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Abstract—Based on the diversity of exhibitors’ needs and 
complexity of exhibition services, this research used SPSS 15.0 
and IPA method to analyze the importance and performance 
of 22 factors that might influence the perceived satisfaction of 
exhibitors to an exhibition, so as to identify the various needs 
of exhibitors encounter at an exhibition, to rank their relative 
importance and measure what extent these needs should be 
delivered by exhibition organizers, expo center and related 
service institutes through the case of East China Fair 2009 
(ECF2009). This research will provide a better way to 
understand the needs of Chinese exhibitors, give suggestions to 
exhibition organizers and venues, and also contribute to the 
existing body of knowledge in an attempt to understand 
exhibitor satisfaction in different economic and cultural 
settings. 
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I.  INTRODUCTION 
Since 1990s, the exhibition industry has been developing 

rapidly and now it has been one of the fastest growing 
industries in China. According to China Council for the 
Promotion of International Trade(CCPIT): in 1997, the total 
number of exhibitions held in China mainland was firstly 
beyond 1000, while in 2007 it had increased up to 4400. 
Exhibitors, organizers, visitors, exhibit location, venues and 
related facilities are the essential components of an 
exhibition, although in which the exhibitors do not directly 
take part in the selection of exhibit location and venues, 
while they are entitled to choose which exhibition to 
participate freely. And for constraints of time, finance, 
priority etc, exhibitors also cannot take part in all exhibitions 
held everywhere in a year, but they do play a very important 
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) [1,2], 
increases the complexity of exhibitors' decision to participate. 
As the proliferation of new organizers and the expansion of 
existing organizers continue, competition for market share in 
the exhibition business is expected to become fiercer. In such 
fiercely competitive environment, the organizers need to 
guarantee the exhibition's potential to attract a large number 
of exhibitors(Cox, Sequeira, & Bock, 1986)[3], and to 

accomplish this objective, they need to discover what the 
exhibitors care most when making decisions to participate in 
one specific exhibition and find out what they actually feel 
and get from the exhibition. Meanwhile, many researches 
have shows that the customer satisfaction and customer 
loyalty is highly relevant. And it is usually less costly to 
retain an old customer than to obtain a new one. Therefore, 
it’s essential for organizers to find out and understand the 
needs of exhibitors and continuously try to meet their various 
demands and improve their satisfaction by offering 
differentiated services. The purpose of this research is to 
identify the various needs 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 related service 
institutes through the case of ECF2009. 

II. LITERATURE REVIEW 
The research on customer satisfaction and service quality 

started at the end of 1970s. In 1977, Pierre Eiglier and Eric 
Langeard put forward the “Servducting” to reflect the 
interactions between customers and staff. In 1982, 
Gronroosren firstly put forward the conception of “Customer 
Perceived Service Quality” and pointed out that any service 
product has a dual nature: the technical aspect and functional 
aspect. In 1983, United States funded a ten-year special 
research on service quality, and meanwhile many European 
universities also started the research on service quality. In 
1985, Solomon and Surprenant put forward and defined the 
“Service Encounter” as the dynamic interaction process 
between buyers and sellers. After the middle of 1990s, the 
Chinese scholars started the research of such area. 
Nevertheless, the researches on exhibitors’ satisfaction and 
exhibition service are very limited and only few studies have 
been conducted with regard to the needs and satisfaction of 
exhibitors encounter at an exhibition. The current studies are 
mainly focus on two aspects[4]: one is about exhibition 
evaluation(Lilien,1983; Dickinson &Faria,1985; Faria 
&Dickinson,1986; Kerin &Cron,1987; Gopalakrishna 
&Lilien,1994; Herbig, Hara, &Palumbo,1994; Munuera 
&Ruiz,1999; Tanner,2002), the other is about decision-
making process of exhibitors(Swandby etc., 1990; 
Gopalakrishna &Williams,1992; Kijewski etc.,1993; Herbig 
etc.,1994; Gopalakrishna &Lilien,1995; Seringhaus 
&Rosson,2001; Smith etc., 2003; Hansen,2004). For 
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example, Cesario and Mauser(1985) thinks it is helpful for 
organizers to understand the decision-making process of 
exhibitor so as to forecast the appropriate number of 
attendees and make relevant marketing policies [5]. In a 
research specific to exhibitors, Hultsman(2001) has 
concluded that exhibitors attributed high importance to booth 
location, and quality of services provided to them while on 
and off site [6]. However, efforts to identify the factors that 
influence the exhibitors’ satisfaction to an exhibition have 
been relatively limited, and these limited studies have been 
undertaken in the context of a developed society. Breiter and 
Milman(2006) identified attendees’ needs and service 
priorities when attending an exhibition from the perspective 
of a convention center[7]. In sharp contrast, almost no 
research of this nature has been conducted in the context of a 
developing country. 

