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Abstract 

AGCO Power is a company dedicated primarily to the production of tractor engines. 
One of its projects focuses on promoting a remanufactured engine program due to the 
growing competition from third workshops that offer the repair of their engines. In order 
to advertise this program with their clients, they have used exhibitions as a means of 
promotion. However, its effectiveness has not been as expected. Therefore, the objec-
tive of this study is to find out how to engage customers with remanufactured engines 
in exhibitions. This study employed interviews and observational data as methods for 
primary data collection. The participants are managers and specialists involved in exhi-
bition planning and execution. The analysis technique used is the thematic analysis. 
As a result of this study, a series of recommendations are presented whose main ob-
jective is to serve as a guide to the company in each of the 3 phases of preparation for 
an exhibition: pre-exhibition, on-site engagement tactic, and post-exhibition follow up. 
Further, a template was created that includes each of the phases to be considered dur-
ing the preparation process for an exhibition. This tool will allow the company to make 
a clearer projection of its participation in an event and will reduce the margin of errors 
that could normally occur during an exhibition, guaranteeing a good performance. 
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1 Introduction 

Over the last few decades, the market has evolved exponentially due to social factors such 

as globalization, technological factors such as digitalization, environmental factors such as 

global warming, among others, and this has meant that the ways of presenting a product to 

the consumer have changed in the same way in order to maintain their attention and con-

tinually adapt to the latest trends. For this reason, companies spend large resources on 

finding ways to stand out from their competitors and turn their product into the consumer's 

favorite. As a result of the aforementioned, it is essential that companies have a strategic 

marketing plan that allows them to achieve their objectives in one of the most competitive 

markets in recent times. 

The significance of marketing has grown in recent years due to the escalating challenge 

faced by companies in capturing customer attention for product sales. Due to this, multiple 

ways and strategies have been developed to expose a product to the consumer, so com-

panies seek to promote their products through as many ways as possible, one of these 

ways being exhibitions. This form of marketing is mainly based on exposing the company 

and highlighting the qualities of a product in an environment where direct and indirect com-

petitors may also be present. Although this marketing alternative has recently lost popularity 

due to the growing effectiveness of online marketing campaigns, it is still a valid way to 

expose a product 

In most cases, exhibitions are used by companies to present new products, projects and 

advances related to their market area. Presenting this information in an appropriate way to 

the public is essential so that the message that companies want to transmit is understood 

and at the same time the value of the company is perceived. For this reason, the information 

presented, the materials displayed, and the dynamics of interaction with the consumer must 

be carefully analyzed and implemented in order to guarantee their effectiveness and max-

imize the reach of the exhibition to the public. 

Evidence of the above are the figures shown by the UFI (The Global Association of the 

Exhibition Industry), in its latest report for the year 2022 corresponding to the European 

region, which indicates that 1,826 exhibitions were registered in 14 different countries, 

within this figure 43 exhibitions that were held in a hybrid way are taken into account. Among 

the countries with the largest number of exhibitions we find Turkey with a total of 413 exhi-

bitions followed by Spain with 370 and France with 298 exhibitions respectively (Euro Fairs 

Statistic 2022 (November 2023), n.d.) 
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1.1 Exhibitions in Europe  

Within the European continent, exhibitions are a considerably effective form of marketing, 

due to the high interest devoted by companies to promoting their products or services within 

the exhibitions that are regularly organized depending on the industry category. In the same 

way, the great importance of these events is identified due to the large number of organizers 

who are dedicated solely to creating ideal spaces in which the exhibitions can reach a 

greater scope and be received in the best way by the attendees.  

Table 1. Table of number of exhibitions in European countries (Euro Fairs Statistic 2022 
(November 2023), n.d.) 

 

 

 

 

 

 

 

 

 

 

 

 

As shown in Figure 1, it is clear that exhibitions play a significant role within the different 

industries across the European continent. Looking deeper into the figures showing exhibi-

tions in Europe, we find that 710 organizers were responsible for creating these spaces in 

which companies actively participated, and 438,925 exhibitors were registered, of which 

40% were aimed at trade visitors, 27% at the general public and 33% for both. These figures 

are contextualized with the 44.4 million visitors registered at exhibitions during the year 

2022 according to the report presented by the UFI (Euro Fairs Statistic 2022 (November 

2023), n.d.). 
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When conducting a detailed study of exhibitions, it is essential to take into account important 

concepts that revolve around this term. One of the ways in which the magnitude of an exhi-

bition is quantified is through the square meters rented for the exhibition. According to the 

UFI report(Euro Fairs Statistic 2022 (November 2023), n.d.), during the year 2022, 18.4 

million square meters rented were allocated for the realization of exhibitions. 

Table 2. Square meters rented in exhibitions by industry (Euro fair statistics 2022). 

 

As shown in Figure 2, the entertainment industry leads in the number of exhibits and square 

meters rented, while the agriculture industry and the machinery industry follow closely be-

hind. These last two industries mentioned are directly related to the case study for this re-

search, which greatly demonstrates the usefulness of this study for companies seeking to 

achieve greater reach and effectiveness within exhibitions. Additionally, the great relevance 

of the food and hospitality industry in exhibitions on the European continent is highlighted. 
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1.2 Problem statement – Company business case 

AGCO Power 

AGCO Power has been manufacturing diesel engines at Nokia Linnavuori plant for more 

than 70 years. AGCO POWER engines have been always known as their reliability and 

durability. However, during engine’s lifespan, it may still require some major overhaul or 

repair. AGCO POWER is offering several different factory remanufactured options by expe-

rience of decades. By these customer can bring machinery back to working order quickly 

and cost-effectively. Offering cover most of engine models and specifications which have 

been manufactured by AGCO Power along last decades. 

AGCO Power factory remanufactured engine offering is designed to meet customer needs 

to minimize machinery down time and to offer cost-efficient repair solution. As an original 

manufacturer AGCO Power is remanufacturing engines and this process can´t be contrast-

ed to local repairing or to renovated engines on the markets. As OEM (original equipment 

manufacturer) AGCO POWER is the only who is capable to adopt e.g. all product develop-

ment changes / improvements which have been occur over life cycle of individual compo-

nent or specification. 

Factory remanufacturing  can be done for customer’s own engine in specific cases or by 

utilizing AGCO Power inventory. When utilizing AGCO Power core, customer can continue 

using machine as long as factory remanufactured engine will arrive as agreed. In this way, 

down time can be minimized, and engine replacement is able to carry out  on most suitable 

time.  

AGCO Power has made efforts to promote the benefits of its remanufactured engine pro-

gram and the great advantages that it has over third-party repair services. Exhibitions 

emerge as a possible solution to mitigate the lack of knowledge of this program by consum-

ers and at the same time promote the potential of this service for customers who have been 

involved in a situation in which their engines need professional intervention. Therefore, the 

objective of the research is to find an effective way in which AGCO Power can promote its 

remanufactured engine program at exhibitions and at the same time seek to have its cus-

tomers prefer them over other repair services. 

1.3 Research questions and objectives 

The selection of questions for this research was developed directly in response to the re-

quirements that the company needs as a result of the development of the research. Below 

are the selected questions and their explanation:  
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Main Question: How to engage customers with remanufactured engines in exhibi-

tions?  

Main objective: To find out how to engage customers with remanufactured engines in ex-

hibitions, through the application of a qualitative empirical study.  

Sub-question: How do industry professionals perceive and experience the effective-

ness of different exhibition elements in the engine industry? 

Sub-question objective: Define which exhibition elements are most effective and can pro-

vide actionable insights that can enhance marketing strategies, improve audience engage-

ment, and increase the exposition of remanufactured engines. A professional perspective 

is fundamental to have a deeper understanding of this topic directly related to the research. 

Through the selection of the previously mentioned questions, it is intended to be able to 

satisfy the needs of the company proposed for the development of this research In the same 

way it is contemplated that it will be possible to adequately address the entire theoretical 

and analytical aspect directly related to the broad spectrum that is connected to marketing 

focused on exhibitions and how the results of this research can be applied for the benefit of 

the company aforementioned.   

1.4 Significance of the study  

The significance of conducting this research extends beyond the corporate context within 

which it was developed. Although it is directly related to a specific case study, the infor-

mation, analysis, reflections, and conclusions presented may prove valuable for future re-

search in marketing of exhibitions. Continuous exploration remains essential due to the 

ever-evolving nature of the market and the constant advancements in marketing methods. 

In a highly competitive world, companies are in search of differentiating factors that provide 

stability in an uncertain environment and ensure future opportunities. 

1.5 Thesis structure 

In order to develop this research, it is proposed to follow a linear structure in which reflec-

tions on the research topic will be progressively presented in detail. In order to achieve this, 

a structure based on eight main points will be defined, as shown in Figure 3. Each of them 

is detailed below:  
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Figure 1. Thesis structure 

• Literature review: In this section, a review of theoretical material related to the re-

search topic is presented with the objective of give a solid base for the subsequent 

sections of the research. In addition, other business cases that present similarities 

to the one chosen for this research described above are explored. A detailed anal-

ysis and reflections are presented to inform the subsequent development of the main 

reflective process of the research. 

• Methodology: Throughout this section, the methodology used for the research is 

described step by step. Its use is justified, as well as its benefits for achieving better 

results and the limitations of this study is subject. 

• Analysis and findings: In this section, the data collected is presented and the results 

obtained  are discussed in detail. A comparison will also be made with the cases 

presented in the previous section and with the theoretical material in order to find 

common elements and establish a main idea that serves as a basis for the approach 

and development of the following sections. 

• Developing an effective engagement strategy: In this section, the key elements of 

an exhibition are presented and contextualized using the case study. A detailed plan 

is provided, outlining how to implement these elements during the various stages of 

an exhibition. Additionally, general recommendations are offered, which are partic-

ularly useful for exhibition organizers, especially those facing similar requirements 

as in the case study. Possible approaches for future research development are also 

suggested. 

• Conclusion: In this last section, the most relevant aspects of the research are sum-

marized, the main findings are described, the implications of the study and finally 

the final comments.  

Literature review Methodology Analysis and findings

Recommendations: 
Developing an 

effective engagement 
strategy

Conclusion
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2 Literature review 

2.1 Remanufactured engines: An Overview 

The concept of remanufactured engines is very extensive and having an understanding of 

all the aspects that revolve around this practice is important to have a clear image of its 

meaning. Some relevant aspects are analyzed below. 

2.1.1 The concept of remanufacturing 

An important step in order to properly understand the importance of remanufactured en-

gines is to first understand the general concept of remanufacturing within the different in-

dustries. Remanufacturing is a way in which new functional and durable goods can be pro-

duced without the need to use raw materials again. Within the industries that are dedicated 

to remanufacturing, the main resource used for this process is the CORE. The core basically 

consists of a discarded product, non-functional or that does not meet the standards desig-

nated for its normal performance but that contains a residual value (Gonzalez, 2013). The 

process followed for remanufacturing may vary according to the type of product and the 

materials used because certain requirements are needed, however, generally an estab-

lished process is followed that guarantees its correct treatment as shown in figure 4. 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Product life cycle process (European remanufacturing network n.d.)  
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Over the last few decades, issues related to sustainability and conservation have taken on 

great relevance around the world due to the serious situation that the planet is going 

through. For this reason, practices such as remanufacturing have been one of the main 

options that industries have taken to reflect their commitment to preserving the environment. 

However, the concept of remanufacturing has its origins long ago. To be more specific, its 

origins date back to the Second World War due to the need to preserve the equipment 

necessary to continue the war(Ridley, 2013), in addition to the fact that several countries, 

finding themselves in a critical economic condition when facing the consequences of the 

war, will seek to encourage jobs for remanufacturing with the aim of activating the economy 

and preserving fundamental resources. 

2.1.2 Remanufactured engines industry 

Within the industries that are dedicated to remanufacturing, one of the largest is the auto-

motive industry due to the high demand for vehicles. Its efforts are focused mainly on the 

remanufacturing of engines because these are generally the most expensive element within 

a vehicle. To measure the magnitude of the engine remanufacturing industry, in the United 

States alone there are around 73,000 firms that are dedicated to this activity(Smith & 

Keoleian, 2004), something that significantly reflects the size and competitiveness of this 

market. Likewise, it was reported that around 480,000 people work within this industry, so 

it is evident that it constitutes an important source of work for hundreds of families that 

depend directly on this activity. Within the economic section, the remanufacturing market in 

the United States is estimated at 53 billion per year, of this number nearly 70% corresponds 

solely to the automotive sector(Smith & Keoleian, 2004).  

2.1.3 Engine life cycle 

To properly understand everything surrounding the concept of engine remanufacturing, it is 

important to understand its useful life cycle. This cycle is made up of 6 stages, which are 

described below (Smith & Keoleian, 2004): 

• Material production: This first stage consists of the production of the materials that 

will be used in the manufacture of the engine from raw materials. 

• Parts production: During this stage, the different components that make up an en-

gine are manufactured. 

• Engine manufacturing: At this stage, the engine is manufactured and it is also 

checked that the engine meets the quality standards necessary for its operation. 
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• Engine installation: As the name suggests, during this stage the engine is installed 

in the equipment or vehicle in which it will be used. 

• Engine use and service: This stage consists of the period of time in which the engine 

is used to carry out the activities for which it was designed. 

• End of life: Also known as EOL, this stage refers to the end of the life cycle of an 

engine when it reaches its useful life. At this stage, it is considered whether the re-

manufacturing option is viable; otherwise, the engine is crushed and the cycle ends. 

 

Figure 3. The engine life cycle (Smith & Keoleian, 2004) 

2.1.4 Engine remanufacturing process  

When an engine enters a remanufacturing process or the EOL (end of life cycle) described 

above, it is essential that an expert be in charge of evaluating the condition of the engine in 

order to make an accurate diagnosis that results in the viability of remanufacturing the en-

gine (Smith & Keoleian, 2004). Generally, engine overhauls focus mainly on looking for 

possible damage to the engine block and cylinder head. When numerous damages are 

recorded in the engine, scrapping is chosen; however, when a remanufacturing process is 

possible, reusable parts are kept for the new remanufactured engine. These parts in the 

engine remanufacturing process are called the CORE(Gonzalez, 2013), which as men-

tioned above consist of the residual value. 

Once the engine is disassembled, the components that can be reused go through a cleaning 

process while the components that are classified as non-reusable are destined for a recy-

cling process. Once the components are replaced and assembled in the engine, a manual 

test is performed in order to diagnose possible damage or problems that remanufactured 
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engines usually present, such as oil leaks or high temperatures. These are easy to correct 

once they are detected and do not compromise the engine's operation in the future. 

An engine can be remanufactured from 2 to 4 times, although this depends directly on the 

materials, the wear of the components and the type of engine that is intended to be reman-

ufactured(Smith & Keoleian, 2004). Some of the factors that can affect remanufacturing are 

the life span and the availability of components to replace due to the engine model that may 

be discontinued by the manufacturing company. The price of a remanufactured engine de-

pends on the number of parts replaced, although it is generally lower than the price of a 

new engine and has the same characteristics, operation and performance (Smith & 

Keoleian, 2004). 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4. Stages in engine remanufacturing process (Smith & Keoleian, 2004) 

2.2 The concept of remanufacturing in the automotive industry 

As previously discussed, the concept of remanufacturing within industries aims to give a 

second life cycle to a product. For the automotive industry, it has been essential to be able 

to add this practice to its activities because it offers a series of benefits not only to the 
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producer, but also to the customer and the environment (European Remanufacturing Net-

work, n.d.). It is important to consider that remanufacturing within this industry is essential 

because it allows for maximum use of resources and at the same time offers customers 

more options that fit their budget, without forgetting the fact that it significantly reduces the 

waste of materials and generates a more sustainable model. For this reason, the im-

portance of remanufacturing within the automotive industry will be addressed from three 

angles; customer, environment and the industry. 

