinking about the product. A couple of days after the email 

is sent, Story Design Studio should call the customer to make sure that they received the 

email, and ask if they are still interested in purchasing the particular prints. Story Design 

Studio should at the same time communicate to the customers what the studio offers. By 

doing it this way, it increases the chance of selling the print to the customers, as well as the 

customer will remember Story Design Studio. If this process does not result in a sale, Story 

Design Studio has at least obtained a relationship with the customer.  

 

When it comes to measure the leads generated. It is very important to follow up every 

customer that was contacted at the show. All customers should be viewed as a potential 

customer for the future. Since the products within the textile and surface design industry 

are all unique, and are most likely not designed for a specific product, it has the potential to 

reach all customers. Therefore, if the customer did not find any products relevant at the 

trade show, it does not mean that there will not be relevant patterns in the next collection. 

As a result, all customers are a potential client for the future. According to Siskind (2005) 

57% of the customers attending the trade show will make a purchasing decision within the 

next twelve months. It is therefore difficult to measure the leads generated directly after the 

trade show. In addition, it makes it even more important to keep following up the 

customers for months after the trade show.  

 

After the trade show, the customers in the database should receive a follow up email 

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

more often, the emails will not being associated with spam. The email should be 

segmented toward the interest area for the customer. The email should contain news about 

the company, as well as few low resolution images of patterns that are within the interest 

area of the customer, and company information. When Story Design Studio is approaching 

a trade show, the follow up email should be sent out every month for the last two months, 

in addition to the pre-show email. By making the email more frequently towards the trade 

show, will result in that the customer have a more active memory of Story Design Studio.  

 

8.4.4 Summary 

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

leads, as well as enlarge the customer database. The goal with the leads is to convert it into 

sales. Story Design Studio needs to follow up every customer that was contacted at the 

show, either by an email or a phone call. The emails need to be more segmented towards 

the specific interest area of the customers. In addition, the customers that were interested in 

one or multiple products should be contacted more strongly after the show than the average 

contact. Furthermore, all customers, regardless if they have purchased a product or not, 

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

 

8.5 Evaluating the trade show participation 

In this section, a strategy for how Story Design Studio should evaluate the attended trade 

shows will be presented. Before presenting the strategy, Story Design Studio’s previous 

evaluation method will be analyzed, and followed by a section on the relevant factors that 

should be taken into consideration before determining an 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 process has been very limited. Story Design 

Studio has not previously evaluated any of the shows that they have participated in. There 

is not collected any numbers of how many sales the leads generated, or how many leads 

that were generated. When there is no numbers available, it is difficult to be able to 
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evaluate if the trade show success increased or decreased compared to the previous trade 

show, as well as evaluate if the objective were meet. In addition, it is also difficult to 

evaluate if that particular trade show is a good match for the Story Design Studio.  

 

Story Design Studio has not previously investigated what trade show would compensate 

Story Design Studio the most, but rather signed up for the same trade show without 

investigating. PrintSource has a long history of being a trade show that generates a great 

amount of customers for the textile and surface design industry (appendix 2). However, it 

is not said that these customers that attend PrintSource are the customers that can provide 

the most success for Story Design Studio. 

 

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

evaluate trade show participation successfully.  

 

8.5.2 Relevant factors 

For Story Design Studio to be as successful as possible with the evaluating process, curtain 

areas need to be discussed. To be able to evaluate a trade show, it is important to have 

gathered relevant information. A natural method of evaluating a trade show is by 

measuring the sales with the numbers of leads generated. The result will give a percentage 

of how many of the leads were converted into sales. According to Miller (1999), measuring 

the sales with the leads at different timeframes is important. Miller (1999) suggests to 

measure the sales to leads immediate after the show, meaning how many sales took place 

during the show, six months after, as well as twelve months after the show. Comparing the 

sales with the leads at curtain intervals is relevant, due to Siskind’s (2005) statement that 

57% of the customers make a decision within twelve months after the show. However, this 

timeframe will vary between different industries. There is reason to believe that the textile 

and surface design industry has a shorter timeframe, because season, fashion and trends are 

a significant factor in the buying process, as well as there is only one copy of the product. 

It is difficult to imagine that the customer would delve on a product up to twelve months 

after the show.  

 

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

what took place at the trade show. If the information is not gathered immediately, the 
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information will be lost. It is therefore important to have the staff members write down the 

observations made, after each day. Information such as comments from the customers’ 

when viewing the collection, body language to the customers, how the flow of traffic went, 

peak-times, were the competitors more or less busy etc. This information would not be 

visible in an evaluation method such as measure the sales compared to leads. However, the 

information gathered will not be used into another evaluation method, but rather as an over 

all impression of how the trade show was. In addition the number of sales and lead 

generated should also be evaluated at the show, day by day. This information can be useful 

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

 

Another important area to take into consideration is if the set trade show objective was 

met. If the objective was set to generate as much leads as possible, it is necessary to 

evaluate if this was the result after the trade show. If the objective was met, there is reason 

to believe that the trade show participation was completed successfully. 

