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Survey Summary

Total number of exhibitors: 246
Onsite survey collected: 217
Overall on-site response rate: 88.2%
Invited online survey: 246
Opened online survey: 280
Completed online survey: 18
Overall online response rate: 7.32%
Total survey collected (onsite + online) 235
Overall response rate: 95.5%

[235/246]



Nature of Business(es) of Exhibitors

Private Jewellery Collector

Gem Laboratory/ Gemologist

Mail Order House/ e-Trailer

0 (0%)
1 (0%)

1 (0%)

Gift Shop

Jewellery Trade Association

Department/Chain Store

4 (2%)

5 (2%)

j 6 (3%)

Jewellery Designer

9 (4%)

Buying Agent

22 (10%)

Importer

28 (13%)

Retailer

30 (14%)

No. of people responded:
No. of people skipped:

221
14

Wholesaler

93 (42%)
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Are you a first -time participant in this exhibition?

No. of people responded: 226
No. of people skipped: 9

High retention rate (79%) was recorded.



How did you learn about this exhibition?

L No. of people answered: 192
At other exhibitions |&§ No. of people skipped: 43

Electronic promotion
Word of mouth
Website

Direct mail

Advertisement
At UBM Asia's jewellery exhibition

Among all channels, UBM Asia’s jewellery exhibition (51%) and advertise  ment (39%) are
the major channels for exhibitors to learn about this fair.



How did you learn about this exhibition?
(Base: exhibitors who learnt the show from advertis ement)

No. of people answered: 63
Outdoor No. of people skipped: 172
advertising
Mass media
Trade
publications

Ad campaign in trade publications draws the attenti on of the vast
majority of respondents (68%).



China International Gold,

Jewellery & Gem Fair -
Guangzhou

China International Gold,
Jewellery & Gem Fair -
Shanghai

June Hong Kong Jewellery &
Gem Fair

September Hong Kong
Jewellery & Gem Fair

How did you learn about the Fair?

- analysis of the answers under
“UBM Asia’s jewellery exhibitions”

No. of people answered: 85
No. of people skipped: 150

The result revealed the our September Fair (64%) and June Fair (41%) provide
an excellent platform for promoting our Shenzhen Fa ir.

As most of the exhibitors selected more than one fair when answering this
guestions and therefore, the total percentage of this questions in more than 100%.




What are your major products category?

Finished Jewellery
Gemstones

Silver Jewellery

Packaging & Technology No. of people answered: 212

No. of people skipped: 23

Pearls

Diamonds

Finished jewellery (32%) is the major exhibit categ  ory at the Fair . It follows with
gemstones (22%), silver jewellery (17%) and packaging & technology (17%).

As most of the exhibitors selected more than one product category when answering
this questions and therefore, the total percentage of this questions in more than

100%.



Which are your current (geographical) markets?

Others No. of people an_swered: 222
No. of people skipped: 13

Central & South America
Middle East

Eastern Europe

North America

Western Europe

Asia (exclude China & HK)

Hong Kong

China

China (72%) is the major current market for most ex  hibitors . It follows with
Hong Kong (41%), Asia (26%) and Western Europe (26%).



Which are your new target (geographical) markets?

Others
Middle East

No. of people answered: 209
No. of people skipped: 26

Asia (exclude China & HK)

Eastern Europe

Central & South America
North America

Western Europe

Hong Kong

China

Similar to the results of Q4, we found that China and Hong Kong are the most
important markets to our exhibitors.

Instead of exploring the Asian markets, more exhibitors would like to explore
the Western Europe market .



To what extent do you think your objectives

for exhibiting in this exhibition have been achieve

d?

Look for new buyers 43% 39% 10%2%
Seek franchise partners/ agents 33% 17% 23%

Explore new markets 35% 46% 9%2%

Explore new products 37% 43% 5% 6%

No. of people responded: 324 o

No. of peop|e Sk|pped 0 Brand-bUIldlng 41% 37% 6% 8%
Collect market information 48% 36% 6%3%
Consolidate contacts with buyers/ business partners 54% 29% 79%2%

Fully achieved Fairly well achieved Not quite achieved Did not achieve at all Not applicable

Among all objectives provided, consolidate contacts with buyers/ business partners
highest score of satisfaction

(63%) received

The Shenzhen Fair received higher percentage of customer satisfaction from exhibitors on the areas of

“Look for new buyers”(43%), “Brand-building”(50%), “Collect market information”(54%) and “Consolidate
contacts with buyers/ business partners”(63%).



