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> to create the conditions for the effective face-to-face meeting of
exhibitors and visitors;

> the unigue possibility to meet the potential buyers face-to-face in
one place.
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Looking for an effective exhibition to participate in, the
exhibitor obviously would like to get answers at least on
two questions: » -

> how many professionals interested in his
services and products are going to come to
exhibition?

4

> what is their purchasing power: for how
much they are willing to conclude contracts?



The AUDIT of Exhibition Statistics can help to answer
the first guestion.

The reliable information about exhibition:

> AreaS indoor and outdoor area, special display area as a

part of exhibition and on its theme (sq. m.), total indoor and outdoor
exhibition area (sq. m., net), total area of exhibition (gross, sq. m.)...

> EXhibitOrS the number of direct national

participants, the number of direct foreign participants, total number of
participants, the number and the list of participating countries, the
number of correspondence foreign exhibitors ...

> Visitors on certain
Categories total number of visitors, the number of

specialists, attending the exhibition event, the number of foreign
visitors, the number of national visitors...




Than how to determine the real purchasing

power of visitors ?

Is there a tool which can help to
| answer the second question?

!
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Russian exhibition market has a reliable &4 &
and effective tool - AUDIT of

purchasing power of exhibition visitors.



> to determine the
carried out by visiting companies within six month after the
end of exhibition;

to determine the
within six months after the end of exhibition, by
sections or even on certain goods;

> to determine the most effective, “"purchasable" section of exhibition;
to assess the state of the market according to customers’ (exhibition
visitors) opinion;

> to determine the general level of customer satisfaction with the
exhibition.



The Methodology of the audit of visitors purchasing
power:

The survey is conducted by telephone interviews.
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! Registered visitors of the past exhibition are being
interviewed *

The survey is conducted six months after the end
of the exhibition.

* About 50% of the respondents answer the question on the
amount of contracts (in the experience of the conducted audits).
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The sample size (humber of respondents) is based on the total
number of visitors registered in the exhibition event :

Number of registered visitors Number of respondents

less than 3000 people at least 8% of the number of visitors
from 3000 to 5000 people at least 250 people

from 5000 to 10000 people at least 5% of the number of visitors

from 10000 to 25000 people at least 500 people
from 25000 to 50000 people at least 2% of the number of visitors
over 50000 people at least 1000 people




The major result of the audit of purchasing power of exhibition
visitors is an analytic brief, which presents and describes a
number of indicators in graphical form.

Purposes of visiting the exhibition *

74,8%

80% 1 purchasing / procurement

A negotiations

57,9% 00,0%

60% -
delivery / negotiations on
deliveries

" establishing / maintaining
13,9% business contacts

2

20% A

studing of brand-news / studing
situation in the market

0%

* Answering the question one respondent could choose more than one answer



Interest in the subjects of the exhibition *

100,0% -

80,0%

60,0%

40,0%

20,0%

0,0%

R

90,1%

39,9%

32,0%

20,2%

12,3%

17,2%

3,0%

children's wear

Children's Shoes

Accessories for Children

Clothes for pregnant women

School uniform

Hosiery

Fashion and Design

* Answering the question one respondent could choose more than one answer



Professional interest of visiting companies*

: 53,19
retail trade | |
28,9%
wholesale trade |
s

producer of goods |

5,5%
Mail-order sales / trading via the Internet |

%

Other >.0%

0,0% 20,0% 40,0% 60,0%

* Answering the question one respondent could choose more than one answer




Visitors” authority level in their companies

60% -

40% A

a
2

20%

0%

50,7%

43,0%
e make dicisions

affect decision-making

do not affect decision-

6,3% making




The level of satisfaction with visiting the exhibition

55,0% .
60% - o yes, satisfied

rather satisfied

N\

40%

(0)
30,0% rather not satisfied

)

no, n isfi
o 0, not satisfied

5,20% 5,30% 0
4,5% found difficulty in

replying

0%



Ranges of purchases on the exhibition subject made
by visiting companies within six month after the end
of exhibition

6,9%
26.4% (122 companies)
(467 companies) I 27 0% up to one thousand dollars
(478 companies)
1 - 3,3 thousand dollars
9,4% 3,3-16,4 thousand dollars
(167 companies)
16,4 — 24,5 thousand dollars
5 0% more than 24,5 thousand
,U70 dollars
(89 companies) \ ; d difficulty i Ivi
ound difficulty in replyin
25,20 y plying

: /refused to answer
(445 companies)



Purchasing power of exhibition visitors

30

27,4 min dollars

25
22.0/mln dollars

the amount of all contracts on

AUl the exhibition subject, made by
21,7 min dollars  companies within 6 months
- after the end of exhibition

15,8 min dollars the amount of contracts

10 - concluded by the visiting
companies with the exhibitors
within six month after the end
5 of exhibition

0 .
upper cell boundary lower cell boundary




Investment attractiveness of the exhibition subject
sections

The number of companies

Exhibition subject implemented procurement The total amount of
sections under this section investment by all visitors
to the exhibition
From 12.0 million to
i : 4
RULE e s wear B> 17.1 million dollars
children's shoes 162 From 2.0 million to 4.6

million dollars



Visitors' interest in future exhibition

100% -
82.1%

-~ plan to visit
-

60% -

not plan to visit

40% A

NN

9,3%  8,6% doubt, haven't made
final dicision

20% -

0%



Assessment of the situation in the visitors’
companies

39,3%
40% -

the company's
28,7% turnover increased

/ 16,0% the company's
20% - turnover remains the

same

the company's
turnover decreased

0%



Assessment of the market situation

60% -

40% A

s
L

20%

0%

51,2%

19,2%

17,1%

the market develops
(grows)

the market in
stagnation

the market in
recession (crisis)



Having in hand the results of the survey the
exhibition Organizers get the possibility:

» [0 use the investment argumentation model while working with the
exnipitors: show them with the facts in hand the real purchasing
POWET of visitors and, as the result, their own economic benefits of
participation in the event;

> 10 adjust pricing and marketing strategies
having the information about the most effective,
“purchasable® sections of the exhibition;

»> 10 get the reliable evaluation of the exhibition contribution to the
Industry sector, based on real figures.

and ...

TO INCREASE THE LEVEL OF TRUST IN
THE EXHIBITIONS AS A MARKETING TOOL




«Russcom IT Systems» Company (LLC), the UFI authorized
exhibition auditor at the territory of Russia and CIS.

Russia, Moscow
tel.: +7(495) 925-04-32, 925-04-33
e-mail:
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