 

The information gathered and measurements completed, are very useful when Story 

Design Studio is preparing and evaluating what trade show to next participate in. It is 

important to not assume that the trade show that Story Design Studio has previously 

participated in is the correct trade show for the studio. Therefore it is rather important to 

use the information gathered and the measurements to evaluate if that particular trade show 

is the correct one for Story Design Studio in the future.  

 

The next section will present an evaluation strategy for 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 generate leads for the next trade show that they 

participate in. To measure if the objectives were met, Story Design Studio needs to 

complete different evaluation methods, through an evaluation strategy.   

 

Miller (1999) suggested measuring the leads generated at different intervals after the trade 

show. This measurement is relevant for Story Design Studio. However, for the textile and 

surface design industry, the intervals should be shorter. Story Design Studio should 
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measure once immediate after the show, so that they can determine how much was sold 

during the show. The next measurement should be after two months, the reason for doing it 

four months before Miller’s (1999) suggestions is because of the products follow seasons, 

fashion and trends, and a decision from the customer will most likely be made earlier that 

the average industry. Story Design Studio should measure once again after six months, this 

is six months before Miller (1999) suggests. Again, the reason for this is due to the textile 

and surface design industry’s products. The result of the measurements indicated what 

percentage of the leads was turned into sales.  

 

To be able to understand and remember what takes place during a trade show, it is 

important that Story Design Studio’s staff members fills out a form after ever day of the 

trade show. The information in the form will provide Story Design Studio with detail 

information about areas such as comments from customers and the traffic flow at the trade 

show. The form should contain the customers’ comments on the products, the customers’ 

body language when being approach by Story Design Studio’s staff, the customers’ body 

language when the products are being presented, the traffic flow during the trade show day, 

when was it very quite, when was it busy, was it any peak-times, when were the peak-

times, how many were visiting the booth that trades show day, how many bought products 

that day, was there more traffic at the nearest competitors booths and additional comments. 

The result of these questions will give Story Design Studio an indication of the customer’s 

opinion of the products, as well as the traffic flow. The traffic flow is relevant to determine 

when and if it is necessary to have additional staff members available for the peak-times, 

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

 

Combining the rapports of the forms that the staff members fills out and the outcome of the 

sale to lead measurement, will give a good indication if the trade show was successful for 

Story Design Studio, and if the objective was meet. The information will also guide Story 

Design Studio when making a decision on which trade show is the most suitable for them 

to participate in, as well as what adjustments, such as pre-,at-, and post-show activities, 

need to be adjusted for the next trade show that Story Design Studio will participate in. 
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8.5.4 Summary 

Regardless of what the objective for Story Design Studio was for the trade show, they need 

to evaluate and measure the performance at the trade show and for the future. It is 

important for Story Design Studio to evaluate the trade show participation at the show, as 

well as in the coming months. The result of the evaluation will determine if the trade show 

was successful, and guide Story Design Studio when choosing what trade show next to 

participate in. The information, that is a result of the evaluation, is very important to 

consider. 
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9 Discussion 

This chapter will discuss if the strategy presented in chapter eight, has the potential to 

result in competitive advantage for the users, when comparing with those that do not use 

the strategy. In addition, a discussion if the strategy can be used successfully in other 

industries will also be taken into consideration. 

 

9.1 Competitive advantage when applying the strateg y 

First there will be a discussion if the strategy will result in competitive advantage for Story 

Design Studio when following the strategy. Further the factors that will influence the 

competitive advantage will be presented, followed by a discussion on what factors that will 

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

 

9.1.1 Will the strategy work for Story Design Studi o? 

It is difficult to determine if the trade show strategy will be successful for Story Design 

Studio or not, because the strategy will not be tested in a real situation. Ideally, Story 

Design Studio should have participated in a trade show, and the results after the show 

should have been analyzed. However, this is not a possibility, because Story Design Studio 

is not participating in any trade shows in the nearest future. The only approach possible to 

consider if the strategy will result in competitive advantage, is to discuss the factors that 

would have been taken into consideration if a comparison was possible between the 

previous trade shows that Story Design Studio participated in, and a recent one where the 

strategy was applied.  