2.2.1 The consumer 

Consumers undoubtedly benefit greatly from remanufacturing because it offers them a wide 

range of options and flexibility when considering the purchase of a product categorized as 

remanufactured. Some of the benefits they have access to include the following: 

• Lower prices: Obviously, a remanufactured product will have a lower price compared 

to a new product. Generally, when purchasing a product that has gone through a 

remanufacturing process, the customer can save up to 60% of the total value of a 

new product thanks to the savings in materials and energy used for its manufacture 

(European Remanufacturing Network, n.d.). 

• Better service: A customer looking for a remanufactured product may end up with 

better service because companies have a better understanding of what the custom-

er's needs are and have a better PSS (Personal Support Specialist) who is able to 

guide the customer to a solution that benefits them (Priyono, 2017). 

Flexibility: One of the biggest benefits that customers get when ordering a remanu-

factured product is the flexibility in the different stages of the purchasing process. 

Initially, the customer has the option of continuing with models that have been dis-

continued, but costs are significantly reduced and delivery times are short, allowing 

the consumer to continue with their normal activities as soon as possible. 

2.2.2 The environment 

One of the aspects that different industries around the world have placed special emphasis 

on has been the preservation of the environment. The challenge that the automotive sector 

has faced in recent years has been to find a way to reduce the environmental impact gen-

erated by its activities. According to the agenda proposed by the United Nations for 2030, 

it is proposed to improve industries so that they can operate in a sustainable model in which 

the use of resources and energy is efficient and guarantees a resilient infrastructure for 

continued development looking towards the future (Goal 9 | Department of Economic and 

Social Affairs, n.d.). 
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The effects of remanufacturing processes on the environment have been studied previ-

ously. For example, Smith and Keoleian have demonstrated in a study the significant posi-

tive impact that a remanufactured engine has compared to a new engine. The study indi-

cates the energy savings that occur in a remanufactured engine in 3 different scenarios. In 

the first scenario, an engine with the maximum number of components replaced is pre-

sented, in which 68% of energy is saved; the second case presents an engine with replace-

ment of dependent parts with an energy saving of 77%; and in the third case, an engine 

with a minimum replacement of components is presented, in which the percentage of en-

ergy savings is 88%(Smith & Keoleian, 2004). Likewise, the study contemplates a notable 

reduction in emissions of C02 and other polluting gases. This is undoubtedly evidence of 

the great impact of remanufacturing on the environment and the great importance that it 

represents for the automotive industry to be able to expand and improve remanufacturing 

processes to reflect its commitment to improve environmental conditions. 

Figure 5. Total life-cycle energy consumption for new and remanufactured engines 
(Vanessa M. Smith and Gregory A. Keoleian)  

2.2.3 The industry 

As previously mentioned, the remanufacturing activity generates thousands of jobs that are 

directly related to the large market that remanufactured engines represent. It is important to 

consider the importance of remanufacturing for the automotive industry itself because it 

generates benefits that allow it to improve towards a sustainable model, with better relation-

ships with customers and development of the industry, without forgetting the fact of the 

economic benefits that this practice represents. 
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The above is analyzed by Anjar Priyono (Priyono, 2017) in one of his articles in which he 

studies the benefits of remanufacturing for the various actors that are involved in this pro-

cess. One of the conclusions he reaches is that the practice of remanufacturing offers a 

series of benefits for companies and customers because new knowledge is generated that 

allows companies to better understand their customers, while allowing them to improve the 

design of their products in order to offer customers a better product at a lower price. 

 

Figure 6. . Benefits of PSS for actors involved in remanufacturing  (Priyono, 2017) 

2.3 Consumer Perceptions of Remanufactured Products 

When a product is categorized as remanufactured, consumer perception usually changes 

because there is some uncertainty about the quality of a product after it has gone through 

a remanufacturing process. It is a fact that the first option for consumers is to buy a com-

pletely new product, however, sometimes the option of buying an identical but remanufac-

tured product is presented and it is important to know what questions consumers have when 

considering the possibility of buying a remanufactured product. 

As mentioned above, the remanufacturing market is considerably representative in various 

industries, so companies are interested in promoting this type of products to consumers. 

However, it is difficult to identify the consumer's perception of these products. Based on this 

question, a study was conducted with the aim of identifying the factors that influence a con-

sumer's purchasing decision, considering the perceived value and risk of the product as the 

main factors. Below, a brief description of some of the findings of this study is provided: 

• Perceived value is defined as the consumer's evaluation of a product, taking into 

account the perceived and received benefit and utility, while perceived risk is defined 

as the uncertainty about the final result and the expectation of loss related to the 
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purchase of a product (Y. Wang & Hazen, 2015). From these two main factors, other 

secondary factors are generated that are directly related to the aforementioned fac-

tors and determine the final purchase intention. These factors are: quality 

knowledge, green knowledge and cost knowledge. 

•   Cost knowledge refers to the consumer's understanding of the value of a product. 

In this case, the value of a remanufactured product is perceived as lower than the 

price of a new product. Green knowledge consists of the consumer's understanding 

of the significant amount of resources and energy that is saved when choosing to 

purchase a remanufactured product, and the commitment to participate in a sustain-

able model is also emphasized. Finally, quality knowledge is defined as the lack of 

knowledge or the degree of ambiguity that the consumer has about the quality of a 

remanufactured product and the possible functionality risks that the product may 

present in the future. 

• In the model presented for the study, the main factors and secondary factors are 

directly related, in which the result of each interaction between both factors results 

in the positive or negative perception of the consumer about the purchase of a re-

manufactured product. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 7. Hypothesized model (Wang, Y., Hazen, B.T.) 

 As a result of the study, it is determined that the purchase intention is positively influenced 

by the perceived value, on the contrary, the purchase intention is negatively influenced by 

the perceived risk, where the quality knowledge factor is by far the most determining factor 

in the final purchase decision (Y. Wang & Hazen, 2015). This shows that there is a negative 

stigma of the public towards remanufactured products, which is generated mainly by the 
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lack of information and knowledge of the remanufacturing processes that guarantee high 

quality standards and the certainty that the functionality of a remanufactured product will 

not be compromised in the future and will be able to have the same performance as a new 

product with similar characteristics. 

2.4 Marketing strategies for remanufactured products 

Promoting the sale of remanufactured products to the public can be a significant challenge 

for marketing departments of companies looking for an effective way to get consumers to 

choose these types of products. As mentioned above, the fact that there is a negative or 

erroneous perception about the quality of remanufactured products makes the task of mar-

keting these products even more difficult, so finding a marketing strategy that allows con-

sumers to learn about the advantages of this type of products and positively influence their 

purchasing decision becomes a primary task to sustain this large market.  

Based on the above premise, there are several studies that determine which is the most 

effective way to promote this type of products, one of these is the guarantee. This term 

refers to the contractual obligation that the manufacturer has with a product that has been 

sold, in which it is established that if it malfunctions prematurely or does not meet the indi-

cated performance, the client has the right to compensation previously defined in the guar-

antee (Blischke, 1993). Since the quality of a remanufactured product is one of the major 

factors that generate uncertainty in the consumer, it is essential that their perspective 

changes through a better understanding of the virtues and options that these products can 

offer. For this reason, the warranty of a remanufactured product plays a key role because 

the consumer obtains a similar product for a lower price but their confidence in the quality 

of this is not affected while the manufacturer obtains a sale, generating a scenario in which 

production costs are minimized and good customer relations are maximized (Govindan et 

al., 2019). 

Another way that has been effective for promoting remanufactured products has been 

through green marketing. As previously discussed, the use of remanufactured engines pro-

duces significantly lower percentages of pollution and energy use than new engines. This 

contrast can be applied to other products, resulting in a noticeable positive impact on the 

environment. Evidence of the effectiveness of this type of marketing is through the theory 

of cognitive dissonance (Festinger, 1957), which establishes that individuals have a mental 

conflict when beliefs and behaviours do not match. This theory, applied in the context of 

marketing, reflects the consumer in the debate of choosing a remanufactured product in 

which they can participate in a positive impact on the environment or buy a new product 
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and aggravate the current situation (P. Wang & Kuah, 2018). Under this premise, consum-

ers, knowing in detail the noticeable positive impact on the environment of remanufactured 

products, increase their purchase intentions, although these do not always translate into a 

purchase decision (P. Wang & Kuah, 2018). Despite this, it is a fact that remanufactured 

products have environmental advantages compared to new products, and promoting this 

advantage through green marketing is an ideal way to encourage consumers to purchase 

this type of product. 

The analysis of the effectiveness of using these strategies has been really important be-

cause it allows us to know their impact on the purchasing decision of customers. For this 

reason, a study was carried out with the aim of determining what the relationship really is 

between the promotion of remanufactured products through marketing and the purchase 

intention of consumers. Below are some of the findings of this study: 

• Warranty service can increase a company's profits under a given scenario. When 

the warranty level is low there is no significant profit, however when the warranty 

level of the remanufactured product increases the demand for this type of products 

also increases and consequently the profits, however, when the warranty level is 

sufficiently large the profits also decrease because the costs of maintaining a high 

warranty service level are greater than the profits that are collected (M. Wang et al., 

2022) . 

• The promotion of remanufactured products focused on their environmental benefits 

and other advantages they present in contrast to new products can have a positive 

impact on the consumer, however, this can only be truly effective if the size of the 

target audience is not large, because it can negatively compromise the income of 

new products that are generally the main source of profit (M. Wang et al., 2022). 

 

 

 

 

 

 

 

 

 

 

 

Figure 8. Impact of warranty level on the firm’s profitability (M. Wang et al.) 
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As can be seen, the design of a marketing strategy for remanufactured products must be 

designed in detail because the context of each market and each company in which it is 

intended to be applied must be considered, with the aim of not indirectly causing a negative 

effect on the company's profitability and the public's perception of the quality of the products. 

2.5 Exhibition engagement strategies  

Exhibitions are an interactive and effective way to promote a company's products or ser-

vices. Being able to organize one correctly can guarantee a great reach to a target audi-

ence, however, the task of creating an exhibition from scratch is a really big challenge and 

paying attention to every little detail during the planning process is essential to ensure that 

the exhibition meets the objectives and expectations set (Global Expo, 2024). Fortunately, 

there are elements and models related to the area of exhibitions that allow organizers to 

have a guide that can help them and the organizational process is easier to carry out. Below 

we will analyze some of the most outstanding ones in this topic of study. 

Elements of an exhibition 

Exhibitions are an interactive way of promoting products and services and each element 

present in an exhibition has a meaning and plays an important role in the experience offered 

to the public. Below are some of the main elements present in an exhibition: 

• Central theme: As the name suggests, this element is the main theme from which 

the other elements will be developed and connected. The central theme serves as 

the narrative backbone of the exhibition, influencing every aspect of its design and 

content (Global Expo, 2024). 

• Curated artworks: This term refers to the main articles that align with the main exhi-

bition theme and have to create a coherent narrative (Global Expo, 2024). In the 

case of this study, the remanufactured engines would fulfill this role because they 

constitute the main article from which a narrative is created. 

•  Informative labels: Within an exhibit, it is important to provide information about the 

product or service being promoted. Informative labels offer context, perspective and 

historical information that enriches the exhibit and allows the visitor to have a better 

understanding of the exhibit (Global Expo, 2024). 

• Layout design: Within an exhibition, it is important that the presentation of the vari-

ous elements is organized and balanced, for this reason a correct distribution is 

important so that the public does not feel saturated with information. The design of 

layouts consists of a distribution design that aims at a fluid and attractive exhibition 
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through an immersive and logical experience that minimizes visitor confusion 

(Global Expo, 2024). 

• Lighting Strategies: It is a fact that the quality of a display lies in its presentation, 

one of the ways to highlight a display is through good lighting. Through the correct 

use of lights and spotlights and ambient lighting, different atmospheres can be cre-

ated within an exhibition, thus drawing the public's attention to the pieces being pro-

moted (Global Expo, 2024). In this case, a good lighting strategy and lighting ar-

rangement could notably highlight a remanufactured engine. 

• Interactive elements: One of the distinguishing features of exhibits compared to 

other forms of marketing is their ability to have direct interaction with the public. 

Interactive elements refer to elements such as touch screens, audio guides or other 

types of interactive activity with the public .These functions greatly improve visitor 

participation and create a dynamic and interactive experience and deepen the mes-

sage that the company seeks to convey(Global Expo, 2024). 

• Public engagement: This term refers to the promotion or dissemination of the exhi-

bition through posters, informational brochures or social networks with the aim of 

generating interest in the public and persuading them to attend the exhibition (Global 

Expo, 2024). 

• Visitor experience: This term refers to the overall assessment of the visitor's experi-

ence of the exhibition. Achieving a harmonious union of the above elements allows 

the organizer to leave the visitor with a lasting impression and a sense of discovery 

and appreciation (Global Expo, 2024). 

 

 

 

 

 

 

 

 

Figure 9. Main elements in exhibitions 



19 

2.6 Visitor engagement 

One of the main objectives of a company when it decides to participate in an exhibition is 

to attract the largest number of visitors. However, this mission turns out to be a really chal-

lenging task because generally the exhibitions are held at conventions or other types of 

business meetings and all companies make great efforts to devise strategies that allow 

them to reach the largest percentage of the public and stand out from the competition. In 

order to overcome this difficult task, the organizers seeking to attract the attention of visitors 

have found resources and strategies that have allowed them to make their exhibition attrac-

tive to the public. Some of them are analyzed below.  

Interactive objects at exhibitions 

Technological development has been a determining factor in improving the public experi-

ence during exhibitions. Thanks to this, the inclusion of visitors within the theme of the ex-

hibition through a dynamic and participatory way has been easier to achieve. Through tools 

such as audio guides, interactive screens, VR (virtual reality) and other types of interactive 

devices, visitors can have a better experience and better understand the message that the 

company seeks to convey to the visitor, while the information presented can have a more 

lasting effect on the public and meet the expectations of the organizers in relation to the 

reception by the people. An interactive display is defined as a device on which the visitor's 

interaction is recorded and a change in the display occurs, this interaction is limited to a 

physical interaction that can consist basically of pressing a button or a screen (Bitgood, 

1991) .  Bitgood considers that there are 3 types of exhibits that involve interaction with the 

visitor, each of which is analyzed below: 

• Simple hands on: This type of exhibition aims to produce sensorial or perceptual 

learning and is intended to focus the visitor's attention and interest on an object. 

This type of display generally features typical interactive objects such as buttons 

and interactive screens. 

• Participatory: This type of exhibition focuses on making a comparison between dif-

ferent types of scenarios and can also present similarities based on simulations that 

have the same scenario as a starting point. In this type of exhibition, a series of 

objects can be found with which the public can interact and understand their main 

differences. 

• Interactive: This type of exhibition is characterized by presenting changes when the 

visitor performs an interaction. Generally, this type of exhibition is intended to show 

cause-effect relationships and self-learning. 
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2.7 Planning an exhibition 

 Behind the stands that people find when they go to an exhibition there are a series of 

previous steps that were previously carried out with the objective of the final result being a 

remarkable and eye-catching exhibition for the public. Exhibition organizers throughout the 

planning process of an exhibition must consider various essential factors that allow them to 

visualize what is the correct approach to implement in the exhibition so that the public shows 

interest in what they want to exhibit. For organizers the concept of exhibition design includes 

several meanings, however, each of them focuses on answering three specific questions; 

How to respect the content and the visitors while creating attractive and functional experi-

ences? How to ensure that the exhibition has continuity, clarity and both visual and physical 

elements make sense from an overview to the smallest details? and finally How can organ-

izers plan the exhibition so that it exceeds expectations from a visual, intellectual, physical 

and emotional perspective? (McKenna-Cress, 2013). The design of an exhibition must an-

swer these questions in order to guarantee that what is shown to the public is coherent and 

the stated objectives can be achieved. 