III. METHODOLOGY 

A.  Research method 
The theoretical background for this research is based on 

the importance performance theory originally developed by 
Martilla &James(1977)[8], where the importance and 
performance of products or services are measured on a set of 
selected attributes. Importance is typically measured prior to 
the actual consumption experience and performance is 
measured after the experience has been completed. Results 
are typically presented on a two-dimensional grid which 
consists of vertical and horizontal axes scaling the 
importance and performance of mean values of both 
importance and performance scores(Byeong-Yong &Oh, 
2002)[9]. SPSS 15.0 will be used to process the data, 
Cronbach’s alpha will be used to examine its reliability, and 
t-Test will also be used to test the significance level.  

B. Measures 
The satisfaction scale designed for exhibition industry 

should be different from the measure developed for tourism 
satisfaction. The questionnaire developed for the research is 
based on depth interviews. The interviewees mainly include 
professionals, experts and scholars, as well as the organizer 
and venue of ECF2009, through which 22 influencing factors 
were finally sorted out, including 4 aspects, namely as nature 
of exhibition, onsite service, venue environment and 
ancillary services. As assumptive items, all these 22 
influencing factors are listed in the questionnaire to test the 
value of expectation and satisfaction. A five-point Likert 
scale was used to examine the importance and performance 
that exhibitors perceived in an exhibition, in which 
5=strongly agree, 4=agree, 3=undecided, 2=disagree, 
1=strongly disagree. 

C. Data collection 
ECF2009 was held at the Shanghai New International 

Expo Center from March 1-5 of 2009. The East China Fair, 
initiated in 1991 and thereafter 19 sessions have been held 
successfully, is the largest regional exhibition in China with 
the most traders, great variety of exhibits and the most onsite 
deals. 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%. 

IV. RESEARCH PROCESS AND FINDINGS 

A. General profile of the respondent exhibitors 
The general profile of respondent exhibitors in ECF2009 

was displayed as Table I. As regard to the “Location of 
exhibitor”, in the total sample 58.26% of the exhibitors were 
from Jiangsu &Zhejiang province, which disclosed the 
exhibitors’ regional structure of ECF2009. For being held in 
Shanghai, the city with its 2 closest provinces Jiangsu 
&Zhejiang naturally became the main exhibitor source.  

TABLE I. GENERAL PROFILE OF RESPONDENT EXHIBITORS 

Items Percentage Items Percentage

Shanghai 7.54% First time 16.23% 

Jiangsu &Zhejiang 58.26% 2nd time 13.33% 

Other area in 
China 

32.46% 3rd time 10.43% 

L
ocation of 
exhibitor

Oversea Regions 1.74% 4th times 9.86% 

State-owned or 
collective 

13.33% 

Frequency to E
C

F 5th or more 50.14% 

Non-state owned or 
private 

58.55% Below 99 23.77% 

Joint-venture 13.33% 100 - 499 46.38% 

Foreign-owned 6.09% 500 - 999 15.65% 

Sole traders 4.64% 1000 - 4999 12.46% 

O
w

nership of exhibitor 

Others 4.06% 

Staff size of 
exhibitor

5000 or more 1.74% 

As regard to “Ownership of exhibitor”, in the total 
sample 58.55% of exhibitors were “non-state owned or 
private” enterprises. It might because the main exhibitor 
sources Jiangsu &Zhejiang province were famous for non-
state owned or private enterprises. As regard to “Frequency 
to ECF”, the first time exhibitors (new customer) only 
occupied 16.23% while most exhibitors were old customers, 
which showed that ECF shared a relatively high customer 
loyalty. And as regard to “Staff size of exhibitor”, 23.77% of 
exhibitors were below 99 and 46.38% of exhibitors were 
between 100 - 499. That is to say the exhibitors to ECF2009 
were mostly middle and small enterprises. 

B. Importance and Performance Analysis 
1) Reliability Test 
The reliability alphas, which are designed to check the 

internal consistency of items within each dimension, were 
higher than 0.70 indicating that Nunnally’s(1967) criterion 
was met. After reliability test, the Cronbach's alpha value for 
the expectation level of these 22 influencing factors was 
0.968, and relative Cronbach's alpha value for the 
satisfaction level of these 22 influencing factors was 0.946.  