 

It is difficult to measure in relation to pervious trade shows because relevant data was not 

collected. However, the amount of sales that took place during the trades show is archived, 

as well as the sales between the trade shows. In addition, it is possible to look at Story 

Design Studio’s database from the previous shows, to count how many contacts were 

additionally made. However, it is not possible to compare the total amount of customers 

that visited the booth at the trade show because there is no data previously collected.  
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With those possibilities that are available for measurement, Story Design Studio can 

evaluate their success rate for the trade show, before and with the strategy. However, other 

factors such as national economy, and social factors should also be taken into consideration 

to get a 100 percent valid result. Those factors will not be discussed in this thesis, but it is 

necessary to be aware of the aspects. By comparing the database before and after the show, 

it will indicate how many new contacts were made at the show. This will designate both if 

more customers visited the booth, as well as indicate if the staff members were able to 

contact the potential customers. The amount of sales that took place at the show will also 

indicate if the trained staff members approached the customers in a better way than at the 

previous trade shows. In addition, the overall sales for 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 the users of the strategy from the 

companies that do not use the strategy is the pre-show preparations. If the studio manages 

to get in contact with customers and be placed on their agenda schedule for the trade show, 

the studio has already an advantage comparing to the studios that are not on the agenda 

schedule list. This is mainly based on Kim and Lee’s (2008) research that 76% of the 

customers attending the trade show have an agenda schedule. However, it is difficult to 

compare this advantage with the already established companies. The establish companies 

are often put on the customers’ agenda schedule without focusing on the pre-show 

preparations, because of the companies reputation and position in the market. Therefore, 

the competitive advantage regarding pre-show preparation is most relevant for small and 

new started studios.  

 

Another factor that will result in competitive advantage is following up the customers after 

the trade show. There is a lot of potential in this stage, and if it is done according to the 

strategy, the studios will obtain a greater success than studios that do not follow up the 

customers as aggressively as the strategy applies. According to Tarr (2008), 76% of the 

trade shows participants do not follow up their leads. Therefore, following the strategy 

with both contacting all customers that visited the booth with an email, as well as 

contacting the companies that were specially interested with an additional phone call, will 

result in competitive advantage. 
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However, the difficulty of testing the factors for the thesis is again applied. Ideally, it 

should be tested by comparing different studios that are using the strategy with studios that 

are using parts of the strategy. Due to budget and time 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 a competitive advantage, there are factors that 

will not alone make a different for the success of the studio. One of the aspects is the 

product and booth display. The product and booth display is an important part of the 

impression that the customers get of the studio, but without trained staff members, and 

customers, the display is less important. In addition, the display itself is less relevant if the 

studio does not follow up the customers after the show. However this does not mean that 

the display is a less important factor, it means that it have little influence alone as a factor.   

 

Another aspect that gives little meaning when standing alone, is deciding what trade show 

to participate in. A company can choose the trade show that suites them best, but if the rest 

of the strategy is not applied, there is a great possibility that the trade show will not result 

in success. However, choosing the correct trade show is very important, but it looses its 

value if the rest of the strategy is not applied. 

 

There is reason to believe that the strategy will work for Story Design Studio if they follow 

the entire strategy. There is also reason to believe that the strategy will result in 

competitive advantage for Story Design Studio. However, as stated above, this factor will 

not be tested for this thesis, and can therefore not be concluded as a valid result.  

 

9.2 Applying the strategy in other industries 

The question is if the strategy can be applied to other industries, or is it only relevant for 

the textile and surface design industry and Story Design Studio. The strategy presented in 

chapter eight, was composed only for Story Design Studio. However, the same strategy can 

be used for other studios within the textile and surface design industry, as well as, most 

likely, for other industries.  Nevertheless, there are small adjustments that need to be 

completed to fit that specific industry and company. Unfortunately, the strategy will not be 
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tested on other industries in this thesis. Ideally the strategy should have been tested in few 

random industries to be able to conclude if it is appropriate for other industries.  

 

Since the strategy introduced in chapter six, was presented in a very broad perspective, 

there is reason to believe that the strategy can be applied in other industries. There will be 

areas that are less relevant for that specific industry, and areas that need more focus. An 

example of an area that needs to be adjusted to fit the represented industry is the timeline 

for measure sales after the trade show. If the industry sell products that are less influenced 

by social factors, such as trends and season, the decision time to buy a product might be 

longer. Therefore it is wise to use a longer timeline to measure sales after the trade show 

compared to the textile and surface design industry. Another area that needs adjustments to 

fit better into a specific industry is the product and booth display. If the industry is a 

technological industry, it is wise to display the booth and products in a technological way. 

If the industry is sport related, the product and booth display should be presented in a sport 

associated approach to best target the customers. There are other areas that also need to be 

adjusted so that the strategy is better suitable for the industry.  