During the planning process of an exhibition, three stages can be identified. The first is the 

pre-exhibition, the second is during the exhibition, and the third is the post-exhibition. The 

first stage is characterized mainly by being the one in which all the necessary preparatory 

aspects prior to an exhibition must be carried out carefully, because the success of the 

following stages of the planning process depends on these previous steps. One of the first 

steps of the first stage is to generate ideas about a topic to exhibit or, if you already have 

one, how to present it. To do this, two team-based methods are generally used: brainstorm-

ing or charrete, which aim to generate a window of possibilities with which the organizers 

can begin to work. The “Charrete” is a term that has its origin in the 19th century and referred 

to the French word “for cart.” At the School of Fine Arts in Paris, supervisors circulated with 

charrettes to gather drawings from student apprentices for teachers to critique. Later, this 

term referred to an intense creative period. The charrete as a method for generating ideas 

basically consists of group work sessions over several days that involve specialists and 

professionals with diverse perspectives with the objective of generating ideas for the devel-

opment of a project (McKenna-Cress, 2013). In addition to this creative step and generation 

of ideas, the first phase also involves steps that contemplate informative and logistical as-

pects. The exhibitions are considered as a means or tool of communication and these must 

be aligned with the objective and message that the company seeks to transmit to the public. 

For this, there are a series of criteria that must be analyzed so that the organizers make the 

correct decision when planning an exhibition (Elijärvi, 2014). Some of these criteria are an-

alyzed below: 
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• Research of the exhibition: This criteria refers to having a prior study that has a 

quantitative approach to know the approximate number of visitors who will attend 

and also a qualitative approach to know the profile of the public. 

• Cost and estimated return of exhibition participation: Generally, the participation of 

a company in an exhibition requires the payment of a registration fee to be able to 

access the right to use a space, in addition to requiring an analysis of the estimated 

impact to estimate the return on investment made in the exhibition. 

• Presence of competitors: An important factor to consider when considering partici-

pating in an exhibition is whether a company's direct competitors will participate, as 

this can have two effects: the first effect is the potential loss of sales and the second 

effect is the poor perception of the company by the public because it reflects a lack 

of interest in not participating. 

• Own experiences of the event year before:  Analyzing a company's participation in 

previous exhibitions is important because it provides a record of what has been done 

previously and the aspects that can be improved to obtain a better result. 

• Timing of the exhibition: Consider the demand and availability of inventory it is im-

portant because generally after an exhibition the number of sales increases and 

being prepared for this increase in the percentage of sales is essential to not affect 

customer confidence. 

The second stage that occurs during the exhibition is mainly characterized by evaluating 

and controlling that the previously planned activities are carried out normally and that in the 

event of an emerging problem a solution is presented as quickly as possible to guarantee 

that the integrity of the exhibition is not affected and the interest of the public is not lost. 

Finally, the last stage is the post-exhibition, this last stage of the planning process of an 

exhibition consists mainly of evaluating the effectiveness of the efforts made by the com-

pany during the exhibition, because there are 4 main reasons to measure the results of an 

exhibition (Elijärvi, 2014), which are described below. 

• To justify investments: Conducting a detailed analysis of the money invested and 

the profits generated by participation in exhibitions is important to evaluate the ROI 

index (return on investment) . 

• To help choose the right exhibition: Having a record of exhibitions with the most 

favourable impact allows for creating a better calendar for future years. 

• To improve exhibition activities: Evaluating the effectiveness of the activities carried 

out allows for improvements for future exhibitions. 

• To encourage goal-driven activities: Participating in this type of event contributes 

significantly to achieving the objectives set by a company. 
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2.8 Case studies and best practices 

Throughout this section we have analysed the most relevant concepts related to exhibitions, 

the concept of remanufacturing in general and remanufactured engines. The automotive 

industry is one of the largest in the world and that means that there are a large number of 

companies that seek to be the best in this panorama. The section of the automotive industry 

in which AGCO Power participates is no exception and the existence of direct and indirect 

competitors makes being relevant in the market an increasingly difficult task. For this rea-

son, the participation of other companies with a similar context to that of AGCO Power in 

exhibitions will be analysed below with the aim of identifying the strategies they use to at-

tract the public during these events. 

2.8.1 Case study 1: Kohler engines 

Kohler is a company that was created in 1920. In its early days, the need for electricity on 

farms prompted them to create their first engine to generate electricity (Kohler, 2024). After 

more than one hundred years in the industry, it is clear that they have managed to remain 

strong and relevant in the market. Today, their product portfolio has increased considerably 

because the company offers a full array of diesel, gasoline and gaseous-fuelled engines, 

which are supplied to equipment manufacturers worldwide in the construction, agricultural, 

other industries. Kohler has participated in a wide variety of exhibitions, below we analyze 

one of them.  

Figure 10. Kohler exhibition (Conexpo-con, 2023) 
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Figure 12 corresponds to a Kohler exhibition during Conexpo-con that took place in Las 

Vegas in 2023. This event is characterized by being one of the most relevant for the con-

struction industry because the most significant advances in the technological fields, prod-

ucts and services are exhibited. Within the exhibition we can identify characteristic elements 

of an exhibition, for example: interactive screens, information screens and strategically 

placed lighting to highlight its engines. The layout of the exhibition is intended to highlight 

its products while at the same time inviting the visitor to interact with elements such as 

interactive screens so that they can learn more about their advantages in detail. They also 

include engines as objects in the exhibition to provide an even clearer image to the public 

of the quality of their products. 

2.8.2 Case study 2: Kubota engines 

Kubota is a Japanese brand with a long history. Founded in 1890 in Osaka, Japan, it began 

its activities with the production of the horizontal type water-cooled kerosene engine (Ku-

bota, 2024). Today, with more than 130 years of experience, it is one of the most important 

OEMs of compact diesel and gasoline engines for industrial, agricultural, and utility gener-

ators. Kubo-ta has participated in numerous exhibitions, below we analyze one of them 

Figure 11. Kubota exhibition (Kubota – DESIGNMARK GROUP – Architecture, Design and 
Consulting, n.d.) 

Figure 13 corresponds to a Kubota exhibition that took place at Bauma, Munich in 2022. 

One of the aspects that stands out at first glance is the complexity and dimensions of the 

exhibition. Elements commonly used for the design of exhibitions can be identified, such 
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as: interactive screens, informative labels and surround lighting that highlights the products 

and the company logo. It is important to consider that the design of the exhibition aims to 

invite the public to learn about not only the products but also the history of the company by 

including highlights of it. The large dimensions of the exhibition allow the inclusion of nu-

merous objects; however, the interactive elements are dominant thanks to the fact that in-

teractive and informative screens are present in several places, providing the visitor with a 

participatory and immersive experience. 

2.9 Theoretical framework 

Several models have been proposed with the aim of evaluating the appropriate way of im-

plementing a marketing strategy that is capable of responding to the needs of companies 

within different industries, however, most of them are limited by a lack of depth in the com-

plex process of creating value in communication strategies with the public and evaluating 

the different factors that influence the creation of customer engagement strategies, espe-

cially if exhibitions are the chosen medium to execute a market strategy. An example of this 

is the model presented by Pitta (2006) in which he presents five components; “ongoing re-

search”, “marketing strategic planning”, “exhibit marketing planning – tactics - preparation”, 

“exhibit plan execution” and “post shows activities – follow up” that are linked in a cyclical 

manner. Despite providing clear guidelines on how to execute marketing strategy planning, 

the lack of in-depth analysis of important concepts such as the public experience, interper-

sonal communication and the results obtained from the exhibition are not properly analyzed 

and leave a gap that can result in a free interpretation that can end in errors in the planning 

process. 

On the other hand, the model proposed by Rai Shivam and Kumar Jogendra (2020) takes 

into account the factors previously mentioned, and also places a significant emphasis on 

the concept of experiences and expands them towards their application to exhibitors, visi-

tors and the atmosphere of the exhibition. The creation of this model is done with the ob-

jective of understanding the experiences that are generated within an exhibition and how to 

interpretate them correctly. In the same way, an interesting fact is that the creation of this 

model takes into account a core, conditions and results of the exhibitions that are addressed 

from the perspective of the stakeholders and the organizers. It also proposes: 

 “Trade show experience is an interaction between a stakeholder and event environ-

ment, reformed by the level of engagement. It encompasses many experiential ele-

ments and, it involves multiple experiential outputs (such as behavior, learning, emo-

tions, satisfaction etc.), that can occur at any moment in the journey of the event.” 

(Rai & Nayak, 2020) 
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The structure of this model is made up of 3 sections (event constraints, event core and 

event consequences) and each of them interacts between them. At the same time, these 

sections are made up of  two dimensions that have a relationship and provide coherence to 

the organization of this model. It is important to note that this model is intended to serve as 

a tool for organizers to match the approach of their exhibition design with the expectations 

that visitors have about this type of event and to increase the chances that the message 

they seek to convey is retained by the public. 

 

Figure 12. Conceptual framework (Rai & Nayak, 2020) 

Event constraints section is composed of two dimensions: stakeholder´s characteristics 

and event characteristics. In this section, important concepts such as involvement, interper-

sonal relationships and the common goal that unites visitors and organizers are analyzed. 

This part of the model aims to evaluate the importance of interactions in generating experi-

ences. 

The event nucleus section is composed of two dimensions: stakeholder´s sphere and 

trade show settings. The aim of this section is to analyse the main influencing factors within 

exhibitions. On the one hand, it discusses the reasons that drive organisers and visitors to 
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participate in exhibitions and the expectations they have about these events and, on the 

other hand, it analyses the different types of environments present in exhibitions. 

Event consequences section is made up of two dimensions: stakeholder´s out-comes and 

event outcomes. This section is really important because it analyses the concept of emo-

tions and how they impact the creation of experiences for visitors and organisers. On the 

one hand, visitors gain a feeling of self-fulfilment and satisfaction, while organisers gain 

meaningful learning and new business opportunities, which are usually their main objective 

when participating in exhibitions. 

2.10 Summary of key findings of literature 

Throughout this section, the most relevant points related to the subject of study have been 

explored. Knowing in detail the concept of remanufacturing within the different industries is 

essential to understand precisely what the importance of this process is and the different 

benefits it generates for the environment, the consumer and the industry in general. Like-

wise, we have delved into the details of what the remanufacturing process of an engine 

consists of, the different stages it goes through until it can function normally again, being 

categorized as remanufactured.  

It is essential to emphasize again the benefits of this process; the positive impact on the 

environment generated by this practice is considerable, not only because of the significant 

savings in materials compared to the amount of resources needed to manufacture a new 

engine, but also because of the significant energy savings that a customer opting for a 

remanufactured engine entails. Likewise, promoting this practice also favours the develop-

ment and evolution of remanufacturing processes so that in the coming years the benefits 

they generate will be even greater, without forgetting the fact that for companies, promoting 

remanufactured products allows them to generate profits and not lose considerable invest-

ments in perfectly functional products that are eligible for sale to the public. 

In the same way, the perception of consumers regarding remanufactured products has been 

analyzed, as well as the main factors that influence their final purchase decision. For this 

reason, the main ways in which companies seek to promote their remanufactured products 

have also been analyzed, where it was found that highlighting the guarantee and environ-

mental benefits offered by these products are the most effective ways to capture the atten-

tion of consumers. In direct relation to the subject of study, the elements of an exhibition 

and their role in the objective of creating a narrative and unique and informative experiences 

for attendees were analyzed in detail. In addition, examples of interactive objects and the 
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different types of exhibitions that can be proposed to generate interactions with the public 

were pointed out.  

The importance of carrying out good planning in which the smallest details are considered 

in order to significantly reduce the risk of scenarios in which the integrity of the exhibition 

and the interest of the public are compromised was indicated. This is why the role of the 

organizers throughout the three planning stages of an exhibition is essential to ensure that 

the message the company seeks to convey is received and has a lasting effect on the public 

and that the company's participation in this type of events subsequently translates into an 

increase in the number of sales and the relationship of trust with the client is strengthened. 

This is reflected in the careful organization that important companies such as Kohler and 

Kubota put into the design of their exhibits, because it is essential for these types of com-

panies to participate in highly relevant events and to do so correctly with exhibits that are 

capable of attracting the public and that can eventually generate new business opportunities 

for them in the future. 

Finally, the conceptual framework presented by Rai Shivam and Kumar Jogendra focuses 

on highlighting the importance of the concept of experiences in exhibitions, visitors and the 

environment of exhibitions in general. The various factors that influence the generation of 

experiences such as emotions, behaviours, interpersonal relationships, among others, are 

analyzed in detail through a model composed of 3 sections that aims to serve as a tool for 

exhibition organizers to evaluate the effectiveness of an exhibition and propose a better 

design for future events. 
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3 Methodology 

3.1 Research context 

ACGO Power is a company with a long history that has focused on the manufacture of 

engines, especially for work vehicles. Over the years, AGCO Power has shown its great 

commitment to environmental conservation, and this is reflected in the values that the com-

pany promotes and the environmental certifications that guarantee its engines with the high-

est quality standards. In the same way, its remanufactured engine program joins this list of 

practices that seek to improve world conditions, promote sustainable production models 

and promote the excellence of its services that have characterized them throughout its his-

tory. For this reason, ACGO Power has the objective of promoting its remanufactured en-

gine program, and exhibitions arise as an interesting response to meet this objective. 

Thanks to the aforementioned, finding an effective way to promote its remanufactured en-

gines at exhibitions is a crucial need. 

3.2 Research design 

In order to develop this study, the approach to the research design aims to have a logical 

order and coherence so that the presentation of data and its subsequent observation and 

analysis are capable of showing findings and reflections that can answer the questions 

raised in the case study presented above. For this reason, the choice of the data collection 

method, exemplification techniques, analysis methods and other necessary aspects within 

the construction of this study model will be analyzed and justified below. 

3.3 Data collection method  

This study involves 2 sources of data: interviews and direct observations. By using inter-

views as a source of data, the researcher has the opportunity to learn from a primary source 

important findings about the phenomenon of study, in the same way through direct obser-

vations the researcher has the possibility of knowing firsthand the various factors that inter-

act in the environment designated for the study and corroborate the information resulting 

from the interviews and at the same time add other important points that could have been 

omitted by the participants in the interviews and be able to obtain a more precise approach 

(Chou & Lu, 2022). 

For the interviews, the method chosen is semi-structured interviews. Due to the nature of 

the case study, the use of a qualitative data collection method is optimal because it aims to 

understand and analyze the perspectives of individuals about an idea or approach. The 
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interviews are intended to reveal the opinions of a group of people, without the inclusion of 

evaluative questions by the researcher (Edward Groenland & Leo-paul Dana, 2019). There 

are several types of interviews such as structured interviews, open conversations or obser-

vational interviews, however, for this case study, semi-structured interviews are the best 

method because they allow the researcher to create a set of questions in advance but they 

can be used flexibly throughout the interview allowing him to control the pace and order of 

the questions, in the same way this type of interview gives the researcher the opportunity 

to include more information or deepen the interviewee's response if the researcher consid-

ers it necessary and beneficial for the development of the study (Edward Groenland & Leo-

paul Dana, 2019). This type of data collection method has advantages and disadvantages, 

some of which are presented below: 

• Participants are given the opportunity to express what is most important from their 

perspective rather than being restricted to a set of questions that limits their freedom 

as is often the case in surveys. 

• The researcher has the opportunity to go beyond what was initially proposed and 

obtain valuable information that can be used later in the study. 

• The subsequent analysis of data can generate qualitative conclusions that, depend-

ing on the type of study, may be more conclusive than strictly quantitative conclu-

sions. 

• The type of responses can vary greatly and it can be difficult to put forward common 

ideas. 

 Regarding observational data, unstructured observations and open record observations 

will be used in order to provide the researcher with freedom during the visit to the study 

setting (Chou & Lu, 2022). However, to carry out this data collection, an observation guide 

will be used, which consists of the conceptual framework presented in the literature review. 

This consists of (1) event constraints, including stakeholder characteristics and event char-

acteristics; (2) event nucleus made up of stakeholder sphere and trade show settings; and 

finally (3) event consequences, which includes stakeholder outcomes and event outcomes. 