2) Importance Rank of Exhibitor’s Expectation 
The importance rank of exhibitor’s expectation to the 22 

influencing factors indexed by mean value was displayed as 
Table II. 
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TABLE II. IMPORTANCE RANK OF EXHIBITORS’ EXPECTATION 

Influencing factor Importance 
Rank Mean Standard

Deviation

Purchasing power of buyers 1 4.368 0.772 

Communication platform of ECF 2 4.279 0.863 

Expertise of field personnel 3 4.277 0.751 

Trading opportunities 4 4.268 0.617 

Efficiency of Field Personnel 5 4.188 0.717 

Number of buyers 6 4.179 0.833 

Traffic facilities &service 7 4.177 0.575 

Promotion of ECF 8 4.176 0.576 

Specification of field personnel 9 4.101 0.670 

Transaction volume 10 4.091 0.793 

Onsite order &security 11 4.015 0.744 

Attitude of field personnel 12 4.013 0.609 

Venue sign system 13 4.009 0.740 

Venue layout 14 3.915 0.669 

Venue equipments 15 3.738 0.620 

Food facilities &service 16 3.724 0.617 

Venue neatness 17 3.562 0.662 

Accommodation facilities &service 18 3.562 0.788 

Venue aisles 19 3.544 0.891 

Venue ventilation &brightness 20 3.279 0.863 

Shopping facilities &service 21 3.009 0.854 

Recreation facilities &service 22 2.632 0.979 

 
From table II, we can see that the top 10 influencing 

factors were “Purchasing power of buyers” (mean=4.368), 
“Communication platform of ECF”(mean=4.279), “Expertise 
of Field personnel”  (mean=4.277), “Trading opportunities” 
(mean=4.268), “Efficiency of Field personnel”(mean=4.188), 
“Number of buyers”(mean=4.179), “Traffic facilities 
&service”(mean=4.177), “Promotion of ECF”(mean=4.176), 
“Specification of field personnel”(mean=4.101) and 
“Transaction volume”(mean=4.091). There is no doubt that 
the main purpose of any exhibitor to attend an exhibition is 
to seek for buyers, especially those strong purchasing power 
buyers so as to win more trading opportunities and trading 
volume, therefore they usually cared more about the quantity 
and quality of buyers, and also hope to have a good 
communication environment, as well as professional and 
efficient onsite services and ancillary services.  

3) Performance Rank of the Exhibitor’s Satisfaction  
The performance rank of the exhibitor’s perception to the 

22 influencing factors indexed by mean value was displayed 
as Table III.  

From table III, we can see that the top 10 influencing 
factors were “Venue sign system” (mean=3.928), “Venue 
aisles”(mean=3.899), “Onsite order &security” (mean= 
3.807), “Venue neatness”(mean=3.806), “Specification of 
field personnel”(mean=3.791), “Venue ventilation & 

brightness”(mean=3.780), “Efficiency of field personnel” 
(mean=3.742), “Attitude of field personnel” (mean=3.722), 
“Expertise of field personnel” (mean=3.687) and “Traffic 
facilities &service” (mean=3.699), which showed that the 
exhibitors were  actually more satisfied with the venue hard 
facilities and onsite service, other than what they care most 
in Table II. The venue of ECF2009 Shanghai New 
International Expo Center is one of the best and leading 
expo centers in China, boasting state-of-the-art facilities, 
easily accessible location, a pillar-free, single story structure 
and a wide array of expert onsite services, and also with 
more than 60 world-class exhibitions being held each year. 
And the ECF is also known as a one of most mature 
exhibitions in China, with strong organizers, sponsors and 
personnel team. Maybe that’s why the exhibitors gave such 
high appreciation to the venue and onsite service. 

TABLE III. PERFORMANCE RANK OF EXHIBITORS’ SATISFACTION 

Influencing factor Performance 
Rank Mean Standard

Deviation

Venue sign system 1 3.928 0.805 

Venue aisles 2 3.899 0.769 

Onsite order &security 3 3.807 0.851 

Venue neatness 4 3.806 0.846 

Specification of field personnel 5 3.791 0.809 

Venue ventilation &brightness 6 3.780 0.802 

Efficiency of Field personnel 7 3.742 0.873 

Attitude of field personnel 8 3.722 0.895 

Expertise of field personnel 9 3.687 0.822 

Traffic facilities & service 10 3.635 0.866 

Accommodation  facilities &service 11 3.591 0.855 

Promotion of ECF 12 3.571 0.811 

Venue equipments 13 3.536 0.946 

Venue layout 14 3.513 0.918 

Food facilities & service 15 3.484 0.896 

Communication platform of ECF 16 3.458 0.824 

Shopping facilities &service 17 3.438 0.894 

Recreation facilities &service 18 3.394 0.893 

Purchasing power of buyers 19 3.357 0.830 

Trading opportunities 20 3.267 0.920 

Number of buyers 21 3.258 0.899 

Transaction volume 22 3.226 0.912 

4) Comparative analysis between Expectation and 
Satisfaction of Exhibitors 

By using paired t-test to examine the two groups of data, 
the importance (IMP., the initial expectation) and the 
performance (PERF., actual perceived satisfaction) of the 
exhibitors, as well as the significance results were displayed 
as Table IV. 
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TABLE IV. SIGNIFICANCE TEST OF THE INFLUENCING FACTORS 

IMP. PERF.