 

Based on the aspect, if the strategy is likely to generate a trade show success when applied 

to other industries, the theoretical model developed for this thesis can be modified to easier 

be applied to a greater variety of industries. The modification of the theoretical model, 

which is shown in figure 10, is to illustrate what activities are important to focus on when 

both applying it to a studio within the textile and surface design industry, as well as other 

industries. The modified model will also illustrate links between the different stages. 
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    Figure 10 – modified model to best suite other industries 

 

Unfortunately, it can only be an assumption that the strategy can be applied to other 

industries, with and without the modified model, and not a conclusion. The reason for this 

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

The main purpose of this thesis was to develop a trade show strategy that can be used as a 

guide for successful trade show participation. This guide was aimed at general 

participation, and should be useful for most companies regardless of the industry. The 

developed strategy involves activities before the show, during the show, as well as after the 

trade show. Very little academic research has been conducted and developed on complete 

trade show strategies. This thesis attempts to bring together various trade show research 

into one unified strategy, which takes the entire trade show process into consideration.  

 

The overall strategy will still need to be tested to verify with any certainty whether it will 

increase the likelihood of success. It would be interesting to perform this test by adopting 

the strategy through Story Design Studio at a future trade show. It is also been challenging 

to determine if it can be applied by studios other than Story Design Studio, or even adapted 

by industries outside of the textile and surface design industry. There is reason to believe 

that the strategy can be applied to most industries, as there are multiple activities within 

each stage of the strategy that can be modified. If these activities are modified and 

adjusted, the approach can be fitted to the specific industry and company. Because this 

strategy was developed with a broad perspective in mind, it should be applicable across 

different industries. That said, testing needs to be performed before being able to say with 

100 percent certainty that the strategy can be applied to other industries.  

 

Another question that this thesis attempted to evaluate was whether companies who adapt 

the strategy will have a competitive advantage over companies (within the same industry), 

that does not use the same approach. Again it is difficult to determine with certainty if the 

approach will result in a competitive advantage, as the strategy has yet to be tested. The 

same problem is applied to the case study presented in this thesis; if Story Design Studio 

will obtain a competitive advantage. However, there is reason to believe that Story Design 

Studio will be successful when adopting the strategy that is demonstrated in this thesis. 

This is a result of the observations and interviews conducted in relation to the secondary 

data provided. In addition, there is reason to believe that other following the approach will 

also result in competitive advantage (once some of the activities are adjusted to customize 

the strategy for that specific company and industry). Again it is important to stress that the 
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outlined strategy needs to be applied and tested in representative industries before any 

certainty can be concluded. 

 

If the approach does result in more successful trade show participation for both Story 

Design Studio and for companies in other industries, perhaps the method is broadly 

applicable and can be adopted by any company attending trade shows. As the strategy was 

developed with multiple industries in mind as well as with a broad perspective, it should be 

easy for most companies to apply the approach. This ease of implementation is important, 

as most companies that do not already have a strategy are likely to lack relevant experience 

with the trade show industry and trade show strategies. For example, by simply stressing to 

companies that it is highly recommended that companies follow up their contacts made at 

the show, the 76% cited by Tarr will decrease. Such a recommendation will greatly help 

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

that companies form a strategy that takes the entire participation into consideration. As the 

approach outlined in this thesis is (according to the author’s knowledge), the only strategy 

that combines several sub-strategies to create comprehensive recommendations, it should 

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

Appendix 1- Observation 

The structure of the observations was completely unstructured (Blumberg et al., 2005). The 

observer had few open-end questions/interest areas in mind when doing the observations. 

The thought-in-mind was to map out the customers’ and competitors’ behavior, based on 

the observations. The observations were written down as notes and analyzed after the three 

day show had ended.  

 

Where do the customers tend to stop? 

It seemed to be a trend that customers’ attention was drawn towards the studios that 

already had customers sitting down and viewing the collection. The flow of customers 

went often in clustered waves. It was from time to time empty at most of the studios except 

for one or two where the customers were sitting down and viewing the collection. The one 

or two studios were randomly “picked” by the customers. 

 

Another observation made was that at the slower times at the show, the studios that 

continued to receive customers were the mature studios. Whether or not this has to do with 

the awareness of the customers or the size of the booth and the display of the mature 

studios is hard to conclude. The smaller and less mature 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 competitors’ booths verses Story Design 

Studio’s booth were the display of the walls and the product display. The majority of the 

mature competitors had decorated their booth with products clustered on the wall, either as 

the product itself (for sale) or on a permanent board (not for sale). The trend seemed to be; 

the more on the walls, the slower the customers walked when looking at the booth to see if 

the studio was with in their interest frame. It seemed 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 wall, three at the larger wall and two on each 

side. The observations that were made was that the customer had a higher speed passing by 

the booth, because they did not have to look in-depth at the product since it was large and 

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

 

The disadvantage that comes with the customer only glancing at seven designs is that if the 

customers do not find the seven designs interested, they will not stop. It also seemed that 

when the customer came to a stop they where more willing to take an interest in looking at 

the products rather then continuing to the next booth. 