It is important to mention that this last dimension will not be taken into account due to the 

impossibility of evaluating the concepts that involve this dimension. 

3.4 Sampling method 

For the development of this study, the sampling method chosen is purposive sampling. Due 

to the nature of the study, it is essential that the individuals chosen to participate in the 

interviews have a relationship with the organization of the company's exhibitions or have 
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previous experience of participating in an exhibition in which the company has been pre-

sent. By using this sampling method, the individuals chosen must meet a criteria; in this 

case, all the individuals chosen to meet the condition of having a direct or indirect relation-

ship with the company's participation in exhibitions. One of the favourable points when using 

this sampling method is that it allows the exploration of the various differences that exist 

within a fairly homogeneous group due to its intentional selection (Patton, 2014). Likewise, 

an important point when using this sampling method is that it allows the researcher to gen-

erate new knowledge from carrying out a differentiation and contrast process from a group 

of individuals that present similarities or follow a previous selection criterion (Miles & Hu-

berman, 1994). Despite the above, the choice of this sampling method also presents disad-

vantages because the choice of individuals can be biased and in turn can limit the use of 

the results of the study for their application in other types of research cases. 

3.5 Data analysis method 

The data analysis process is fundamental in the development of a study because in this 

stage of the research important findings are found and serve as a basis for the subsequent 

writing of observations and conclusions. The role of the researcher is important during this 

phase because he is in charge of evaluating which data analysis methodology best suits 

the research and can reflect more precise results. 

The relationship that is presented between the data and the theory is fundamentally a con-

ceptual code. Coding allows the researcher to analyze the data obtained in a fragmented 

way and identify the patterns that are presented while the theory explains in detail what 

happens with the data collected (Holton, 2007). Likewise, coding gives the researcher the 

opportunity to obtain a condensed and abstract vision with an extensive scope capable of 

covering phenomena that would not be possible to obtain with other types of methodologies 

so that eventually these phenomena are contrasted and generate new knowledge or theo-

retical concepts (Holton, 2007). 

In the case of this study, the methodology proposed by Pearse (2019) will be followed, 

which is detailed below: 

• Code book: This step of the methodology consists of the review, correction and 

confirmation that the codes are present in the data. To carry out this step, the “pro-

visional coding” technique will be used. This technique uses the initial codes devel-

oped from preliminary research or literature review, with the expectation that they 

may be adjusted, revised, or removed during data analysis (Onwuegbuzie et al., 

2016). 
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• Theme identification: In this step, themes are identified. Each theme represents a 

meaning within a set of data and these emerge from the relationship of similarities 

that exists between codes and in this way, patterns are identified. However, in this 

study the codes are already present because they derive directly from the literature 

previously presented.  

• Analysis in relation to the theory: This last step of the methodology focuses 

mainly on the role of the researcher, who is responsible for evaluating the codes 

present in the data, identifying their level of relevance for the research and relating 

them to the concepts of the framework previously presented. 

3.6 Ethical considerations 

The development of this study aims to be responsible and ethical, for this purpose several 

important aspects were considered in order to respect the ethical integrity of this study. 

Below are briefly described some of the ethical aspects that were taken into account for the 

realization of this research: 

• Informed consent: For the interviews, each participant was informed about the na-

ture of the study, its objectives and their role within the research. Each interview was 

conducted with the full consent of the interviewee and their approval for the use of 

the data collected for the development of this research. Likewise, the researcher 

had the company's consent to collect observational data. 

• Confidentiality and anonymity: Each individual who participated in the interviews 

was informed that all information collected would be analyzed confidentially and 

anonymously, and they were also told that each interview would be deleted once 

the study was over in order to protect the integrity of the participants.  

• Bias and Objectivity: In order to mitigate any type of bias by the researcher for 

data collection, the selection of participants was carried out under a single selection 

criterion that had the sole objective of providing the research with greater precision. 

Likewise, no conflict of interest was evident since the researcher was a formally 

hired employee of the company that requires the study. 

• Data integrity: The data collected and used for the development of this study were 

not manipulated or fabricated with any kind of interest. Each interview has an audi-

ovisual record and a written transcription in order to justify its origin and integrity. In 

the same way the observational data has an audio and written transcription .  
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3.7 Limitations of the study 

Although the study addresses a topic that may initially be of a general nature, its application 

to other types of scenarios may be limited. This research is carried out specifically for the 

company that is driving its development in this case, AGCO Power, therefore the observa-

tions, recommendations and conclusions presented throughout this research are directed 

specifically to this case study. Likewise, it is important to emphasize that the data collected 

for the development of this study come directly from the company's workers, so the gener-

alization of the data presented for other types of case studies must be taken into account 

and evaluated by the researcher.  

Another aspect to take into account is the scope of the study. This research focused spe-

cifically on the promotion of remanufactured engines at exhibitions, so the use of the rec-

ommendations presented for another type of product could be subject to high important 

variables that could result in erroneous conclusions and implementations of the recommen-

dations presented in this study.  

Finally, it is important to mention that the observational data was collected during a single 

day and not over the entire duration of the exhibition (3 days). Likewise, the company was 

not the main presenter during the event because the exhibition was open to the participation 

of different companies from different industries.  
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4 Research findings 

4.1 Event constraints – Stakeholder’s characteristics 

During the interviews, participants were asked about several factors that are highly relevant 

during exhibitions. The first of these factors was the importance of involving visitors in the 

exhibitions. Participants stated that one of the key points during the planning of an exhibition 

is to find a way to attract the attention of visitors because they represent the main reason 

why the company participates in this type of event. For example, interview 5 indicates, “The 

most critical part of the exhibition is that we go there and present our products and then we 

want people to be interested in the product.” Likewise, participants indicated that this objec-

tive can be really challenging because sometimes the exhibition does not seem to be suffi-

ciently attractive to visitors because the implemented strategies do not have the expected 

results as indicated in interview 1, “Definitely what we are looking for is having those con-

versations having that engagement with the visitors. But do we actively promote it? Maybe 

not that much”. This is consistent with observational data indicating that companies, in order 

to attract the attention of visitors, incorporate activities that have the sole purpose of inviting 

people to know more about what is being exhibited. This reflects that involving visitors with 

the exhibition is really fundamental because getting the attention of visitors is the first step 

for people to have the intention of knowing more in detail about the products that are exhib-

ited and eventually being able to translate this into business opportunities or simply giving 

visibility to the company and its products. 

Another factor that participants were asked during the interview was whether there is an 

open conversation with visitors during the exhibitions. The interviewees stated that usually 

when a conversation is started, they are open to learning about the person’s background 

and discussing other types of topics, as indicated in Interview 5, “It's usually, of course, 

regarding the product. There's typically also a conversation with the visitor about what is 

the background of the visitor themselves”. The observational data confirms this because it 

shows that during the exhibitions visitors are willing to start a conversation with the exhibi-

tors that is not limited to discussing only the products or services on display. In this way, we 

can point out that considering having an open conversation with a visitor is a really important 

option to consider, because it provides dynamism to the exhibition and at the same time 

allows the company to get to know more closely the background of those interested in its 

products and to be able to build a more precise and detailed profile of the needs of its 

clients. 
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 Similarly, another factor that was asked to the participants during the interview was the 

intensity of the emotions during the exhibitions. The participants stated that emotions are a 

factor that should be given special attention due to its relevance, however, when it comes 

to implementing them in the exhibition, it is somewhat omitted, as shown in interview 1, “I 

think. emotionally, we don't. Maybe not that much. Not that much. I think we mostly go quite 

a lot with like technical specifications as the kind of a selling point”. However, the interviewee 

later indicate that one of his objectives is to find a way to incorporate emotions, “Choosing 

on what type of technologies we focus on is really important and I personally I am really 

excited about that and that is something that we want to promote emotionally as well in in 

exhibitions to bring that excitement, bring that optimism of the future into the trade shows”. 

According to observational data, the intensity of emotions varies depending on the activities 

present in the exhibition, so the absence of activities that allow the participation of visitors 

causes a lack of interest on the part of the public and the generation of emotions is signifi-

cantly reduced. Thanks to the above, it can be said that the intensity of emotions is a key 

factor in exhibitions because it allows the company to show visitors its commitment to its 

mission, that is why finding tools or methods that can amplify emotions is essential. 

 When participants were asked about the mutual focus of attention factor, they stated that 

usually when participants ask questions or engage in conversations, they are related to the 

topic of the exhibition, as in interview 5, “I think mostly they are more focused on what we 

are presenting. So, whatever we are displaying on the exhibition is what the conversations 

are about.”. However, they also pointed out that sometimes visitors can address topics that 

are not in the exhibition, as indicated in interview 3, “It's quite common that that we get 

questions like let's say. Can we usually use this and that like it could be anything, it could 

be like a different feels that are not presented at that point”. The observational data indicates 

that mutual focus of attention is mostly focused on the topics on display in the exhibition 

because the existence of activities focused on the topic on display directs all the interest of 

the visitors to a single focus. Thanks to the above mentioned, it can be pointed out that the 

mutual focus of attention is generally focused on the products or services that are exhibited, 

however, there are times when visitors wish to address topics that are not on display and it 

is important that exhibitors have the ability to respond to the questions presented by the 

public. 

4.2 Event characteristics – Event constraints 

During the interview participants were also asked about the factors that characterize the 

events. One of these factors was uniqueness, more specifically whether they followed a 

predetermined template or made a unique design for each of the exhibits they participated 
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in. Participants stated that they seek to follow a predetermined template rather than inno-

vate for each exhibit they participated in, however, the reasons for this response varied. 

One participant mentioned that following a predetermined template had an economic inter-

est as noted in interview 1, “It saves money when you can have this kind of template, but 

then of course the templates we have today are mostly designed around showcasing new 

technologies”. On the other hand, one participant pointed out that following a predetermined 

template was a result of following company guidelines as noted in interview 2, “As AGCO 

Company we often have certain rules that we work with or according to at exhibitions. We 

have a certain script similar to that, uh, that we follow in a launch image”. One of the partic-

ipants mentioned that this is because they are trying to create an identity of the company 

following a predetermined model in each exhibition, such as in interview 3, “Where we have 

now been trying to create our identity, which kind of let's say, what are the basic facilities 

we have in the booth, what are the products for each is fair and so on”. Uniqueness is a key 

factor when planning an exhibition because it gives a distinct look to the company during 

this type of event, although it is also important to keep in mind the budget, company guide-

lines, current brand management projects and the nature of the exhibition, which are factors 

to take into account when considering creating a new design or keeping a predetermined 

design. 

Another factor that was asked to the participants was prodigious, this factor was contextu-

alized in the importance of certain events in which they consider it really necessary to par-

ticipate due to their relevance. The participants stated in their entirety that there are indeed 

events in which it is essential to participate due to the relevance they represent for the 

industry, for example in interview 2, “Especially those exhibitions which are that meant for 

professionals like the professional farmers or the machine contractors or whatever those”, 

in the same way another of the participants mentioned that it is essential to participate in 

these exhibitions because they represent staying competitive in the market as indicated in 

interview 4, “There are fairs that are like a big fair. Agricultural fairs. We need to be there 

because as all of our competition is there”. It is important to mention that one participant 

also points out that despite the great relevance of an exhibition, it is essential to analyze 

the budget and evaluate the state of the company before considering participating in these 

events of great relevance, as indicated in interview 1, "Those are the major ones where we 

try to take part whenever we can, but that always depends on the budget and how we're 

looking at the next year". Due to this, it can be indicated that having the possibility of partic-

ipating in an exhibition of great relevance for the industry is fundamental because it allows 

the company to have a greater reach with potential clients and at the same time represents 

a competitive advantage over competitors that cannot participate in this type of events; 
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however, it is essential to carry out a prior evaluation that considers determining factors 

such as the budget and the projection of the company in the future because in case of 

obtaining negative results, participating in these large-scale exhibitions in that state can 

have an impact totally contrary to those previously described. 

Similarly, participants were asked about the surprise factor. Participants except one stated 

that usually there are no big surprises and everything goes as normal, however, there are 

times when something out of the ordinary happens, as mentioned in interview 3, “It was a 

big surprise when I went to the fair and saw that that there were so many people coming to 

our booth, even though it was very small”, similarly another participant pointed out his sur-

prise at the degree of difficulty of the visitor’s questions as indicated in interview 4, “I think 

it has been a bit surprising that some, some people, they really know. They know the details, 

they really can ask really tough questions and it has been a bit challenging to be prepared 

for that”. The surprise factor, as the term indicates, can be unexpected and cause difficulties 

during the exhibition, for this reason it is essential to carry out prior preparation to reduce 

the margin of errors that can occur in these types of situations. 

 When participants were asked about the rare/exceptional factor, they stated that there are 

usually no situations in which something strange happens or that the occasions in which 

something like that happens are rare, although one of the participants emphasized that 

generally these exceptional situations are related to problems with the material used for the 

exhibition as indicated in interview 4, “Well. A lot of like a practical stuff that goes not as 

planned. So there could be difficulties in. Really like Some challenges with the practical stuff 

like shipping”, this point is reaffirmed by what was mentioned by another of the participants 

in interview 5, “There's typically like being on an exhibition stand, there's usually some tech-

nical challenge with screens or something, but that's quite minor”. Thanks to the above, it 

can be noted that although their frequency is rare, there are unusual situations that can 

affect the integrity of the exhibition, the most common being problems with the materials 

used for the exhibition or technical failures. 

4.3 Stakeholder´s sphere – Event nucleus  

 During the interviews, participants were asked what their main motivation is to participate 

in exhibitions. An important finding from this section was the diverse perspectives presented 

regarding the question mentioned above. One participant commented that participating in 

an exhibition corresponds to a tradition due to the numerous occasions in which the com-

pany has participated over the years, as shown in interview 1, “That's like tradition is one 

that, you know, if we've been there for the past 10 years, it would look quite strange that 

we're not there in the next year”. On the other hand, one participant indicated that the main 
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reason for participating in these events is because an exhibition represents the ideal setting 

in which to create new business opportunities and to listen to the needs of customers from 

the primary source as shown in interview 5, “We also try to reach the dealers in terms of 

remanufacturing and our service and we want to hear the voice of the customer during the 

exhibition”. Another perspective expressed by the participant indicates that the main reason 

for participating in exhibitions is to increase sales, since it is the greatest benefit that can be 

obtained from this type of event, as indicated in interview 6, “I would say more sales, that is 

the number one thing and it depends on the shows”. The opinions described above allow 

us to point out that the company's participation in exhibitions has as its main objective to 

maintain the ties with the public built over the years; while using this space to increase its 

reach towards new potential clients and eventually these opportunities translate into sales 

for the company. 

4.4 Product & services – Trade show settings  

During the interviews, participants were also asked about the environment experienced 

within the exhibitions and the products on display. To be more precise, the research was 

divided into different types of environments. First, they were asked about the products pre-

sented at the exhibition. Participants stated that the products presented during the events 

correspond to the company's main line of engines, as indicated in interview 3, "So, for us 

it's the core engines which is now the hot topics, so to say. So, these are what we want to 

show". Similarly, another participant mentioned that in addition to presenting their produc-

tion engine line, they also seek to show their projects and other programs they have, such 

as remanufactured engines, for example in interview 5, "From Agco Power we present En-

gines. We present the future technology and then we have tried presenting reman". Obser-

vational data shows that the products on display vary according to the type of exhibition, 

such as forestry, transportation and heavy duties exhibitions, and various services are also 

presented. In this way, we can point out that the company seeks to promote mainly its main 

line of engines because these represent the largest percentage of its total production, alt-

hough they also seek to give space to its long-term projects and the services they offer 

because these also represent a large investment by the company and giving them visibility 

increases the chances that these projects meet the expectations raised. 

