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Abstract—This research used factor analysis to explore the 
underlying factors that might affect the satisfaction level 
and re-attend intention of Chinese exhibitors to an 
exhibition, and then utilized regression equation to verify 
the reliability of factor analysis and disclosed the relative 
importance of these factors to the satisfaction level and 
re-attend intention of Chinese exhibitors. This research is 
helpful to provide a better way to understand the Chinese 
exhibition industry, the various needs of Chinese exhibitors 
and the determinants that affect the satisfaction level and 
re-attend intention of Chinese exhibitors, and also helpful to 
give supports to Chinese exhibition organizers and 
accelerate the growth of Chinese exhibition industry.     

Keywords-determinant; exhibitor satisfaction; re-attend 
intention; factor analysis; regression equation 

 INTRODUCTION 

Exhibition industry has been one of the fastest growing 
industries in China during the past two decades. 
According to China Council for the Promotion of 
International Trade: the number of exhibitions held in 
China was firstly over 1000 in 1997, while it has increased 
up to 4400 in 2008. As parts of exhibition industry, 
exhibitors do not directly take part in the selection of 
exhibiting sites or venues, while they do have the right to 
select which exhibition to attend freely. Moreover for 
constraints of time, finance and priority etc., exhibitors 
also cannot attend all exhibitions held everywhere in a 
year, but they do play a decisive role in conducting a 
successful exhibition. Nowadays abundance of exhibitions, 
with a growing number on both national and international 
levels which are not limited to geographical framework in 
which they take place (Rice &Almossawi, 2002; Smith, 
Hama, &Smith, 2003), increases the complexity of 
exhibitors' decision to choose a certain exhibition to 
participate in[1,2]. As the proliferation of new organizers 
and the expansion of existing organizers continue, 
competition for market share in exhibition business is 
expected to become fiercer. In such fiercely competitive 
environment, the organizers need to guarantee the 
potential of exhibitions to attract a large number of 
exhibitors (Cox, Sequeira, & Bock, 1986), and to achieve 
this objective they need to disclose what exhibitors care 
most when making decision to participate in a certain 
exhibition and find out what exhibitors actually feel and 
get from the exhibition[3].  

Therefore, it’s necessary for organizers to find out and 
understand the needs of exhibitors and continuously meet 

the exhibitors’ needs so as to attract them to re-attend the 
exhibition continuously. The purpose of this research is to 
identify determinants that might affect the satisfaction 
level and re-attend intention of exhibitors encounter at an 
exhibition, to rank their relative importance and measure 
what extent these needs should be delivered by exhibition 
organizers and Expo center as well as the supporting 
service institutes and facilities. 

 LITERATURE REVIEW 

Researches on exhibition firstly appeared in the early 
1970s, since then lots of researches have been conducted. 
These researches are mainly focus on two aspects: the 
effectiveness evaluation of exhibitions and the behaviors 
or decision-making of exhibitors.  

Some researches have been conducted with regard to 
the effectiveness evaluation of exhibition. For example, 
Cavanaugh (1976) is focus on measures related to 
exhibition activities, such as number of visitors to the 
booth, number of leads generated, cost per visitor, and cost 
per lead generated[4]. Churchill (1979) starts the research 
on guidelines for developing an instrument measuring 
effectiveness of exhibition, and Gerbing and Anderson 
(1988) update paradigm for the assessment of 
unidimensionality[5]. Williams et al. (1993) use booth 
attraction and booth contact as performance measures. 
Booth attraction refers to the number of interested visitors 
who visited the exhibitors’ booth and booth contact refers 
to the number of interested visitors to the booth who were 
then contacted. Both these are measured in relation to the 
number of interested visitors at exhibitions[6]. 
Gopalakrishna and Lilien (1995) develop a three-stage 
model in which three measures of effectiveness (attraction, 
contact, and conversation) are linked to several control 
variables. They estimate their model on data from a single 
US exhibition, but they do not document the extent to 
which their results apply to other exhibitions[7]. In 
addition, Seringhaus and Rosson (1998) include eleven 
different performance measures in their research, both 
composite measures and single observational indicators, 
and the studies claim their measures are indicators of 
performance, but fail to legitimize those claims with a 
clear definition of the domain being measured or to 
provide evidence of validity[8].  