 

The observation that was made based on presenting and display of the products was that 

the majority of the mature companies present their products on an A2 (42cm*60cm) white 

presentation paper, with the design being printed on an A3 (30cm*42cm) paper. This 

seems to be the industry standard. Story Design Studio has been printing on a smaller 

format. At PrintSource, Story Design Studio was using an A3 white presentation paper, 

and an A4 (21cm*30cm) paper where the designs were printed on. 

 

Majority of the studios had their designs behind the viewing table, in small segmented 

piles. The different studies did the piling differently, either at micro or macro level. The 

meaning of micro and macro level is either organized by example creative floral for teens 

(micro), or floral in general (macro). The different piles were presented by employees of 

the studio, after the customers’ wants and needs. Story Design Studio had their products 

stacked in piles on the viewing table, organized by kids, home, seasonal, icon and women. 

The women pile, which contained about 200 designs, and were approx. 7-8 times larger 

than the other piles, was not organized by segments or trend (teen, sport, mature woman), 

which the customer addressed as being confusing. The customer seemed to think that the 

design on the top of the stack represented the designs in that pile, which in Story Design 

Studio’s case was not true. Therefore, the customer that was looking for something 

particular in a specific area had to look through the entire collection to find the few designs 

that were within their interest area.  

 

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

patterns painted on silk prints.  
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Do the customers tend to be drawn towards the mature studios? 

The observation that was made when the trade show opened January 15 at 9 am was that 

some customers already knew to whom they were going. It indicated that the customers 

wanted to be the first once to view the collection of that particular studio. Other 

observations made by listening to conversations from the buyers and reading the company 

on their name tags, were that it indicated that the buyers from the larger and well 

established companies tended to seek the mature studios. Comments such as, “where are X 

and Y located at the trade show?” (X and Y being mature studios). From conversations 

with buyers, some of the mature studios travel to the customers’ location to show their 

collections in between the shows. This way the studios and the buyers develop a buyer-

customer-relationship. 

 

When the customer stops, what are the questions that they tend to ask? 

The customers ask for specific segment, examples are pattern for infants bedding, or for a 

dresses for teenage girls with attitude.  

What software is the pattern designed with, and how many colors are used, are repeated 

questions. 

Specific questions related to the product, to gather ideas from the designer. 

 

What products does the customer tend to look for? 

Very diverts, a lot of kids and sportswear,  

Woman wear and teen not as attractive as it was in August 2007. 

 

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

The observations made when the customer was looking through the collection were 

multiple. The customers tend to be more interested in the products that had larger scaled 

patterns. The meaning of a larger scale pattern is that the design only shows one repeat, 

instead of multiple once. Another observations made was that the customer is not looking 

for colors that are usable for a particular fabric product, but they tend to be interested in the 

patterns that has strong and bright colors. The designs that were well fitted and usable 

designs were not so attractive to the customers’. 
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Observations made based on conversations with players in the industry. 

Most of the player told that they split the royalty between their designers 50%-50% when 

participating in the trade show. When it is sold not related to the trade show, the split is 

usually 40%-60%, where 40% is to the studios. The reason was because the cost of 

participating at the trade show is so high, so that the studios need to take more money for 

the products sold to cover the expenses.  

 

Some of the customers mention that they had received some phone calls and some emails 

from studios that were participating in the trade shows. The information in the phone calls 

and emails was to communicate that they were participating in the trade show, and where 

they were located. However, some of the customers also mentioned this in a negative way, 

which they had received emails from companies that they had never heard of, and the 

email did not state what their company could offer.  
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Appendix 2 - Interview with Massimo Iacoboni and Wi ll Arriaga 

Iacoboni and Arriaga have hosted the PrintSource show for over 10 years. They have both 

been part of the industry as designers and buyers, before starting to host the trade show. A 

lot of the questions in this conversation were both textile and surface design industry 

related, as well as how PrintSource is organized. This write up is based on the information 

gathered, and not question/answer write up, since this was more of a conversation than an 

interview.  

 

Iacoboni and Arriaga tell that most of the trading in the industry takes place at the trade 

show, or in a private meeting after or before the trade show. The reason for this is because 

a majority of the industry is gathered in the same city at the same time. Since the selling 

and buying of the products takes place face-to-face, due to the risk of fraud, the time 

around the trade show is ideal for both the buyer and the seller. This way unnecessary 

expensed related to traveling is not added.   