The first scenario that the interview participants were asked about was how the business 

environment is experienced within the exhibitions. The participants commented that during 

these events negotiations frequently occur because they are spaces that encourage this 

practice, for example in interview 2 “There's quite a big number of new deals which are 

sealed during the exhibitions and, it's in that sense. It's also a very important tool for the 
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from the business perspective”. Similarly, another of the participants pointed out that these 

spaces also open the possibility of learning more in detail about the various technological 

advances, challenges they face and the state of the industry in general, as indicated in 

interview 1 “There is a usually some kind of panel discussions and that kind of, let's say 

events inside of the fair where it's possible to kind of a share their thoughts and kind of a. 

Get to the what? What's the current level of the industry?”. In this way we can mention that 

the business environment within the exhibitions is a common practice that benefits the com-

panies present because it opens the doors to new business opportunities and at the same 

time serves as a space in which companies discuss common problems and how to improve 

the level of the industry. 

Another of the scenarios that participants were asked about was the social environment 

that is perceived within these events. The participant's response to this question was quite 

similar. They mentioned that generally the atmosphere is relaxed and well organized, how-

ever this directly depends on the flow of visitors to the exhibition, as indicated in interview 

4, “Mainly quite, quite. Relaxed, relaxed. I would say there might be like a chaotic moment 

when there are like a too many. Too many people”, similarly another of the participants 

commented that usually the number of visitors increases considerably on weekends be-

cause all kinds of people come, not only industry experts, as stated in interview 2, “The 

difference is between event different days is quite big because it's quite often that that cer-

tain days of the week are mostly coming for , like the experts and then during the weekends, 

there are more people”. Observational data indicates that the social environment is really 

chaotic despite the good organization, and it also indicates that the flow of people is even 

greater at midday, especially in exhibitions near food services. Thanks to the above, we can 

say that the social environment within the exhibitions is chaotic, although this directly de-

pends on the number of visitors present, so when there is a low flow of visitors, a relaxed 

atmosphere is perceived. 

When participants were asked about the physical environment within the exhibits, the an-

swers were similar, however it was interesting to find different elements within their an-

swers. One of the participants pointed out that one of the main physical elements present 

in the exhibits are the engines together with screens that serve as an audiovisual tool, as 

indicated in interview 1, “The most, most common one is having those physical Engines. So 

of course, people like and they get drawn into these seeing something face to face and 

then, of course, big screens showing either videos or some brand messaging”. He later 

mentioned that generally people who come to these exhibits are passionate about engi-

neering and engines, so they look for exhibits that show big machines. “People who come 
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to this kind of exhibitions, they are really passionate about mechanical engineering in gen-

eral and machines they might love cars. They might love big machines that make a lot of 

noise”. It is crucial to mention that participants repeatedly emphasize the important role of 

physical elements such as screens as a tool to communicate a message to visitors or to 

better exemplify the use of their products, as noted in interview 3, “The screens are essential 

as well as the uh people are utilizing the video in order to show how it's like in the real world 

somehow or how it looks inside the factory or what are the possibilities beyond the product 

that's currently visible”. Observational data indicates that the presence of various physical 

elements in an exhibition depends on the space available. In this case, the exhibition was 

held in an open space, which allowed companies to bring heavy machinery and other types 

of vehicles, something that is truly difficult in an indoor exhibition. Taking into account the 

above, we can point out that the most common physical elements are motors and screens, 

and the presence of other additional elements depends on the availability of space that 

companies can use. 

4.5 Stakeholder’s outcomes – Event outcomes 

Throughout the interview, participants were asked about the sensations and feelings they 

experience when an exhibition ends. First, they were asked about activities that encourage 

visitor participation. Participants stated that there are usually a variety of activities depend-

ing on the exhibition. Some of the activities that stood out the most were the possibility for 

visitors to take a test drive, this activity being one of the most popular, as shown in interview 

2, “There's always a possibility to arrange something like the test drive for the tractor, those 

ones are very always interesting”. Likewise, one participant mentioned that there are fun 

and dynamic activities that attract the public's attention because they can win a prize, as 

indicated in interview 5, “They had this farming game that you could answer a quiz and get, 

get some credits and if you got enough credits, you would get a price”. It is important to 

mention that there are also activities directed towards the participating companies, where 

the prize is usually symbolic, for example in interview 3, “Apart from this kind of expert panel 

discussions, usually there are some awards. So that's quite common that each fare has 

some award, it's might not be, let's say, super important for everyone, but it's usually some-

thing that companies are using in marketing”. Activities that invite the participation of visitors 

are a way of giving dynamism to the exhibition and at the same time drawing the public's 

attention to the products or services on display. In the same way, implementing activities 

for companies gives relevance to the event in general and encourages good participation 

by the companies. 



40 

When participants were asked about the emotions they experience when an exhibition 

ends, they responded from different perspectives because each of them reacted differently. 

One participant mentioned that he felt emptiness because hard weeks of work ended ab-

ruptly, as indicated in interview 1, “Emptiness. No, that's just very honest. Like when it ends, 

it's like ohh now it's because oftentimes trade shows take, you know, up to six months of 

preparations and then in one week it's over”. Another participant mentioned that he per-

ceived a feeling of sadness because the event ended as shown in interview 3, “Well, I have 

to admit that I'm usually a bit sad or what? What was the correct word? I I'm not sure what 

what's the word in English, but it's somehow about. Uh, that it ends”. Although the overall 

feeling was similar to the one described above, one of the participants was enthusiastic 

when facing the end of an exhibition, for example in interview 4, “I think it's some sort of like 

a relief to get that this is now done and you kind of succeeded”. The emotions experienced 

when an exhibition ends can vary depending on the person, however, it is important to carry 

out post-event evaluations in order to maintain enthusiasm among the company's employ-

ees. 

 Another question asked to the participants during the interview was about happiness, more 

specifically about whether they felt any kind of happiness when an exhibition ends. One of 

the participants commented that he experiences happiness because his work is finished, 

as indicated in interview 2, “I think it. Tiredness. Tiredness, tiredness. Yeah. Yeah, but of 

course, in happiness in that sense, that, OK, happy that the exhibitions end. OK, it's done”. 

He later mentioned that his happiness also came from the feedback he received from visi-

tors, which although sometimes is not what is expected, is usually constructive criticism. 

“Typically, I think the happiness might be the right word in many aspects that, that, Even 

though time to time like I mentioned that the time to time there's also people coming to 

complain something, but mostly they're the feedback and everything is positive”. Although 

the other participants did not specifically discuss the situations that caused them to feel 

happy, they did say that they experience a certain degree of happiness when an exhibition 

ends. Emotions are difficult to predict because they depend on a person's individual reaction 

and the environment in which they experience various sensations and feelings. However, 

finding a way to create an environment conducive to maintaining an optimistic atmosphere 

is essential to keeping the team's spirits high. 

Similarly, participants were asked if they experienced a feeling of satisfaction when an ex-

hibition was over. Participants stated that they did indeed experience this feeling, however, 

the reason for this feeling varied. One participant mentioned that this feeling was a result of 

the arduous planning process having gone smoothly during the exhibition as shown in in-

terview 3, “Yeah, I would say that if everything is running smoothly that's the first thing that 
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comes to my mind”. Another participant commented that he experiences this feeling when 

he manages to carry out some kind of negotiation during the exhibition as shown in interview 

4, “Situation where some negotiations or discussions with the stakeholders, they have been 

like successful a bit like challenging but then in the end it went well. So that gives the It's 

the feeling that it was it was a success”. In the same way another participant pointed out 

that simply making sales during an exhibition gave him this feeling, for example in interview 

5 “If we collected good leads for, for example, OEM sales, then I think we were successful 

and that creates the feeling of gratitude”. The feeling of satisfaction generally comes from 

obtaining positive results, so if the expectations set are not met, it is necessary to carry out 

a self-assessment and maintain the morale of the work team for future opportunities. 

Another question asked to the participants was about their meaningful achievements, con-

textualized in the learnings they have achieved throughout their various participations in 

exhibitions. The participants expressed various learnings, one of them commented that one 

of their greatest learnings is to carry out adequate preparation before presenting themselves 

at an exhibition as shown in interview 3, “Overall, I say, the preparation, preparation and 

doing it are the biggest kind of learning experiences there”. Another of the participants 

pointed out that having the opportunity to interact directly with customers means a valuable 

learning experience as shown in interview 5, “Every time when you meet customers, when 

you meet farmers and you try to understand their problems better, it is a very valuable thing 

to have”. Similarly, one of the participants indicated that one of their learnings is to change 

the way they approach exhibitions, for example interview 1 “We really try and change the 

minds and kind of expand their view of things that it's not only well in our point of view”. It is 

evident that participating in an exhibition represents a valuable opportunity to acquire new 

learning, for this reason it is essential to offer the possibility of attending to different employ-

ees with the objective of expanding their perspectives and increasing their understanding 

of the industry in which they work and the company they represent. 

4.6 Event outcomes – Event consequences 

 During the final stage of the interviews, participants were asked about the outcomes that 

come with participating in an exhibition. The first outcome that was asked was about cus-

tomer loyalty, more specifically whether there was a close and trusting relationship with their 

frequent customers during exhibitions. Participants stated that they maintain a strong rela-

tionship with their customers, especially during exhibitions. One participant commented that 

customers sometimes even ask the company if they will participate in an exhibition, as 

shown in interview 3, “You kind of make a relationship and then then people, well, they are 

asking beforehand already that are you coming and then then they most probably will come 
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and see us”. Another participant pointed out that the company also seeks to contact its 

frequent customers who come to these exhibitions in order to show them about the work 

they have done, as shown in interview 6, “They are there, of course, and we know that even 

before the show that they're coming there and that's why we are trying to contact them. So 

please spend as much time as you have with us”. In addition, it was also mentioned that 

they also seek to establish relationships with new customers so that they attend future ex-

hibitions in which the company participates, as shown in interview 2, “To get them. Have 

that level of interest that they may come back the next time to make their visiting second 

exhibition to have additional questions”. Creating long-lasting relationships with customers 

is a really challenging task and making them loyal is even more difficult, which is why exhi-

bitions are the ideal scenarios where companies can have direct contact with customers 

and learn more about them while exhibiting their products. 

In the same way, the participants were asked during the interview about the business op-

portunities that occurred during the exhibitions. The interviewees answered that a business 

opportunity requires much more time, but that the exhibitions help greatly to be able to 

conclude these negotiations with positive results for the company. One of the participants 

mentioned that the exhibitions are only the first step to having a business opportunity, as 

indicated in interview 1, “Just by participating, it does not automatically, I'd say open oppor-

tunities. It is I. I think it never just by going there and talking to people like you have to talk 

to people, you have to make those connections there to have those business opportunities”. 

Another of the participants argued that one of the results that is intended to be obtained is 

to be able to help the sister plants because they have a direct relationship with the parent 

company and their success is fundamental, as indicated in interview 6, “Supporting our 

sister plants and says. and not only about sales, it's also about meeting old customers, 

which we already have now”. On the other hand, one participant stated that it is difficult to 

determine whether a client represents a business opportunity or a simple conversation, as 

indicated in interview 5, “At the end of the day, it's sales. Yeah, of course. That's very chal-

lenging to quantify like how many sales did you actually create on an exhibition because 

they are mostly it's leads mostly it's just common conversations”. Being able to create a 

business opportunity is really complex because there are various factors that determine 

whether a client makes a purchase, for example: budget, market options, etc. Exhibitions 

allow companies to have a closer approach with customers and to be able to expose their 

products and the benefits they can obtain. 

When participants were asked if their participation in an exhibition has allowed them to grow 

in their personal and professional development, they stated that exhibitions are a space that 
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allows them to develop their social skills because by being in contact with visitors they im-

prove the way they communicate, for example in interview 2, “Always to improve my own 

personal skills in that sense how I'm presenting things to improve my language skills and 

that kind of stuff”. Likewise, he commented that participating in these exhibitions allows him 

to open his mind to new perspectives and even apply them in his daily life “I'm able to get 

some new angles for my personal things in my daily business and get new ideas like a like 

that way”. Another participant pointed out that being able to participate in these exhibitions 

allows him to have a better understanding of the industry in which he works and what 

measures to take to guarantee the future of the company as set out in interview 1, “Main 

lessons definitely are what is the industry situation like? What is the competition doing? 

What? What are the competitions? What are the main messages? What are the main tech-

nologies that they are showing and also one major thing is that where is the industry whether 

it's?”. Exhibitions are a space that allows workers to develop their skills because they are 

in constant contact with different stimuli and also give them the opportunity to learn new 

knowledge that can be of great help in their daily lives. 

The last question asked to the participants during the interview was about the best experi-

ence they have had participating in an exhibition. An interesting finding was that there were 

no references to specific experiences but rather to general feelings. For example, one of 

the participants mentioned that the feeling of teamwork and sharing with colleagues is 

something that he really appreciates, as indicated in interview 3, “It's the kind of the feeling 

of teaming up with, with my colleagues that that's, that's what I'm kind of remembering al-

ways when we are at the fair, when I noticed that this is the moment when we are now 

teaming up”. Another participant mentioned that the sense of belonging he has to the com-

pany excites him and knowing that the work he does is the best gives him a feeling of 

accomplishment, as expressed in interview 4, “I have had a feeling that I am a part of part 

of this group of people who are now promoting AGCO Power and some sort of feeling of 

succeeding in what We what we try to do”. Likewise, one participant emphasized that being 

able to obtain results after having put in effort in an exhibition makes him happy, as indicated 

in interview 6, “When you can give your good effort to your work and get good results with 

that, then you're really happy”. It is important to mention that the participants stated that 

they experience a feeling of happiness when they manage to help their clients, for example 

in interview 5, “Those like grateful moments where we actually making customers like sat-

isfied that’s the best moment for me”. Having the opportunity to participate in an exhibition 

is not only a way to acquire new knowledge but it is also an occasion in which workers can 

create new experiences that in the long term become memories that they keep for the rest 

of their lives. 
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4.7 Summary of findings 

The findings are presented below. 

Dimension and section 
from Framework 

Concept Description 

Event constraints dimen-
sion : Stakeholder´s 

characteristics section 

Involvement 

The involvement of visitors 
within the exhibition is es-
sential because it encour-
ages people's participation 
within the dynamics on dis-
play and interest in the 
products or services pre-
sented. 

Interpersonal communication 

Within the exhibitions, com-
munication is not limited to 
the topics on display and 
can contemplate other 
types of aspects. 

Emotional intensity 

Being able to evoke intense 
emotions in visitors allows 
the company to reflect its 
commitment to its mission 
and at the same time in-
creases public interest. 

Mutual focus of attention 

Visitors may be interested in 
topics not covered in the ex-
hibition but still relevant to 
the company. 

Event constraints dimen-
sion : Event characteris-

tics section 

Uniqueness 

Following a predetermined 
design model allows for the 
creation of a fixed identity 
for a company and cost re-
duction, although new de-
signs provide dynamism to 
the display. 

Prodigious 

There are events in which 
participating is really im-
portant due to their rele-
vance to the industry and 
the public. 

Exceptional/Rare 

During exhibitions there are 
unusual situations that can 
affect the integrity of the ex-
hibition, although they are 
generally minor risks. 
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Surprising 

Unexpected situations oc-
cur within exhibitions, so im-
plementing protocols to deal 
with these situations is es-
sential. 

Event nucleus dimen-
sion: Stakeholder´s 

sphere section 
Expectation/Motivation 

The main reasons why the 
company participates in ex-
hibitions include: increasing 
its visibility, tradition, sales 
and contact with customers. 

Event nucleus dimen-
sion: Trade show set-

tings section 

Products & Services 

The products or services on 
display represent the main 
line of production, although 
prototypes of projects in de-
velopment are also occa-
sionally presented. 

Business environment 

The business atmosphere 
within the exhibitions is ac-
tive, making it an ideal set-
ting for negotiations. 

Social environment 

The social atmosphere 
within the exhibits can be 
relaxed or chaotic depend-
ing on the flow of visitors 
present. 

Physical environment 

Within the exhibits, the most 
common elements are the 
products available for sale 
to the public and screens 
with informative and com-
municative purposes. 