Some other researches have been conducted with 
regard to the behaviors or exhibition participation 
decision-making of exhibitors. For example, Dickinson 
(1985) points out the decision-making of exhibitors will be 
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affected by the proportion of purchasing-makers in 
professional visitors, the proportion of professional 
visitors from targeted markets, the quantity of visitors to 
the booth, the location of the booth, the promotion of 
organizers and the visitors’ scale of recent years[9]. 
Cesario and Mauser (1985) thinks it is helpful for 
organizers to understand the decision-making process of 
exhibitors so as to forecast the appropriate number of 
attendees and make appropriate marketing policies[10]. 
Kijewski (1993) points out the decision-making of 
exhibitors will be affected by the effectiveness of 
exhibition, the marketing mix of exhibitors, the exhibiting 
environment, the exhibition cost and the competency of 
booth staff. He also points out the characteristic of 
professional visitors is one of the most important factors 
for exhibitors to decide which exhibition to participate 
in[11]. O'Hara and Herbig (1993) points out 3 factors will 
affect the decision-making of exhibitors, namely as the 
quantity of visitors, the quality of visitors, and the 
exhibitors’ standards for exhibition effectiveness[12]. 
Oppermann and Chon (1997) point out the personality and 
job-related factors, industrial association and 
destination-related factors, opportunities and security 
factors will also affect the decision-making of attendees to 
an exhibition[13]. In addition, Tanner (2002) points out 
that the exploration of customers and the participation of 
competitors will affect the decision-making of exhibitors, 
and he also finds that the expenditure do not have 
significant impact on decision-making of exhibitors[14].  

However, efforts to identify the factors that affect the 
satisfaction level and re-attend intention of exhibitors are 
relatively limited, and most of these limited researches 
have been undertaken in the context of a developed 
society. Hultsman (2001) has concluded that exhibitors 
attributed high importance to booth location, and quality 
of services provided to them while on and off site[15]. Wu 
and Weber (2005) attempt to apply the importance- 
performance gap model to analyze convention delegates’ 
evaluation on services and facilities. Breiter and Milman 
(2006) identify attendees’ needs and service priorities 
when attending an exhibition from the perspective of a 
convention center[16]. Breiter and Milman (2007) identify 
the elements of services that exhibitors have encountered. 
In sharp contrast, almost no research of this nature has 
been conducted in the context of a developing 
countries[17]. 

 METHODOLOGY 

A. Questionnaire Design 

The questionnaire was designed with 3 sections. The 
first section was designed to acquire the basic information 
of the exhibitors. The second section was designed to 
measure the satisfaction level of Chinese exhibitors to East 
China Fair. To aim it, some scales in former researches 
were used as reference, and 22 determinants were 
eventually developed after dozens of revisions. A 
five-point Likert scale was used to measure the 
satisfaction level perceived by Chinese exhibitors to this 
exhibition, in which 5=very satisfied, 4=satisfied, 
3=undecided, 2=dissatisfied, 1=very dissatisfied. The third 
section was designed to obtain the overall satisfaction and 
re-attend intention of Chinese exhibitors. 

B. Data Collection  

The survey was carried out during the 19th East China 
Fair being held at Shanghai New International Expo 
Center from March 1-5, 2009. A total of 400 
questionnaires were distributed at random at the venue 
with 345 completed and valid questionnaires returned to 
yield a response rate of 86.25%. Those questionnaires that 
respondents omitted items or made the same choice on all 
items had been regarded as invalid ones.  

C. Research methods 

Firstly, SPSS 15.0 will be used to process the data, and 
Cronbach’s  value will be used to test the reliability of 
the scale. Secondly, factor analysis is usually used to 
identify a small number of factors that can explain most of 
the variance observed in a larger number of manifest 
variables, which is now widely used in researches on 
satisfaction for data reduction and underlying factors 
exploring, which will be used to identify the underlying 
factors that might influence the satisfaction level of 
Chinese exhibitors. Thirdly, as a statistical technique to 
identify the relationship between two or more quantitative 
variables, regression analysis is widely used for prediction 
and also widely used to understand what extent the 
independent variables are related to the dependent variable, 
and to explore the forms of these relationships. It will be 
used to investigate the significance and importance of 
extracted factors that influence the overall satisfaction 
level and re-attend intention of Chinese exhibitors.  