 

Some of the players in the industry have been part of PrintSource from the very beginning. 

They have been players of the industry for over 15 years. The trends with these studios are 

that they have survived the ups and downs of the economy, and are now established 

players in the industry with very loyal customers.  

 

PrintSource took curtain years before the show got well known in the industry. Today the 

majority of the American textile and surface design players are related to the show in one 

way or another. It is today one, or perhaps the most well known trade show in the industry. 

This can be seen, because the same studios return year after year, and communicate that 

they are happy with the show. 

 
Iacoboni and Arriaga made a database for the industry some years ago. The reason for this 

was to unite all the players of the industry, so that they were able to meet and communicate 

outside of the trade show. The studios add themselves into the database, while the 

customers participating in the show get added automatically.  
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Appendix 3 - Interview with the owner of Story Desi gn Studio 

The information in this appendix is based on information that has been collected over the 

years from multiple conversations and observations, as well as collaborating with the 

owner of Story Design Studio, my mother. It has been difficult to grasp direct information 

from the conversation, because most of the conversation has been based spread out in 

between other topics and over such a long timeframe. The information has also added on to 

the understanding and knowledge that I have gained from observations of Story Design 

Studio and of other players in the industry over time. 

 

Conversations and observations have involved topics such as how the start of Story Design 

Studio was, and the reason why it was started. It all started in 2006, with that the owner of 

Story Design Studio wanted to break out of the industry to start something on her own. 

Since she already had over 10 years of experience as a in-house designer for several big 

corporations in the US, she saw that there was a potential, with here knowledge and 

experience, to start a studio on her own. The business aspect and marketing aspect of the 

studio was going to be supplied by the author of this thesis. However, the author of this 

thesis was still a student, and busy with her own life, as well as due to geographical 

limitations (Scandinavia and US) the business and marketing aspect could only be 

performed as less than a part time job.  

 

The marketing strategy was chosen to be mostly trade shows. This was because of the 

owners previous experience in the industry, that most of the business took place at the 

trade shows. If there was not buy and sell at the trade show, there was networking and 

setting up meeting. This was important for Story Design Studio to be present at the trade 

shows, for many reasons, but mostly because the Story Design Studio was not located in 

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

participate in PrintSource, due to the previous experience of the owner. The owner knew 

the hosts of the trade show, as well as multiple of the competitors that were participating. 

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

and surface design industry.  Therefore the choice feel on PrintSource as the trade show for 

Story Design Studio to participate in. Story Design Studio participated first in January 

2007, and than in August 2007, and the last trade show was in January 2008. 
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Story Design Studio decided to do only digital printing, simply because the experience of 

the owner, and because of the cost and risk of stocking the inventory of pattern painted on 

silk fabric. As an observation made at the trade shows, about 50% of the companies sell 

and present digital prints, while the other half sell painted silk prints. The designs are 

patterns that are to be used in all related products to textile. Examples of this are beddings, 

clothing, curtains, etc. The products can be more specific as swimwear, the inside of ski 

jackets, as well as for purses. Patterns that are related to surface design are more products 

related, such as a series of related bathroom products. Examples of this are soap holder, 

towel knob, tooth brush holder etc. All of this product would be designed with a pattern 

that is fitted towards the series. Other surface design is for example for cups and china. For 

the digital print, most of the files are in Adobe Illustrator. Illustrator gives the buyer of the 

pattern more room to move and scale the pattern in the way that suites them best. Also the 

color scale is done in vector, meaning the color combination. Some of the designs are done 

in Adobe Photoshop, but this is not as an attractive solution. The reason for this is that the 

buyer of the pattern do not have equally amount of scaling and moving items around to 

best suite them.  

 

Some of the advertisement in the industry is to send out small pdf files of the patterns. The 

scale need to be very small so that the customers do not copy or steel the idea. Since this is 

an industry build up of creative designers and creative people, there is always a risk for the 

pattern being stolen or copied. The best way to avoid this is to send out a very small file. 