Event consequences di-
mension: Stakeholder´s 

section 

Behaviour 

There are different types of 
activities that encourage 
visitor participation and con-
sidering their inclusion dur-
ing planning is important. 

Emotions 

Exhibitions can be stages 
capable of generating differ-
ent types of emotions within 
visitors and presenters. 

Happiness 

Participation in exhibitions 
can result in happy emo-
tions for those who were in-
volved in their planning and 
execution. 

Satisfaction 
The feeling of satisfaction of 
those involved in the 
presentation of an exhibition 
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is directly related to meeting 
the stated objectives. 

Meaningful achieve-
ments/Knowledge 

Exhibitions are places 
where invaluable learning 
and skills development can 
be achieved, so providing 
opportunities for different 
employees to participate is 
important. 

Event consequences di-
mension: Event out-

comes section 

Event loyalty 

There are times when cli-
ents come to exhibitions 
with the purpose of visiting 
companies with which they 
have a close relationship. 

Meaningful learning 

Participation in an exhibition 
provides lessons that allow 
for better preparation for fu-
ture events. 

Memories 

Exhibits are places where 
people can have enriching 
experiences that become 
memories over time. 

Business opportunity 

Trade shows are the ideal 
place to start conversations 
with potential customers 
that can turn into business 
opportunities in the long 
term. 
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5 Recommendations: Developing an effective engagement strategy 

5.1 Creating a marketing program focused on remanufactured engines 

One of the recommendations that should be taken into account is the implementation of a 

marketing program focused specifically on remanufactured engines. Currently there is no 

defined plan that allows for the proper promotion of this program, so advertising about it is 

scarce or practically non-existent. The main challenge that the company faces in relation to 

remanufactured engines is being able to communicate to its clients the benefits of using its 

services as manufacturers and the guarantee that supports its work. 

A marketing strategy focused exclusively on remanufactured engines will allow the com-

pany to have a clearer approach with its customers because having a wide catalogue of 

products makes it difficult to address each one of them along with other projects that they 

also seek to exhibit. The development of a marketing strategy of this type depends on var-

ious factors such as the company's objectives, the budget and the marketing strategies that 

are currently being implemented. However, below are some recommendations for the mar-

keting program focused on remanufactured engines. 

• Sustainability: One of the main qualities to highlight about remanufactured engines 

is their contribution to the development of sustainable practices and conservation of 

resources. The advantage of this recommendation is that it allows the company to 

be promoted as sustainable thanks to the fact that it reflects its commitment to the 

environment and at the same time reaffirms its values of care, respect and environ-

mental conservation. 

• Target audience: Unlike the sale of engines, which follows a B2B model, the re-

manufactured engine program has a different target audience because it follows a 

B2C model. Having a clear idea of the customer profile sought for this program is 

essential because it not only allows the company to know its potential customers, 

but also helps it develop a more effective, focused marketing strategy that can meet 

the objectives set by the company for this project. 

• Competitive advantage: Engine remanufacturing is a complex process in which it 

is important to pay attention to every little detail because the integrity of the engine 

is compromised throughout this e ntire process. One of the main advantages is that 

the company as a manufacturer can offer a guaranteed service and, unlike third 

workshops, its services are cheaper, faster and backed by the quality that only a 

manufacturer can offer to customers. 
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• Promotion:  Promoting the remanufactured engine program can be difficult be-

cause the company is generally not in contact with the end customers of its products. 

For this reason, it is essential to promote this program through its official dealers 

because customers go to them in case of a problem with their machinery. 

5.2 Pre-exhibitions preparation 

One of the key points to achieve success in an exhibition is planning. It is important to carry 

out clear and detailed planning of all the aspects that must be addressed prior to participa-

tion in an event. Below are some of them along with recommendations for this case study. 

5.2.1 Booth decoration 

The presentation of the booth where the exhibition will be held is one of the most important 

aspects during planning because the company's image is compromised and a poor job can 

discredit it. It is important to mention that the decoration of the booth depends on several 

factors such as: the availability of space, the budget, whether it is an indoor or outdoor 

exhibition, among others. Therefore, we present some easy-to-implement recommenda-

tions for each occasion. 

• Tent: When an exhibition is held outdoors, it is essential to have a tent that serves 

as a space in which to present the products. However, it is important to be able to 

show visitors the company's image because in many cases in such an open envi-

ronment it is difficult to identify which brand each cubicle corresponds to. For this 

reason, it is advisable to include the company logo on the tent to help visitors identify 

the company's image. 

• Advertisement ballon: During outdoor exhibitions, it is a difficult task to show visi-

tors where you are located, so one option is to use advertising balloons that serve 

as a tool to show the location of your booth to visitors who are far away. 

• Lights: Lighting is an indispensable resource in indoor exhibitions. Using lights fo-

cused on highlighting the engines can be an interesting tactic to attract the attention 

of visitors and direct it towards the products on display.  

• Brand logos: A necessary element that must be incorporated into the display is the 

company logos that are enough visible to the public so that they can easily identify 

the company. 
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5.2.2 Communication 

During exhibitions, one of the most important points when participating in this type of event 

is to be able to correctly communicate the message you want to convey to the public. Some-

times this task can be complicated due to the complexity of the topic or the lack of tools that 

allow the visitor to understand the topic being presented in an easier or more practical way. 

For this reason, some recommendations are presented in relation to the above. 

• Screens: The incorporation of screens is an important point because the engine 

remanufacturing process is somewhat complex, and screens can be a useful tool to 

show this process to visitors in a simple way and at the same time expose the quality 

standards that are followed to obtain a reliable product with a broad guarantee of 

operation. 

• Fact sheets: One of the elements that must be included are information sheets that 

set out the characteristics of the engine, the remanufacturing process it underwent 

in detail and the guarantee of operation that it offers once this procedure has been 

completed. It is important that this element is visible to the public and is located next 

to the engine. 

• QR Codes: Sometimes visitors want to know more information about the services 

or products on display, which is why QR Codes can be used to present more detailed 

information about these products that is linked to the company's official website. 

Likewise, difficulties such as language barriers can be resolved using this tool be-

cause the required information can be received in the visitor's native language. For 

this recommendation it is necessary to make adaptations to the company's website. 

• Brochures: Brochures are a basic but effective tool for presenting information to 

visitors. They can include important information such as the benefits of the remanu-

factured engine program and contact information. 

• Staff training: Exhibitions are a space where all kinds of public are present. Industry 

experts usually attend these types of events and ask questions that can be really 

complex for presenters to answer. This is why it is essential to carry out training prior 

to the exhibitions in which presenters are trained in effective communication tech-

niques and a review of the products that are going to be presented. This will provide 

greater fluidity in conversations with visitors and they will be able to resolve most of 

the questions presented without any problem. 

• Email campaigns: One strategy that can be effective in increasing the number of 

visitors to the exhibition is to send invitations to existing or potential customers via 

email with the aim of creating a fixed base of visitors. 
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• Social media posts: Posting on the company's social media about its participation 

in the exhibition is one way to attract the attention of existing customers or others 

interested in the company's products. 

5.2.3 Logistics 

During the preparation prior to participating in an exhibition, one of the most important as-

pects to take into account is logistics. In the preparatory phases of the exhibitions, the or-

ganizers are in charge of designating the space that each company will occupy, although 

there are times when companies can choose the place and the dimensions that they will 

occupy, but this requires an additional payment. Depending on the elements that the com-

pany is going to present, the space necessary for each element to function correctly is de-

termined. Likewise, logistics considers the availability of resources and the operation of the 

equipment in use. Recommendations related to this aspect are presented below.  

• Ubication:  Finding a strategic location within an exhibit is essential because it guar-

antees a continuous flow of people visiting the company booth. It is important to 

mention that there is usually a greater flow of people at the entrance of exhibits and 

near places that offer food services. 

• Inventory: Exhibitions can usually last several days, so it is necessary to carry out 

a prior analysis of the availability of resources that will be used throughout the du-

ration of the event, for example: caps, key chains or other types of items that will be 

given to visitors. 

• Operation review: It is important to carry out a prior inspection of the equipment 

that will be used in the exhibition, such as screens and lights, in order to ensure that 

they will not fail and the exhibition will not be compromised.  

5.3 On-site engagement tactics 

Good planning is certainly a great help in ensuring a good exhibition, however, the work 

does not end there, having a good performance during an exhibition is crucial because it is 

during this period that visitors show their interest in learning about new products or services. 

This is why below are some recommendations to implement during the main exhibition pe-

riod. 

• Food: Although it may sound simple, food is a really attractive element for the public. 

The company's objective is for visitors to spend as much time with them as possible 

during the exhibition, so it is important that the food offered allows this option. For 

example, including a small campfire where visitors can cook a sausage while talking 
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with the presenters is an interesting option for outdoor exhibitions, while for indoor 

options a space to prepare coffee or tea can be an effective strategy to attract the 

interest of visitors. 

• Personalized customer service: The company's goal is to promote its remanufac-

tured engine program, so offering personalized customer service is essential be-

cause it allows interested parties to understand the process they must follow and 

the results they can obtain. Offering options such as quotes or other purchasing 

options allows the business to reach a more advanced stage while collecting infor-

mation about potential customers to contact them later. 

• Offers: During trade shows, it is important to be able to offer an offer that is only 

available at that location, because giving exclusivity to visitors is a way of attracting 

their attention. Organizing raffles in which they participate for discounts within the 

remanufactured engine program or the purchase of spare parts are ways of seeking 

to start a conversation with potential customers, thanks to the fact that you can learn 

more about their background and at the same time, it allows you to collect infor-

mation about new contacts for the sales department. For example, including a re-

ceptacle where visitors can leave their contact information and automatically partic-

ipate in a drawing that takes place at the end of the exhibition is a recommended 

option that also allows you to stand out from the other companies present. 

• Activities: Including activities that encourage public participation is recommended 

to increase the flow of people visiting the exhibition. Although not all clients who 

attend these activities meet the profile of potential clients that the company is looking 

for, it is a way to increase public interest and find new business opportunities. For 

example, including a shooting range and offering caps or key chains as prizes is a 

simple way to add dynamism and creativity to the exhibition. 

• Photography/Videography:  An important point to address is to create a visual 

archive of the exhibitions in which the company participates with the aim of using 

this for publications during events where visitors are exhibited within the booth. 

5.4 Post-Exhibition Follow-Up  

Once an exhibition has concluded, there is still work to be done. A complete evaluation of 

what has been accomplished during that period is required in order to identify problems or 

improve certain aspects. Below are recommendations focused on the post-exhibition pe-

riod.  

• Self-assessment: After participating in an exhibition, it is important to conduct a 

self-assessment that takes into account aspects such as the organization, employee 
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performance, and difficulties that occurred during the event. Carrying out this pro-

cess allows the company to improve for future events and reduce the risk of similar 

problems occurring again. 

• Personalized emails: It is important to send thank you emails to visitors who at-

tended the exhibition in order to create a stronger customer relationship and reflect 

their importance to the company. 

• Social media post:  Posting about important moments that happened during the 

exhibition on the company's social media is essential to show the relevance of the 

event and the company's good performance at the event. 

• Analyze collected contacts:  Continuously following up on the contacts collected 

during the exhibition is crucial to transforming the public's interest into potential cli-

ents for the company. 

• Employee rotation: As previously demonstrated, exhibitions provide an opportunity 

for presenters to develop individual skills while gaining new perspectives and a 

deeper understanding of their industry. Additionally, these events foster teamwork, 

strengthen a sense of belonging to the company, and create lasting memories for 

employees. For this reason, it is advisable to rotate the employees who participate 

in the exhibitions in order to give everyone the opportunity to live this experience 

and to give dynamism to the routine of some employees who sometimes have a job 

that keeps them away from these activities. For example, employees participating 

in an exhibition may nominate other employees, although the final decision is the 

responsibility of the company. 

• New planning:  Exhibition schedules are often very tight and there are short periods 

between exhibitions, so it is essential to start the planning process for future events 

as soon as possible because it takes time to incorporate new ideas and fix the prob-

lems identified during the self-assessment phase. Likewise, during this stage, new 

concepts for future exhibitions can be developed that include the latest trends and 

effective tactics presented by the competition. 

5.5 Exhibition planner template tool 

As a result of the findings during the research, a template was created, presented in appen-

dix 1, which has as its main function to serve as a guide for the company during the three 

different phases of an exhibition: pre-exhibition preparation, on-site engagement tactics and 

post-exhibition follow up. The template, being divided into each of the three phases men-

tioned, contemplates the most important points of each one of them. For example, in the 

first phase, it is mentioned whether there is availability for activity areas, food, logos, etc. 



53 

Similarly, in the second stage, the activities that must be carried out are indicated, such as 

the publication of content, personalized customer service and dynamic activities to attract 

the public's attention. For the third stage, actions are indicated such as sending thank you 

emails to visitors of the exhibition, a follow-up by the sales team to the contacts acquired at 

the event and a general evaluation based on the objectives set and an individual evaluation 

related to the performance of the staff. It is important to mention that this document can also 

be used as a record because it includes the date of the exhibition, team members and their 

responsibilities, as well as logistical aspects such as location, delivery of material and op-

eration of equipment such as screens. 
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6 Conclusions 

This study explored the concept of remanufacturing, the remanufactured engine industry, 

the engine life cycle, and the process involved in engine remanufacturing. It has also ex-

amined its significance for the industry from environmental, consumer, and business per-

spectives as well as a detailed analysis of the exhibits with the purpose of answering the 

main question and a sub-question that arise as a way of responding to the needs of the 

company that drives the development of this research. 

Answer to main question : How to engage customers with remanufactured engines 

in exhibitions? 

In order to promote remanufactured engines at exhibitions, it is essential to have a clear 

and detailed marketing plan that includes a roadmap divided into three main preparation 

phases: pre-exhibition, on-site tactics, and post-exhibition. This division is necessary be-

cause each planning phase addresses different organizational aspects that directly influ-

ence the development of the exhibition. For example, for the first phase, activities related 

to the decorative, organizational and logistical aspects are suggested (tent, balloon adver-

tising, lights, fact sheets, brochures, staff training, inventory, operation review), the second 

phase includes strategies focused on attracting the attention of visitors during the exhibi-

tions (food, personalized customer service, offers, activities, photography/videography), 

and for the third phase, post-exhibition follow-up activities and evaluation of the company's 

participation are addressed (self-assessment, personalized emails, analysis of contacts col-

lected, employee rotation, new planning). 

As a result of this study, a customizable template was created that includes each of the 

phases (mentioned above) to be considered during the preparation process for an exhibi-

tion. Determining a fixed template for an exhibition may result unfavourable due to its limited 

flexibility to a specific context, as square meters and indoor or outdoor are critical variables 

to determine the final booth design. This tool will allow the company to make a clearer pro-

jection of its participation in an event and will reduce the margin of errors that can normally 

occur during an exhibition, guaranteeing a good performance. 

 In the same way, defining objectives and the profile of potential clients not only allows for 

the creation of a more defined and precise marketing plan, it also allows the company to 

develop more effective mechanisms to translate the public's interest into new business op-
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portunities, without forgetting the fact that having a good participation in these events rep-

resents an advantage over its direct competitors thanks to the fact that exhibitions are a 

space in which direct contact with clients is maintained. 

Answer to sub-question: How do industry professionals perceive and experience the 

effectiveness of different exhibition elements in the engine industry? 

To answer this question the theoretical framework chosen was the one proposed by Rai 

Shivam and Kumar Jogendra (Rai & Nayak, 2020). Within this study model, 3 dimensions 

are considered in which important aspects are addressed such as interpersonal communi-

cation, intensity of emotions, the characteristics of the event, the expectations raised, the 

different environments within the exhibitions and the results obtained. One of the reasons 

why this theoretical framework was chosen is because its approach to emotions and the 

generation of experiences is very well suited to answer this question because the concept 

of elements can be deepened not only on a physical level but also to the emotions, behav-

iours and knowledge that are generated within the exhibits.  