 FINDINGS 

A. Factor Analysis 

The Bartlett's test of sphericity was 6368.7 (df = 231; 
Sig.=0.000) and the KMO was 0.936, indicating the 
sampling of the 22 items was fit for factor analysis. In 
order to reduce the complexity in familiarity analysis, the 
research used principal components analysis with varimax 
orthogonal rotation to identify the important underlying 
dimensions that might influence the satisfaction and 
re-attend intention of Chinese exhibitors, through which 4 
factors with eigenvalue more than one were finally 
extracted. (See Table I)  

From Table I we can see that: the Cronbach’s  value 
of the scale was 0.946 and the Cronbach’s  value of all 
extracted factors were between 0.894 to 0.935, which were 
higher than the minimum value of 0.7 suggested by 
Nunnally(1994), indicating that the questionnaire had 
higher reliability. Meanwhile, the total variance explained 
of the 4 factors was up to 74.835%, indicating the 4 
extracted factors were able to sum up the connotation of 
the initial 22 items to a large extent. Details about the 4 
factors were as follows:  

 The 6 items of “Promotion of exhibition”, 
“Communication atmosphere”, “Quantity of 
buyers”, “Quality of buyers”, “Trading 
opportunities”, and “Transaction volume” all had 
a high factor loading on factor F1, and these 
items actually reflected the attribute or nature of 
the exhibition itself, so F1 was named as “Nature 
of exhibition”.  
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 The 5 items of “Onsite order &security”, 
“Normalization of onsite service”, “Expertise of 
field personnel”, “Attitude of field personnel” 
and “Efficiency of field personnel” all had a high 
factor loading on factor F2, and these items 
actually reflected the contents of onsite service at 
the exhibition, so F2 was name as “Onsite 
service”. 

TABLE I.  RESULTS OF FACTOR ANALYSIS 
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Promotion of exhibition  3.362 0.717 

Communication atmosphere 3.246 0.790 

Quantity of buyers 3.049 0.834 

Quality of buyers 3.151 0.828 

Trading opportunities  3.064 0.827 

F1
:N
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Transaction volume 3.029 0.807 

0.931 4.583 20.832

Onsite order &security 3.609 0.806 

Normalization of onsite service 3.590 0.756 

Expertise of field personnel 3.493 0.757 

Attitude of field personnel 3.519 0.825 

F2
:O
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ce

 

Efficiency of field personnel  3.536 0.842 

0.935 4.030 18.319

Venue layout  3.313 0.662 

Venue equipments  3.609 0.699 

Venue ventilation &brightness 3.704 0.678 

Venue neatness  3.493 0.745 

Venue aisles setup 3.328 0.778 

F3
:V

en
ue
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ns
 

Venue sign system  3.733 0.776 

0.894 3.958 17.989

Traffic facilities &service  3.423 0.795 

Accommodation facilities &service 3.383 0.760 

Food facilities &service  3.272 0.807 

Shopping facilities &service  3.220 0.841 

F4
:A

nc
ill

ar
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rv

ic
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Recreation facilities &service  3.183 0.810 

0.926 3.893 17.695

Total variance explained: 74.835% 

Cronbach's alpha of the scale: 0.946 

Kaiser-Meyer-Olkin (KMO) : 0.936 

Bartlett's Test of Sphericity: 6368.7     df: 231   Sig.: 000 

 
 The 6 items of “Venue layout”, “Venue 

equipments”, “Venue ventilation &brightness”, 
“Venue neatness”, “Venue aisles setup”, and 
“Venue sign system” all had a high factor loading 
on factor F3, and these items actually reflected 

the Venue conditions of the exhibition, so F3 was 
named as “Venue conditions”.  

 The 5 items of “Traffic facilities &service”, 
“Accommodation facilities &service”, “Food 
facilities &service”, “Shopping facilities 
&service” and “Recreation facilities &service” all 
had a high factor loading on factor F4, and these 
items actually reflected the supporting or 
ancillary service institutes of the exhibition, so F4 
was named as “Ancillary Service”.  

According to the variance explained listed in Table I: 
F1 was 20.832%, F2 was 18.319%, F3 was 17.989% and 
F4 was 17.695%, which indicated that the nature of 
exhibition was the most important factor in explaining the 
satisfaction level of Chinese exhibitors encountered at the 
19th East China Fair. In another word, what Chinese 
exhibitors cared most was the exhibition itself, especially 
the quantity and quality of buyers attending the exhibition, 
the trading opportunities and transaction volume and the 
promotion and communication atmosphere of the 
exhibition. And the onsite service, venue conditions and 
ancillary service were followed by importance in 
explaining the satisfaction level of Chinese exhibitors. In 
fact, F2 and F3 both belonged to the category of exhibition 
onsite service, but F2 belonged to the soft aspect of 
exhibition onsite service while F3 belonged to the hard 
aspect of exhibition onsite service 