However, there are unprofessional studios out in the industry that sends out pdf files of the 

pattern to customers in a large scale. This is very negative, because the buyer of a pattern 

does not know if the pattern have already been copied by some one else. The reason why 

some studios end up sending samples of their collection, is because they are lacking the 

ability to show the customers their collection since they perhaps is not located in the same 

city. It is also faster and less time consuming to use marketing that is digital, but in the 

textile and surface design industry, there is an enormous risk of fraud. This is also because 

every product produced is supposed to be unique. It is also very negative to post samples 

of the studios work on the website, because of the same risk of fraud. As observed and 

presented by the owner of Story Design Studio is that most 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 several different trade shows, both in Europe 

and highly in the US. There are different shows that take place every year. Trade shows 

that the owner of SDS has participated in is New York City; PrintSource, Koncept, 

Direction and Surtex, and Las Vegas; Magic. These are considered the largest textile and 

surface design trade shows in the US. However, PrintSource is considered the one with the 

most traffic. There are other smaller trade shows located around in the US, such as some in 

the LA area. European trade shows are Maisoun and Indigo in Paris, and Heimtex in 

Frankfurt. There are also some few once in Italy and in Japan. When a company is 

participating in a trade show, there collection varies greatly from studio to studio. The 

collection can range from everywhere between 200-2000 products, depending on the size 

and segment of the studio. There is a lot of shopping around for the customers. A lot of the 

customers have their set studios to visit, but they are not destined to purchase prints only 

from them. Therefore there area a lot of prints that the customers will look through at one 

trade show. Based on the buying experience of the owner, this is very tiring. It is also 

preferred from the buyers’ perspective that the studios have organized their prints in the 

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

 

In addition to the networking and collaborating with customers at the trade shows, studios 

also perform customized work for customers. This involves that the customer have a 

though in mind of what the pattern should be used for. The studio performs several, up to 

as much as 20, patterns for the customer. The customer chose the pattern/patterns that they 

like the best. These patterns often get created as a series of pattern based on the chosen 

pattern. This is for example for bedding. There will be a series that matches through the 

entire product line, such as kilt, blanket, pillow and duvet cover, curtains and rug at the 

floor. A lot of manufactures like to be able to produce an entire product collection that 

matches. A design studio can make a lot of money on doing customize work if the 

customer accepts one or more of the patterns. However, if the customer does not like the 

any of the pattern, the studio will not be paid. The Studio is most likely only paid after a 

pattern is choice. There is also often several other studios that create customized work for 

the same customer. Story Design Studio started in 2007 to communicate to customers that 

they have the ability to create customized work as a service for the customers. There has 

been several customers that have used Story Design Studio for customize work. So fare so 

good, most of the customers have liked one or more of the pattern produced so that there 

has not been wasted time and effort on this. 
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Story Design Studio has represented different freelance designers. Story Design Studio 

started with as many as up to 10 freelance designers that were presented at the first trade 

show. With experience, this was too many for a collection. The collection got very broad 

and messy, and it was difficult to understand for the customer whom Story Design Studio 

was trying to target. Therefore, after the first trade show, Story Design Studio divided the 

amount of designer to represent in two. This ended up being a more organized number of 

designers. Other studios have everywhere from one to as much as 20 designers that they 

represent. The studios represent it in different ways, some divide it buy a designer, or even 

brand one designer, while other present the products by what category the pattern is 

segmented for.  
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Appendix 4 - Information about PrintSource 

This is information that the exhibitors receives from PrintSource when participating at the 
show. There are all of the data, such as price, and equipment related to the show. 
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Appendix 5 – Recent press related information  

Here information about the textile and surface design industry and PrintSource will be 

presented. The information is written by Borland in 2004, 2006, and 2007. All the press 

releases were presented in Textile World. 
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Appendix 6 - Introducing Porter’s five forces 

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

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

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

regardless of what the main focus is set to for the thesis.  

 

Porter’s five forces (Porter 1979) theory will be used to analyze and understand the textile 

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

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

this model for the industry analysis rather than other available models is that the theory is a 

highly operational model, while at the same time it is very broad and general. This makes it 

possible to capture many of the different issues that are important in assessing the structure 

of the industry and its competitive environment.  

 

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

• Threat of new entry. This force focuses on how difficult or easy it is to enter the 

industry. 

• Bargaining power of suppliers.  This examines what power the suppliers have in 

the industry, such as the setting of prices. 

• Bargaining power of buyers.  Investigates how strong the buyers are and how able 

they are to affect the prices in the industry.  

• Threat of substitution. This force explores what the substitutes are and how large a 

threat the substitutes are for the industry.  

• Competitive rivalry. Identifies how dominating the competitors are. 

 

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

and weaknesses of Story Design Studio potential position in the textile and surface design 

industry.  
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Appendix 7 – Industry analysis 

 
In this section the Porter framework, found in appendix 6, will be used as a foundation to 

analyze the textile and surface industry, and the outcome will determine the attractiveness 

and the competition in the industry as a new started studio. The knowledge is again, mostly 

based on my own expertise within the textile and surface design industry and within Story 

Design Studio.   

 

Threats of new Entry 

In this force, the degree of how difficult it is to enter into the textile and surface design 

industry will be determined. 