Important findings pointed out in the discussion of the data collected have emerged from 

this research based on the data collected and analyzed. For instance, the study highlights 

that involvement is a critical factor in exhibitions, as it drives public interest in the products 

or services being showcased. It is also noted that this involvement is incorporated into event 

planning by including interactive or dynamic activities that capture visitors' attention—ele-

ments that are also considered in the aforementioned template. In the same way memories 

are an important factor because they are not only experiences, they also represent learning 

for presenters and allow them to expand their views about the industry they are part of and 

apply them even in their daily lives, without forgetting the fact that they also serve a self-

assessment function and allow for improvement in each aspect for the next participation in 

an event. 

6.1 Validity and reliability  

Validity consists of the results obtained from a measurement corresponding to the variable 

that is intended to be measured within a study, while reliability refers to the consistency of 

a measurement under different scenarios: over time, across items, and across different re-

searchers (Price et al., 2015).  

 During the development of this study, the collection of data, its subsequent analysis and 

the results presented have the objective of fulfilling the requirements set forth in the con-

cepts mentioned above. To fulfil this objective, one of the measures taken was that during 

the interviews the same questions were asked to each of the participants, in addition to 
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urging them to answer honestly to each of the questions to avoid the use of erroneous or 

unrealistic data that have an impact on the reliability of the study. 

In relation to validity, secondary data was used, in this case observational data collected by 

the author of the research. Thanks to this measure, the data obtained in the interviews can 

be corroborated and points can be made in case of inconsistencies between both sources 

of data. 

It is necessary to mention that the limitations of this study, such as its realization for a spe-

cific business case, may limit the application of the recommendations presented for other 

types of scenarios. However, the reliability and validity of the information presented in this 

study is consistent. 

6.2 Future research 

In line with the research and the company's needs, a future study should focus on specifi-

cally measuring the effectiveness of the company's participation in exhibitions. This would 

involve considering quantitative variables such as the number of sales, the revenue gener-

ated, the number of new customers acquired, and other relevant metrics. The current study 

found that visitor interest at exhibitions does not always translate into new sales or business 

opportunities. Therefore, a more in-depth analysis that includes these variables would pro-

vide a clearer understanding of the effectiveness of exhibitions as a promotional channel 

for remanufactured engines.  
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Appendix 2 – Tent option 2 
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Appendix 4 – Advertisement ballon  
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Appendix 6 - Reman program tentative promotion design 2 

 

 

 

 

 

 

 

 

 

 

 

Appendix 7 – Brand logos in exhibition 

 

 

 

 

 

 

 

 

 

 

 

 

 



62 

 

Appendix 8 – Code book 

Code Name  Description Inclusion Criteria Exclusion Criteria 

Involvement This concept belongs 
to the Stakeholder's 
characteristics section 
of the Event con-
straints dimension. 

Use this code when 
the interview data 
refers to the partici-
pation of visitors in 
the exhibits. 

Do not use this code 
when interview data  
described visitors in-
directly involved . 

Interpersonal commu-
nication 

This concept belongs 
to the Stakeholder's 
characteristics section 
of the Event con-
straints dimension. 

Use this code when 
the interview data 
refers to open com-
munication between 
the presenter and 
the visitor. 

Do not use this code 
when the interview 
data refers to com-
munication that is 
only one-directional 
(e.g., the presenter 
giving a speech or 
presentation with-
out any visitor feed-
back or interaction). 

Emotional intensity This concept belongs 
to the Stakeholder's 
characteristics section 
of the Event con-
straints dimension. 

Use this code when 
the interview data 
refers to visitors' 
emotional reactions 
to exhibits. 

Do not use this code 
when the interview 
data refers to emo-
tional reactions trig-
gered by aspects 
outside the exhibits, 
such as the environ-
ment, staff, or other 
visitors, rather than 
the exhibits them-
selves.  

Mutual focus of atten-
tion 

This concept belongs 
to the Stakeholder's 
characteristics section 
of the Event con-
straints dimension.  

Use this code when 
the interview data 
refers to discussions 
or questions related 
to the topic or prod-
ucts presented at the 
exhibition. 

Do not use this code 
when the interview 
data refers to discus-
sions or questions 
about topics or 
products that are 
unrelated to the spe-
cific exhibition or its 
content.  

Uniqueness  This concept belongs 
to the Event character-
istics section of the 
Event constraints di-
mension. 

Use this code when 
the interview data 
refers to the fre-
quency of use of the 
same design used in 
the exhibits. 

Do not use this code 
when the interview 
data refers to as-
pects of the exhibits 
other than design 
(e.g., content, tech-
nology, or visitor ex-
perience) without 
discussing the de-
sign itself. 
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Prodigious This concept belongs 
to the Event character-
istics section of the 
Event constraints di-
mension. 

Use this code when 
the interview data 
refers to the rele-
vance or importance 
of events in the in-
dustry. 

Do not use this code 
when the interview 
data reflects general 
opinions without 
mentioning the rele-
vance or importance 
of the event. 

Exceptional/Rare This concept belongs 
to the Event character-
istics section of the 
Event constraints di-
mension. 

Use this code when 
the interview data 
refers to unusual sit-
uations that occur 
during exhibitions. 

Do not use this code 
when the interview 
data refers to regu-
lar or expected oc-
currences during ex-
hibitions, such as 
scheduled activities, 
standard operations, 
or typical visitor be-
haviour. 

Surprising This concept belongs 
to the Event character-
istics section of the 
Event constraints di-
mension. 

Use this code when 
the interview data 
refers to activities or 
elements that have 
generated a reaction 
of surprise. 

Do not use this code 
when the interview 
data refers to reac-
tions of surprise re-
lated to external 
events, logistics, or 
other non-exhibi-
tion-related ele-
ments (e.g., venue 
setup, staff actions).  

Expectation/Motivation This concept belongs 
to the Stakeholder's 
sphere section of the 
Event nucleus dimen-
sion. 

Use this code when 
the interview data 
refers to the reasons 
or motivation that 
prompted participa-
tion in an exhibition. 

Do not use this code 
when the interview 
data discusses par-
ticipation without 
mentioning specific 
reasons or motiva-
tions that prompted 
it. 

Products & Services This concept belongs 
to the Trade show set-
tings section of the 
Event nucleus dimen-
sion. 

Use this code when 
the interview data 
refers to the prod-
ucts or services pre-
sented in the exhibi-
tion.  

Do not use this code 
when the interview 
data refers to prod-
ucts or services not 
directly presented in 
the exhibition. 

Business environment This concept belongs 
to the Trade show set-
tings section of the 
Event nucleus dimen-
sion. 

Use this code when 
the interview data 
refers to the busi-
ness environment 
within the exhibition.  

Do not use this code 
when the interview 
data discusses gen-
eral visitor experi-
ences, opinions, or 
feedback without 
specifically address-
ing the business en-
vironment. 
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Social environment This concept belongs 
to the Trade show set-
tings section of the 
Event nucleus dimen-
sion. 

Use this code when 
the interview data 
refers to the social 
environment within 
the exhibition. 

Do not use this code 
when the interview 
data focuses on in-
teractions that are 
not social  (e.g., 
technical interac-
tions, individual ob-
servations) rather 
than social dynamics 
among visitors and 
presenters. 

Physical environment This concept belongs 
to the Trade show set-
tings section of the 
Event nucleus dimen-
sion. 

Use this code when 
the interview data 
refers to the physical 
environment within 
the exhibition. 

Do not use this code 
when the interview 
data refers to physi-
cal environments 
outside the exhibi-
tion context (e.g., fa-
cilities in other ar-
eas, surrounding 
neighbourhood). 

Behaviour This concept belongs 
to the Stakeholder's 
outcomes section of 
the Event conse-
quences dimension. 

Use this code when 
the interview data 
refers to activities or 
elements that en-
courage visitors par-
ticipation.  

Do not use this code 
when the interview 
data reflects visitor 
reactions or prefer-
ences that are not 
directly related to 
participation  rather 
than elements that 
actively encourage 
participation. 

Emotions This concept belongs 
to the Stakeholder's 
outcomes section of 
the Event conse-
quences dimension. 

Use this code when 
the interview data 
refers to the emo-
tions experienced at 
the end of an exhibi-
tion.  

Do not use this code 
when the interview 
data discusses feed-
back or opinions 
about the exhibition 
that do not involve 
emotional experi-
ences (e.g., content 
evaluation, logistical 
comments). 

Happiness This concept belongs 
to the Stakeholder's 
outcomes section of 
the Event conse-
quences dimension. 

Use this code when 
the interview data 
refers to the felling 
of happiness or ac-
complishment at the 
end of an exhibition.  

Do not use this code 
when the interview 
data discusses feed-
back or opinions 
about the exhibition 
that do not involve 
feelings of happiness 
or accomplishment. 

Satisfaction This concept belongs 
to the Stakeholder's 
outcomes section of 

Use this code when 
the interview data 
refers to the felling 

Do not use this code 
when the interview 
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the Event conse-
quences dimension. 

of satisfaction at the 
end of an exhibition.  

data involves satis-
faction related to 
factors outside the 
exhibition (e.g., ex-
ternal factors, per-
sonal achievements) 
rather than the con-
clusion of the exhibi-
tion itself. 

Meaningful achieve-
ments 

This concept belongs 
to the Stakeholder's 
outcomes section of 
the Event conse-
quences dimension. 

Use this code when 
the interview data 
refers to the feeling 
of self-development 
or personal growth 
acquired during the 
exhibition.  

Do not use this code 
when the interview 
data refers to self-
development or per-
sonal growth that is 
not related to the 
exhibition itself (e.g., 
external events, per-
sonal experiences 
unrelated to the ex-
hibition). 

Event loyalty This concept belongs 
to the Event outcomes 
section of the Event 
consequences dimen-
sion.  

Use this code when 
the interview data 
refers to customer 
loyalty in attending 
exhibitions in which 
the company partici-
pates. 

Do not use this code 
when the interview 
data pertains to gen-
eral patterns of exhi-
bition attendance 
without specifically 
linking them to cus-
tomer loyalty or on-
going engagement 
with the company's 
exhibitions. 

Meaningful learning This concept belongs 
to the Event outcomes 
section of the Event 
consequences dimen-
sion. 

Use this code when 
the interview data 
refers to the lessons 
learned by partici-
pating in an exhibi-
tion. 

Do not use this code 
when the interview 
data refers to les-
sons learned from 
experiences that are 
not directly related 
to participating in an 
exhibition (e.g., les-
sons from other 
types of events or 
activities). 

Memories This concept belongs 
to the Event outcomes 
section of the Event 
consequences dimen-
sion. 

Use this code when 
the interview data 
refers to the memo-
ries acquired by par-
ticipating in an exhi-
bition.  

Do not use this code 
when the interview 
data refers to mem-
ories acquired from 
experiences not re-
lated to the exhibi-
tion (e.g., personal 
life events, other ac-
tivities). 
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Business opportunity This concept belongs 
to the Event outcomes 
section of the Event 
consequences dimen-
sion.  

Use this code when 
the interview data 
refers to the busi-
ness opportunities 
presented during an 
exhibition.  

Do not use this code 
when the interview 
data refers to busi-
ness opportunities 
that are not specifi-
cally presented dur-
ing the exhibition 
(e.g., opportunities 
arising from other 
events or contexts). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



67 

Appendix 9 – Coding table 

Dimension Framework 
code 

Sub code Quotation 

Event con-
straints 

 

Stake-
holder´s 

characteris-
tics 

 

Emotionally intense 
 

“I think. emotionally, we don't. Maybe not that much. Not that much. I think we mostly go 
quite a lot with like technical specifications as the kind of a selling point.” 

“One major thing like what we do because I agree that emotions play an important role 
when it comes to making a business decision.” 

“Choosing on what type of technologies we focus on is really important and I personally 
I am really excited about that and that is something that we wanted to promote emotion-
ally as well in in exhibitions to bring that excitement, bring that up optimism of  the future 
in into the into the trade shows.” 

“The main thing that then the questions are usually related to that they are wondering 
that what has changed here why it's looking like that.” 

“’This kind of like a new technologies they. They make people excited; I think.” 

““I can't really think of people being confused. There's typically, depending on the exhi-
bition, depending on the market area where we are, there are various questions. So, uh, 
maybe in farming exhibitions.”  

Involvement 
 

“How much we can really, really inform people, even without discussing to them, but for 
sure I think to really get the people involved and coming in and ask the questions.” 

“The most critical part of the exhibition is that we go there and present our products and 
then we want people to be interested in the product.” 

“Definitely what we are looking for is having those conversations having that engage-
ment with the visitors. But do we actively promote it? Maybe not that much.” 

“We try to tell everyone to make contact, make contact with the customers and of course 
if you don't make contact, it might be that they just walk by. 

“People just walk by, they watch look at the product and maybe stop and look at some 
specific thing and continue without really engaging with the, with the people who are 
standing at the exhibition.” 

“Depends on if somebody is looking for something special and you have good publicity 
in there in general, then they're coming in our stand.” 

Interpersonal commu-
nication 

“They are really asking questions, there are different level of questions but for sure there 
are always some questions.” 
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“When we have the discussion, it's quite open. 
“It's usually, of course, regarding the product. There's typically also a conversation with 
the with the visitor about what is the background of the visitor themselves.” 

“When they are like public like family days and the trade shows when you have five 
years old kids there so they can have all kind of questions.” 

Mutual focus of atten-
tion 

 

“It doesn't matter what the customer is interested in. We will, of course tell them, you 
know, whether they want to talk about reman or engines or generators or something 
else.” 

“It's quite common that that we get questions like let's say. Can we usually use this and 
that like it could be anything; it could be like a different feels  that are not presented at 
that point.”  

“The discussion is, uh, more around the products itself, so that's my. That's my feeling 
about that.” 

“I think mostly they are more focused on what we are presenting. So, whatever we are 
displaying on the exhibition is what the conversations are about.” 

Event char-
acteristics  
 

Uniqueness 
 

“We always had a new booth design because we were still, we had a when I started, we 
did a pretty major kind of a brand rework.”  

“We very carefully choose what trade shows we take part in; we take part in two to three 
trade shows per year with a smaller booth and it changes from time to time.” 

“It saves money when you're able to have this kind of a template, but then of course the 
templates that we have nowadays, they are mostly designed around showing new tech-
nologies.” 

“As AGCO Company we do have quite often like a certain rules that we are working with 
or by on exhibitions. We do have a certain like the, uh, script that we follow in a launch 
picture”  

“Where we have now been trying to create our identity, which kind of let's say, what are 
the basic facilities we have in the booth, what are the products for each is fair and so 
on.”  

“The boot itself and the design for that. So, for that reason it has looked fairly the same 
and I think it's I think it's good to have same colours and same logos and so on.”  

“We try to follow the same theme nowadays”  

“At the moment we are trying to make our booth more standard.”  

Prodigious 
 

“Those are the major ones where we try to take part whenever we can, but that that 
always depends on the budget and how we're looking at the next year.”  
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“If we are not there, but our competitors are there, we may miss some opportunities from 
that sense” 

“Especially those exhibitions which are that meant for professional like the professional 
farmers or uh, the machine contractors or whatsoever those”  

“Basically, I would say that in order to kind of be able to sell out of AGCO, we have to 
be in, in the events that that are concentrated on let's say bit similar products” 

“There are fairs that are like a big fairs. agricultural fairs. We need to be there because 
as all of our competition is there”. 

“Bigger farming shows where we can reach farmers and the dealers of our own equip-
ment are the most critical exhibitions. We have less critical or less important, but still 
important.”  

Surprising 
 

“It was a big surprise when I went to the fair and saw that that there was so many people 
coming to our booth, even though it was very small.”  

“I think it has been a bit surprising that some, some people, they really know. Know the 
details, they really can. Ask really tough questions and it has been a bit challenging to 
be prepared for that.” 