To what extent are you satisfied with the following ?

No. of people responded: 211
No. of people skipped: 24

Business opportunities 55%

Visitor traffic 36%
Visitor quality

Service of our staff pre-show

Service of our staff onsite

Facilities and services of the exhibition

Official stand contractor(s)

Official forwarding agent(s)

Move-in and move-out arrangement

Extremely satisfied Quite satisfied ¥ Not so satisfied Not satisfied at all

In general, exhibitors are satisfied with the service standard. 80% of respondents were
satisfied with the services of our staffs pre-show(82%) and onsite(79%) service.

Moreover, 70% exhibitors are satisfied with the visitor qua  lity and 62% of exhibitors
satisfied with the business opportunities brought f rom this fair.



Please give an overall rating for your visit to this
exhibition

No. of people answered: 217
No. of people skipped: 8




How useful are the following marketing materials/
channels provided by the organiser in promoting you r
presence at the exhibition?

Extremely satisfied Quite satisfied Not quite useful Not useful at all

51% 33%

Printed invitation

50% 32%

e-Invitation

Special invitation to your VIP
buyers on your behalf

57% 21%

Listing of your company on
the website of this exhibition

55% 23Y%

In general, exhibitors found the given marketing to ols by the organiser are useful
to promote their presence at the show (over 60%).

Among all marketing tools we provided, “special invitation to your VIP buyers on
your behalf” received highest percentage of satisfac tion (75%).



If you promote your presence at this exhibition wit h
your own resources via any of the following channel S,
please indicate how useful they are.

On-site Advertising 46% 28% 11%
Run adverﬂsemgpts prior to 47% 29% 10%
the exhibition
Invite buyers by mail 39% 39% 9%
Invite buyers by emails 56% 289 4%
Invite buyers with phone calls A% 219 7%

Extremely effective Quite effective Not quite effective Not effective at all Not applicable

Among all marketing channels, exhibitors believe that invite buyers with phone calls (70%)
Is the most effective way to promote their presence . It follows with invited buyers by emails
(66%), ran advertisement prior to the fair (59%) and invited buyers my mail (44%).

58% of exhibitors think that onsite advertising can help them to promote their presence at the
fair.



How often do you make use of the following marketin g
channels to promote your business?

Trade exhibitions 33% 14%

Sales

. 32% 34%
representatives/agents

Professional print

L. 32% 35%
publications
Professional websites 32% 26%
0% 20% 40% 60% 80% 100%
All the time Most of the time Seldom Not at all

Trade exhibitions(85%) is the most common marketing channel for exhibitors to
promote their business. It follows with professional websites (62%) and print
publications (53%).



Please tick the THREE jewellery exhibitions thatyo u
rate most important

First Choice Second Choice
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No. of people responded: 235
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Please tick the THREE jewellery exhibitions in Chin  a
you rate most important
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What are your plans for participating in this
exhibition next year?

a larger booth
a booth same size as this time
a smaller booth

75% of the exhibitors agree that the Fair is worth to invest and would like to
participate the show again with the same size asthi s time (62%).



Are you interested exhibiting in other UBM Asia’s
jewellery exhibitions?

September Hong Kong Jewellery &
Gem Fair 2010

China International Gold, Jewellery &
Gem Fair -Shezhen 2010

China International Gold, Jewellery &
Gem Fair - Shanghai 2010

June Hong Kong Jewellery & Gem Fair
2010

China International Gold, Jewellery &
Gem Fair - Guangzhou 2010

Japan Jewellery Fair 2010

June Hyderabad Jewellery, Pearl &
Gem Fair 2010

Istanbul Jewelry Show - March 2010

Gem & Jewellery India International
Fair - Chennai 2011

In general, they are interested exhibiting in other UBM Asia exhibitions (91%). Most of

59% (91)
| 54% (83)
| 33% (511)
| 30% (47)
| 28% (43)
| 5% (B)
| 3% (4)
j 2% (3)
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