B. Regression Analysis 

In order to further investigate whether the 4 factors 
(independent variables) had significant impacts on the 
dependent variables (the overall satisfaction and re-attend 
intention of Chinese exhibitors), two multiple regression 
analysis were conducted. The 4 scores generated from 
factor analysis were used as the input variables. Both 
regression equations were determined to be significant. 
(See Table II)  

TABLE II.  RESULTS OF REGRESSION ANALYSIS 

Dependent variable 

Overall satisfaction Re-attend intention Factors

St.  t St.  t 
F1 0.455 13.671** 0.316 6.684**

F2 0.397 11.940** 0.283 5.989**

F3 0.369 11.087** 0.187 3.943**

F4 0.354 10.635** 0.164 3.464**

R2 0.625, adjust R2 0.621 

F 113.098**

R2 0.248, adjust R2 0.239 

F 12.419**

*:P<0.05, **:P<0.01, ***:P<0.001 

 
However, the regression equation with the dependent 

variable of Chinese exhibitors’ overall satisfaction showed 
an adjusted R2 of 0.621, suggesting that about 62.1% of 
the variation in Chinese exhibitors’ overall satisfaction 
was explained by the regression equation while only 
23.9% of the variation in Chinese exhibitors’ re-attend 
intention was explained by the regression equation.  
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Based on the coefficient of each independent variable, 
it was possible to assess the impacts of each variable on 
the dependent variable. Table II revealed that all the 4 
factors had significant impacts on Chinese exhibitors’ 
overall satisfaction and there existed positive correlation 
between the 4 factors and Chinese exhibitors’ overall 
satisfaction. Based on the coefficient of each variable, F1 - 
Nature of exhibition was the most important factor in 
explaining Chinese exhibitors’ overall satisfaction level 
and F2, F3 and F4 were followed in importance, indicating 
the relative importance of the 4 factors in explaining the 
overall satisfaction level of Chinese exhibitors was: F1 > 
F2 > F3 > F4.  

In addition, Table II also revealed that all the 4 factors 
had significant impacts on Chinese exhibitors’ re-attend 
intention and there existed positive correlation between 
the 4 factors and the re-attend intention of Chinese 
exhibitors. Based on the coefficient of each variable, F1 - 
Nature of exhibition was still the most important factor in 
explaining Chinese exhibitors’ re-attend intention and F2, 
F3 and F4 were followed in importance, indicating the 
relative importance of the 4 factors in explaining the 
re-attend intention of Chinese exhibitors was: F1 > F2 > 
F3 > F4. That is to say, the relative importance of the 4 
factors to Chinese exhibitors’ overall satisfaction and 
re-attend intention was identical. 

 CONCLUSIONS AND LIMITATIONS 

The findings of this research had disclosed some 
behavioral characteristics of Chinese exhibitors. The 
results through factor analysis and regression analysis 
suggested that all the 4 factors had significant impacts on 
the overall satisfaction and re-attend intention of Chinese 
exhibitors, and there simultaneously existed positive 
correlation between the 4 factors and the overall 
satisfaction and re-attend intention of Chinese exhibitors, 
meanwhile the relative importance of the 4 factors in 
explaining the overall satisfaction and re-attend intention 
of Chinese exhibitors was identical, which indicated that 
in order to improve the satisfaction level and boost  the 
re-attend intention of Chinese exhibitors the exhibition 
organizers should try to integrate their resources and 
invest more time, finance and energy into the maintenance 
and improvement of the nature of their exhibitions through 
enhancing the advertisement and promotion, expanding 
the influencing power and influencing range, as well as 
promoting the brand of the exhibition so as to attract more 
powerful buyers to participate and enlarge the transaction 
volume for exhibitors to a large extent. Meanwhile, the 
organizers still needed to improve the onsite service and 
venue conditions, as well as the ancillary service, and to 
provide with the exhibitors a good and easy trading 
environment by offering comfort, completed, in time and 
in-place supports. It might be the best choice both for 
current Chinese exhibition organizers to forge their firm’s 
core competitive power and for Chinese exhibition 
industry to develop better in the future. 

For constraints of time, energy, finance and experience, 
this research still has some limitations. The sample of this 
research might be relatively less and over concentrated, 
and the adopted 22 determinants (focus on 4 dimensions) 
might be relatively limited. And the 2008 Global Financial 
Tsunami might also have some negative impacts on the 
statistical results to some extend. Therefore, we hope to 
get these improved in the future researches. 
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