Influencing
factors 

M
ean

R
ank

M
ean

R
ank

M
ean

D
ifference 

T

Promotion of ECF  4.176 8 3.571 12 0.605 4.24***

Communication 4.279 2 3.458 16 0.821 5.52***

Number of buyers  4.179 6 3.258 21 0.921 5.74***

Purchasing power of buyers  4.368 1 3.357 19 1.011 6.82***

Trading opportunities  4.268 4 3.267 20 1.001 6.20***

N
at

ur
e 

of
 E

xh
ib

iti
on

 

Transaction volume  4.091 10 3.226 22 0.865 5.33***

Onsite order &security 4.015 11 3.807 3 0.208 1.36 

Specification of field personnel 4.101 9 3.791 5 0.310 2.15*

Attitude of field personnel 4.013 12 3.722 8 0.291 1.87

Efficiency of field personnel  4.188 5 3.742 7 0.446 2.89**

O
ns

ite
 S

er
vi

ce
 

Expertise of field personnel 4.277 3 3.687 9 0.590 3.96***

Venue layout  3.915 14 3.513 14 0.402 2.49*

Venue equipments  3.738 15 3.536 13 0.202 1.22 

Venue ventilation &brightness 3.279 20 3.78 6 -0.501 -3.45**

Venue neatness  3.562 17 3.806 4 -0.244 -1.63

Venue aisles  3.544 19 3.899 2 -0.355 -2.53*

V
en

ue
 E

nv
ir

on
m

en
t 

Venue sign system  4.009 13 3.928 1 0.081 0.57 

Traffic facilities &service  4.177 7 3.635 10 0.542 3.59***

Accommodation facilities 3.562 18 3.591 11 -0.029 -0.19

Food facilities &service  3.724 16 3.484 15 0.240 1.52 

Shopping facilities &service  3.009 21 3.438 17 -0.429 -2.68**

A
nc

ill
ar

y 
Se

rv
ic

es
 

Recreation facilities &service  2.632 22 3.394 18 -0.762 -4.70***

*P<0.05; **P<0.01; ***P<0.001 

From the results of the 2-tailed significance test, except 
the 7 influencing factors of “Attitude of field personnel”, 
“Venue neatness”, “Food facilities &service”, “Onsite order 
&security”, “Venue equipments”, “Venue sign system” and 
“Accommodation facilities &service” did not have 
significant differences(P>0.05), the other 15 influencing 
factors were all had significant differences(P<0.05). 
Meanwhile, from the changing direction of mean value, the 
exhibitors’ perception to the influencing factors in “Venue 
environment” and “Ancillary services” were improved or 
strengthened, while the other influencing factors especially 
in “Nature of exhibition” were apparently reduced or 
weakened. That is to say, the expectation of exhibitors to 
ECF2009 itself was originally high, but their actual 
perceived satisfaction to the exhibition was apparently lower 
than their initial expectations, which might due to the impact 
of the Global Financial Tsunami to some extend. On the 
contrary, the exhibitors originally did not have a high 
expectation to “Venue environment” and “Ancillary 
services”, while it might be for the first-class venue and the 
well developed city Shanghai, their actual perceived 
satisfaction to these aspects were higher than their initial 
expectations. Actually, it reflects a general problem in 

Chinese exhibition industry: China had the world first-class 
venues while lack of world famous exhibition with world 
first-class service. 

V. CONCLUSIONS AND IMPLICATIONS 
Firstly, from the analysis of general profile of respondent 

exhibitors, the ECF can be regarded as one of the most 
successful exhibitions in China, with a strong power both to 
attract new exhibitors and retain old exhibitors. Its exhibitors 
are mainly middle and small non-state owned or private 
enterprises from Shanghai and its two closest provinces, 
Jiangsu and Zhejiang. Secondly, from the analysis of 
importance rank, we find what exhibitors care most are the 
real benefits they could get from the exhibition, namely as 
the number and purchasing power of buyers, trading 
opportunities and transaction volume, as well as efficient 
service. Thirdly, from the analysis of performance rank, we 
find that the general satisfaction of exhibitors to ECF2009 is 
not high enough, which implies that the Global Financial 
Tsunami occurred in 2008 has shown some negative impacts 
on Chinese exhibition industry. Fourthly, from the 
comparative analysis, we find that the hardware of the 
Chinese exhibition industry is satisfactory, while the 
exhibition itself and its service are still need to be improved 
urgently and continuously.   

For limitation of time, energy, finance and experience, 
the sample of this research might be relatively less and over 
concentrated, and the adopted 22 influencing factors might 
be relatively limited. Meanwhile, the Global Financial 
Tsunami might also have some negative impacts on the 
statistical results to some extend. Therefore, we hope it can 
be improved in the future researches. 
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