 

To be a player in the textile and surface design industry, it is not required to have 

significant amount off up front capital. Depending on the contract each studio/business has 

with their designers, contract, freelance or commission based, the capital needed various. If 

the studio, such as Story Design Studio, has a commission based salary, where the designer 

gets their share of the sold product after the client has paid, the studio do not need upfront 

capital.   Since the products are not physical in the sense that it need to be manufactured, 

the expenses are low -paper and ink. 

 

The knowledge that potential studios need to have of the textile and surface design industry 

before entering into industry is not unique. The main knowledge that the studios need to 

have is the ability to get talented and good designers, as well as the studio need to be able 

to build relationship with clients either through trade shows or sales calls. With Story 

Design Studio experience, getting designers that are willing to design for a studio is rather 

easy. Story Design Studio posted call for designers add on www.craigslist.org at several 

occasions, and there were been between 50-100 serious responses.  

 

Based on the above explanation, the threat of new entry is set to low for the textile and 

surface design industry. This is mostly because anyone with or without knowledge and 

experience of the industry is able to enter into it with a small up front capital.  
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Bargaining Power of Suppliers 

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

what level the suppliers’ influences the price of the printed pattern – product.  

 

There seems to be more designers than studios available to represent the designer, based on 

the experience that Story Design Studio gained when posted call for designers. Based on 

this fact, the designers do not negotiate or demand a higher percent of their sold product, 

they are rather satisfied when a product is sold, and this is also based on Story Design 

Studio’s experience. 

 

The suppliers do not have much power when it comes to the physical supplies needed to 

produce the product. What the designers need is mostly a computer, software, printer, 

paper and ink. The quantity needed is mostly for one particular designer, bought by that 

particular designer, and it is therefore up to the individual designer to negotiate a deal 

between a supplier and themselves.  

 

Based on the above examples the suppliers have very little influence for the industry, 

therefore the bargaining power of suppliers is set to low.   

 

Bargaining Power of Buyers 

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

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

 

Even though the studios sell the same type of product, a printed pattern on a paper, all the 

products are different. Each pattern produced should be unique, and each pattern sold 

should be unique. The buyers are often looking for a pattern with a specific theme, but 

seldom know exactly how the pattern should be; therefore it is difficult for studios to target 

clients. There is no guarantee for the studio that the client will fall for their products within 

the same theme. 

 

In many industries lowering the prince compare to competitors will generate more sales. In 

the textile and surface design industry this is not the case. The clients want that specific 
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print that satisfied their needs, and therefore if the price is 10 percent more or less, 

compare to the competitors’ studio, is irrelevant. 

 

Based on the above criteria the bargaining power of buyers is high. The studios can not 

produce a product and expect that the client will like it, - it is a chance gamer. Also if the 

clients have found the perfect print, the price is fairly irrelevant to the buyer. 

 

Competitive Rivalry 

In this force the level of competition between the studios will be determined. The 

competition between the studios will be taken into consideration, and not the competition 

between the products.  

 

As illustrated in the Threat of new entry force, it is fairly easy to enter into the textile and 

surface design industry. This results in that there are many small players in the industry, 

such as small studios that either present one or many designers. The studios are very 

similar in the form of how they present and are viewed at the trade shows (appendix 1). 

There is also the well establish and larger studios that the client already know, and visits at 

the trade shows (appendix 1). These larger studios are also very similar in how they are 

presented at the trade shows, but their name and relationship with clients is unique. The 

larger studios have a greater market share, and the clients are fairly loyal towards them.  

 

Based on the fact that the studios differentiate themselves little from each other, and the 

products are fairly similar, the competitive rivalry is set to high. However this does not 

mean that there is not an ability to differentiate studios for each other.  

 

Threat of substitution 

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

studio with other solution will be determined. 

 

There are different needs for the clients; some companies have in-house designers and only 

shop prints to get an ides of inspiration. Some manufactures buy the prints as is and print 

the fabric without or with small changes. There are also the companies that do not have in-
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house designers that buy the prints to use as is or manipulate slightly, such as color and/or 

layout. 

 

With companies that have the in-house designers, a threat of substitution would be if the 

company stopped shopping for prints and rather did the whole process in-house. For the 

manufactures, the treat is if they hire designers themselves to make the patterns. And for 

the companies that buy the prints from the studios and manipulate them slightly 

themselves, the threats are few. The companies can hire freelance designers, but the cost it 

most likely going to be higher and there is no guarantee that the freelancers can manage to 

create a print that satisfied the company fully. Therefore the company is better off 

shopping prints from studios.   

 

Based on the above criteria, the overall threat of substitution for digital print is consider 

medium.  

 

The next chapter will take the case illustration and industry analysis into consideration 

when applying the theoretical trade show model to the textile and surface design industry, 

and Story Design Studio. 

 