“Every show, there's some surprises”  

Rare/exceptional 
 

“Well. A lot of like a practical stuff that goes not as planned. So, there uh. There could 
be difficulties in. Really like Some challenges with the practical stuff like shipping” 

“There's typically like being on an exhibition stand, there's usually some technical chal-
lenge with screens or something, but that's quite minor.” 

Event nu-
cleus 

 

Stake-
holder´s 
sphere 

 

Expectation/motivation 
 

“Well, I mean, the main reason at the moment, I'd say, well, partially it's tradition. You 
have to be there. Like if you're brand is not visible, your brand does not exist.” 

“The most amount of visitors and most amount of exhibitors, it is considered the biggest, 
and then it's also, that's where there's the biggest potential that important customers or 
potential customers are. So, if you're not there, you're potentially missing out on a lot.” 

“That's like tradition is one that, you know, if we've been there for the past 10 years, it 
would look quite strange that we're not there in the next year.” 

“I think it, I think it's still  promoting new products to be seen.” 

“AGCO corporations can show that they are engine is the best of this class to show that 
that it's let's say with the latest technology and so on so that that's kind of what the main 
purpose” 

“I think it's promoting the engine business. Like uh, like I already mentioned. AGCO 
Power plan is to grow externally as well” 
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“We represent our company, so I would say we have, uh, the main responsibility of 
supporting the ACCO brands in, especially in the farming exhibitions.” 

“We also try to reach the dealers in in terms of remanufacturing and our service and we 
want to hear the voice of the customer during the during the exhibition.” 

“I would say more sales, that is the number one thing and it depends about the shows.” 

“I will say that it's more about gaining more customers and finding more potential cus-
tomers and doing more business for them.” 

Trade show 
settings 

 

Products & services 
 

“The products that we are showing at the moment is the main line up of our engines and 
then the new like what has been now recently added is the kind of a chosen prototypes 
that we want to talk about” 

“So, for us it's the core engines which is now the hot topics, so to say. So, these are 
what we want to show.” 

“It's traditional stuff which we have already in serial production and now we have also. 
Being a bit braver than in the previous years to show something we have in develop-
ment.” 

“From Agco Power we present Engines. We present the future technology and then we 
have tried presenting reman”  

“Mostly our new engine models, then a lot of like concept models. I would say like we 
now need to show that we are in the technology leadership at the moment.” 

Business environment 
 

“It's a place for everyone to come together, to come together, and it's one place where 
us manufacturers we can meet each other. We can meet customers, we can meet the 
competition, we can meet other people who are working, other stakeholders in the in-
dustry.” 

“It's not only us trying to sell to the machine manufacturers. There's a lot of people trying 
to sell things to each other.” 

“I definitely think like what they have in exhibitions is also these kind of panel discussions 
and these kind of an awards.” 

“it's quite big number of new deals which are sealed during the exhibitions. And so it's 
a, it's in that sense. It's also very important tool for the from the business perspective.” 

“For companies as a as a big, bigger group it's a about being visible in the market. So 
that that's a kind of a if you are not attending a fair, it usually is a sign that something is 
not very, very well.” 
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“There is a usual, usually some kind of panel discussions and that kind of uh, let's say 
events inside of the fair where it's possible to kind of a share their thoughts and kind of 
a. Get to what? 
What's the current level of the industry?”  

The big agricultural fairs, they have been there for 80s, so it's like a tradition.  

“It's a place where you can, uh, like I explained to the people to collaborate like a like a 
new customers and new suppliers or with current customers or suppliers and also, to 
see what the competitors are doing and how” 

“There's been a lot of development in solutions presenting beyond exhibitions.” 

“Compare with this E marketing activities so it's really important that it's a nice place to 
see some friendly faces with same interest about our engines.” 

Social environment 
 

“It is chaotic and I'm often responsible for the booth and making sure that everyone goes 
to, but because it's for the visitor that what they're looking at is just the, you know, what 
is being shown talking with the experts and everything.”  

“The difference is between event different days is quite big because it's quite often that 
that certain days of the week are mostly coming for the uh, like the experts and then 
during the weekends, there are more people.” 

“The logistics is quite clear. I mean, not only for building the fair, but also for the visitors. 
But in in some other places it's even hard to find. What? What you are looking at as a 
visitor.” 

“Mainly quite, quite. Relaxed, relaxed. 
I would say there might be like a chaotic moment when there are like a too many. Too 
many people” 

“Relaxed atmosphere”  

“It's a chaotic but when it's like professional days, it's less people usually and it's quite 
relaxed. There are a lot of people I would say so, but they're usually nice. Have a nice 
chat with the people. Maybe we offer one soda or something like drink together. That 
and discuss about also more than just the business.” 

Physical environment 
 

“the most, most, most common one is having those physical Engines. So of course, 
people like and they get drawn into these seeing something face to face and then, of 
course, big screens showing either videos or some brand messaging.” 

“Some companies bring these kind of well, they bring a big machine where the engine 
is or where the machine, let's say or battery pack they might show this kind of an end 
product where the machine is oftentimes.”  
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“People who come to this kind of exhibitions, they are really passionate about mechan-
ical engineering in general and machines they might love cars. They might love big ma-
chines that make a lot of noise”  

“it's pretty common is that they have this some sort of activity at the booth if the booth is 
picking up, they might have a driving simulator or something like this, whether it's a 
Farming Simulator or something related. Some companies even make a specific simu-
lator for their own machine.” 

“Not only the screen or video scene there, it's not enough. So, when the target audience 
is quite often the experts, uh and they really like to see things and touch things by their 
own hands and eyes” 

“The all the things in the booth but you have there like the screens or advertisement or 
pictures. Whatever they have to be designed in, in, in, in that the perspective that they 
like to give the added value and support the Main target that we have for the exhibition”. 

“The screens are essential as well as the uh people are utilizing the video in order to 
show how it's like in the in the real world somehow or how it looks inside of the factory 
or what are the possibilities beyond the product that's currently visible.”  

“Which have been really useful is the like a world map we have. We have shown our uh 
facility locations that is like easy to easy to explain to new uh, the people who are not 
that familiar with our company” 

“Big screens and then products on display.”  

“Engines are important for us. They really like to see that how it's built and how it's fitting” 

Event con-
sequences 

 

Stake-
holder´s out-

comes 
 

Behaviour 
 

“Sometimes there's competitions, so competitions that leave your contact information 
and you have a chance to win something, let's say a gift card or something else.”  

“There's always a possibility to arrange something like the test drive for the tractor, uh, 
uh, those ones are very always interesting.” 

“Apart from this kind of expert panel discussions, uh, usually there are some awards. So 
that it's quite common that each fare has some award, it's might not be, let's say, super 
important for everyone, but it's usually something that that companies are using In the 
marketing.” 

“They had this farming game that you could answer a quiz and get, get some credits 
and if you got enough credits, you would get a price.” 

Emotions 
 

“Emptiness. No, that's just very honest. 
Like when it ends, it's like ohh now it's because oftentimes trade shows take, you know, 
up to six months of preparations and then in one week it's over.” 
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“Well, I have to admit that I'm usually a bit sad or what? What was the correct word? I 
I'm not sure what what's the word in English, but it's somehow about. Uh, that it ends.”  

“I think it's some sort of like a relief to get that this is now done and you kind of suc-
ceeded.” 

Happiness 
 

“I think it. Tiredness. Tiredness, tiredness. Yeah. Yeah, but of course, in happiness in 
that sense, that, OK, happy that the exhibitions end. OK, it's done.” 

“Typically, I think the  happiness might be the right word in many aspects that, that, Even 
though time to time like I mentioned that the time to time there's also people coming to 
complain something, but mostly they're the feedback and everything is positive.”  

Satisfaction 
 

“Yeah, I I would say that that if everything is runs smoothly that that's the first thing that 
that comes to my mind.” 

“If you can make everything work as you planned before the fire, then then it that's al-
ready a big, big plus.”  

“If you control some attention and get really people into your boots that that's very, very 
satisfying in a sense so.” 

“Situation where some negotiations or discussions with the stakeholders, they have 
been like successful a bit like challenging but then in the end it went well. So that gives 
the It's the feeling that it was it was a success.” 

“If I have a feeling that we have been able to, uh, answer to these questions, people are 
asking, uh, like I keep them like a proper answers. That's a that's always positive thing. 

“If we collected good leads for, for example OEM sales, then I think we were successful 
and that creates the feeling of gratitude.” 

Meaningful achieve-
ments/Knowledge 

 

“what I've just learned by doing and by talking with more experienced colleagues and 
looking what competitions does is that, you know, what are the things that you do before 
the exhibitions? 
What are the things that you want to do during the exhibition to make the most out of 
your participation”  

“You have that experience from the exhibitions the few days after I've learned that it's 
been really crucial to have those discussions with the exhibition team.” 

“overall, I say, the preparation, preparation and doing it are the biggest kind of learning 
experiences there.” 

“What's the level of the discussion and that kind of things they are actually giving some 
kind of a growth in the in the carrier and understanding on what should be done in the 
in the future, so, so that's also important” 
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“Every time when you meet customers, when you meet farmers and you try to under-
stand their problems better, it is a very valuable thing to have.” 

“I always believe that meeting different people will help in personal growth.” 

“We try to especially a few exhibitions. We have been trying to have this educational 
side like it. It should be entertaining. It should be simple enough that it's easy to under-
stand” 

“Really try and change the minds and kind of expand their view of things that it's not only 
well in our point of view” 

“I would say discussed and present things to the to the audience of people according to 
their level, level of knowledge and that kind because there's many, many different kinds 
of people.”  

“If the company stay, if they are able to. To demonstrate some new technologies. For 
example, I think. If the visitors they are willing to adopt this this information, they really 
can learn for sure.” 

“We try to always learn, teach the things which we are really good at.”  

“it's also about saving money and saving environment. So, we always try to write that 
kind of topics. What we see really important then and there, tell them. Tell this to our 
customers.” 

Event out-
comes 

 

Business opportunity 
 

“From my own personal perspective from the aftersales is to really able to get the peo-
ple.” 

“It's still about the brand recognition for AGCO. So, so, you know, sense I think I what I 
say about being present in the in the fairs is it's also showing that that you are doing 
well” 

“Caught some new potential clients. So, they have. They have had a uh discussions 
with the potential customers” 

“At the end of the day, it's sales. Yeah, of course. That's very challenging to quantify like 
how many sales did you actually create on an exhibition because they are mostly it's 
leads mostly it's just common conversations.” 

“Supporting our sister plants and says. 
And not only about Sales, it's also about Meeting old customers, which we already have 
now.” 

“Just by participating, it does not automatically, I'd say open opportunities. 
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It is I. I think it never just by going there and talking to people like you have to talk to 
people, you have to make those connections there to have those business opportuni-
ties.” 

“Bigger exhibitions because, uh, there's a bunch of customers also there who have ever 
never used our services or products and it's very cool to meet several new customers, 
possible customers” 

“The outcome from the exhibition from, for example, from the money wise that there how 
much you made a loss or how much, how much you made a profit because it's typically 
a long-term investment to participate exhibitions.” 

Event loyalty 
 

“quite often it's that that the same customers are visiting us every time and then that's 
of course good, but even better is to have always a bunch of new customers.”  

“To get them. have that level of interest that they may may come back the next time to 
make their visiting second exhibition to have additional questions” 

“You kind of make a relationship and then then people, well, they are asking beforehand 
already that are you coming and then then they most probably will come and see us”  

“They are there, of course, and we know that even before the show that they're coming 
there and that's why we are trying to contact them. So please spend as much time you 
have with us.”  

Meaningful learning 
 

“Main lessons definitely are is what is the industry situation like? What? What I what is 
the competition doing? What? What is competitions? Main messages what are the main 
technologies that they are showing and also one major thing is that where is the industry 
whether it's?” 

“I say to learn that the that I can benefit to participate exhibition as Exhibitor is to always 
based on the discussions and different ideas coming from the from the from the audi-
ence and people that I'm talking with.” 

“I'm able to get some new angles for my for my. Personal things my daily business and 
get new ideas like a like that way.”  

“Always to improve my own personal skills in that sense how I'm presenting things to 
improve my language skills and that kind of stuff.” 

“The big brands they are speaking all aspects it it's kind of a good to understand that 
although they are struggling with the same issues as our ones when it comes to for 
example technology and then interacting with the customers.”  

“To understand the people, the Communication, all this stuff”  
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“There's a lot of customers or visitors typically that speak only the native language of 
the country where you are.” 

“My lessons, I would say that it's really important to do the pre work and after work for 
the show. With that you can get good results”  

Memories 
 

“Because we had the biggest booth, we had totally new technologies. Totally new ways 
of communicating. We took part in two this panel discussions, so in a way, uh, we, we 
had a whole new level of doing things” 

“If somebody is coming like back to your, you have been discussing him earlier in the 
exhibition or you have done with something with the cooperation with them from in a 
business side and they're coming there and giving you a good feedback and even say 
thank” 

“It's the, uh, kind of the feeling of teaming up with, with my colleagues that that's, that's 
what I'm kind of remembering always when we are at the fair, when I noticed that this is 
the moment when we are now teaming up” 

“I have had a feeling that I am a part of part of this group of people who are now pro-
moting Agco Power and some sort of feeling of succeeding in what We what we try to 
do.” 

“Those like grateful moments where we  actually making customers like satisfied that’s  
the best moment for me” 

“when you can give your good effort your work and get good results with that, then you're 
really happy.” 
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Appendix 10 – Exhibition planner template 

 

Event scope 

Target audience 

 
 
 

Messaging 

 
 
 

Objectives 

 
 
 

 

Booth design & setup 
Design concept  

 

Dedicated areas for: 

Products dis-
play 

Activities Screens Brand 
logos 

Food 

Booth elements 

Engines 

 
Screens 

 
Fact sheets 
 

Brochures 
 

Lights 

 
Advertisement ballon 

Brand merchandise (pens, 
caps, etc) 
 

Coffee maker/fire pit 

Object for activity use 
Quantity:  

Customer service desk 
 

Event overview 

Event title  

Event date  

Event location  

Event description 
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Product presentation 

Featured product Key features, benefits, applications 

Engine model 1: 
 
 

 

Engine model 2: 
 
 
 

 

Engine model 3: 
 
 

 

 

Staffing 
Member Role/Responsibilities 

[Name] – (Position) 
 

 

[Name] – (Position) 
 

 

[Name] – (Position) 
 

 

[Name] – (Position) 
 

 

 

Marketing & Promotion 
Pre-exhibitions preparation 

Email campaigns targeting existing and pro-
spective clients 
 

Notes: 

Social media posts leading up to the event  

 
Notes: 

Other strategy:  Notes:  
 

On-site engagement tactics 
Social media live updates 
 

Notes:  

 
Photography/ Videography to capture key 
moments 
 

Notes:  

 

Food 
 

Notes: 
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Offers (Discounts/Give away) 
 

Notes: 

Personalized customer service 
 

Notes: 

Activity 1: 
 

Notes: 

Activity 2: 
 

Notes: 

Post-Exhibition Follow-Up 

Send personalized emails to booth visitors  
 

Notes: 

Share event highlights on the company social 
media 
 

Notes: 

Analyze collected leads for follow-up sales 
calls 
 

Notes: 

 

Logistics 
Booth number: 
 
 

Ubication description: 

All booth materials, and equipment are 
shipped to the event 
Yes           No  

Notes:  

All the equipment is working 
 
Yes           No 

Notes: 

 
 

Both setup:  [Date] 
 

Booth dismantling: [Date] 

 

Evaluation 
Objectives met 
 

 

 

Positive outcomes 
 
 

 

Negative outcomes 
 
 

 

General feedback 
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Staff evaluation 
 

Member 1: 
 

Member 2: 
 

Member 3: 
 

Member 4: 
 

Additional comments  
 
 
 

 

Employee rotation nomination 
[Name] – (Position) Reason:  

 

[Name] – (Position) Reason:  
 

[Name] – (Position) Reason:  
 

[Name] – (Position) Reason:  
 

 

 


