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EXHIBITION AS A SOCIO-CULTURAL PHENOMENON AND OBJECT OF EVENT
MANAGEMENT

The purpose of the article is a theoretical analysis of exhibition activity as a cultural phenomenon and an object
of event management. The research methodology is based on the use of dialectical, systemic, cultural and
interdisciplinary approaches, which makes it possible to comprehensively investigate the multifaceted phenomenon of
the organisation of exhibition activities. The scientific novelty lies in deepening the understanding of the nature of the
exhibition phenomenon and the peculiarities of its event management in the conditions of complicated social relations,
uncertainty, and turbulence. Conclusions. The exhibition is a special cultural phenomenon, an object of event
management, a source of information about the achievements of individual enterprises, industries, regions, and
countries, as well as an effective marketing tool of intercultural communication. It is a semiotic space formed for the
purpose of presenting ideas, things created for their presentation to society. Exhibits as semiotic signs form certain
meanings, emotional and figurative cognitive activity, contribute to the growth of interest in the relevant products, the
development of national culture and economy. Considering the exhibition as a product allows you to look at this
marketing tool in the event management system in a new way, identify all the opportunities it provides and use them to
get the maximum effect from the exhibition. The market of exhibition services is steadily growing. However, there is a
conflict of interests between the organisers and the exhibitors: the organisers cannot offer a product that satisfies the
communication needs of the exhibitors, and because of this, the exhibitors do not fully use all the possibilities of the
exhibition. The reason for this is insufficient methodical support of the exhibition activity, as well as failure to take into
account the assessment of the level of organisation of the exhibition and the quality of services provided by its
organisers.

Keywords: exhibition, event management, exhibition product, market of exhibition services, effectiveness and
efficiency of the exhibition.

Kosanenxo €nena Apocnasiena, xanouoam eKOHOMIUHUX HAYK, OOYyeHm, Kagedpa apm-menelxicmenmy ma
isenm-mexunonociu, Hayionanvna axademis kepisnux xaopie kymbmypu i mucmeyme;, Mapmunuwmun Hpocnag
Mukonaitoguu, 00OKmop eKOHOMIYHUX HAYK, npogecop, Kagedpa meHedxrcmenmy ewin ma woy-oiznecy, Kuiscoruil
HayioHATbHULL YHIgepcUumem Kyibmypu i MUCTNEeYma.

BucraBka sik coiokyJIbTypHUI ()eHOMEH i 00’ €KT iBeHT-MeHeIKMEeHTY

Mera crarTi — TEOpeTHYHMI aHalli3 BUCTAaBKOBOI JisUIBHOCTI SIK ()EHOMEHY KyJbTypH Ta O0’€KTy iBEHT-
MCHEKMEHTY. MeToa0JIorisi  HOCTiIKeHHs TPYHTYETbCS Ha BHUKOPHCTaHHI JIaJIeKTUYHOTO, CHCTEMHOTO,
KYJIBTYPOJIOTTYHOTO 1 MDKIMCLIMIUTIHAPHOTO MiIXO/IIB, IO Ja€ MOXJIMBICTh KOMIUIEKCHO JOCIHIIKYBaTH OaraTorpaHHe
SBUILlE OpraHizalii BUCTaBKOBOI XisutbHOCTi. HaykoBa HOBM3HA Toyisirac y NOTIHONEHHI PO3YMiHHS TPHPOAX
(¢eHOMEHY BHUCTaBKM N ocoOnmBocTel Ii iBEHT-MEHEI)KMEHTY B yMOBaX YCKIaJHEHHS CYCHIJBHUX BiJHOCHH,
HEBM3HAYEHOCTI Ta TypOysieHTHocTi. BucHoBkH. BucraBka € ocoOnuBUM (EHOMEHOM KyJIbTYpH, 00’€KTOM IBEHT-
MEHEIDKMEHTY, DKepesoM iHdopMamii Mpo JOCATHEHHS OKPeMHX MiIIPHEMCTB, Tally3ed, perioHiB, KpaiH, a TaKoxX
e(eKTUBHUM MapKETHHIOBHUM IHCTPYMEHTOM MDKKYJIBTYpHOI KOMyHikalii. BoHa sBise co0010 ceMiOTHUHHI MPOCTip,
chopMOBaHUI1 3 METOIO MIPE3CHTAIl] ieH, peuei, CTROPEHUX I IXHBOTO MPEACTABICHHS CyCHiIbCTBY. EKCIIOHATH SIK
ceMioTHYHi 3HaKW (OPMYIOTH MEBHI CMHCIIH, €MOLIIHO-00pa3Hy IMi3HAaBaJIbHY AKTHBHICTH, CIPHUSIOTH 3POCTAHHIO
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iHTepecy N0 BIAMOBIMHUX TMPOMYKTIB, PO3BUTKY HAIlIOHAIBHOI KYJBTYpH Ta TOCHOIApCTBA. PO3MIISAN BHUCTaBKH SK
MPOAYKTY JO3BOJIAE II0-HOBOMY IMOTJSIHYTH HAa IEH IHCTPYMEHT MApKETHUHTY B CHCTEMi I1BCHT-MCHEIKMCHTY,
BH3HAYUTH BC1 MOJJIMBOCTI, sSIKi BiH HaJae i BUKOPHCTOBYBATH iX JJIsI OTPUMAaHHS MaKCUMAJIBHOTO €(EeKTy Bia
€KCIIOHYBaHHs. PUHOK BHCTAaBKOBHX MOCIYT HEYXHJIBHO 3pocTae. OJHAK iCHYE MPOTUPIYYsl IHTEPECiB OpraHi3aTopiB Ta
eKCIIOHECHTIB BUCTABOK: OPTaHi3aTOPH HE MOXKYTH 3alPOMOHYBATH MPOIYKT, M0 33J0BOJIBHSIE MOTPEOy EKCIIOHEHTIB y
KOMYHIKaIlii, a CKCTIOHCHTH 4epe3 e He JI0 KiHI BUKOPUCTOBYIOTH YCi MOXIIMBOCTI BHCTaBKHU. [IpUYMHOIO IBOTO €
HEIOCTaTHS METOAWYHA 3a0€3IEeYCHICTh BUCTABKOBOI IisUTHHOCTI, a TAaKOXK HE BpaxXyBaHHS OIIIHKH PiBHSA OpraHi3armii

BHUCTAaBKH Ta SKOCTI TOoCJIyT, IO HAAar0ThCA it opraHi3aTopaMM.

KnarouoBi cioBa: BucTaBKa, iBEHT-MEHEIPKMEHT, BHCTaBKOBHI IIPOXYKT, PHHOK BHCTAaBKOBHX IIOCIYT,

PE3yIBTATUBHICTD | €PEKTUBHICTh BUCTaBKH.

Relevance of the research topic. The
exhibition as a special cultural phenomenon is of
great importance in the organisation of society's
life activities. Its multifaceted nature is
determined by its political, economic and socio-
cultural significance. In the conditions of
globalisation, there is a growing need for a wide
presentation of the achievements of individual
people, enterprises, villages, cities, regions, and
countries of the world through various
exhibitions.

The exhibition business is an integral part
of the life of society, as well as one of the factors
that significantly affects the formation of the
future outline of the world community. It is not
only a source of information about the
development of the country, region, industry,
individual enterprises, but also an effective
marketing tool of intercultural communication,
where in personal contact with a partner the
exhibitor can identify his needs, that is, convey to
them a significant amount of useful information,
thereby ensuring in the future a source of income
for themselves.

Studies of exhibition activity show that,
despite the fact that the exhibition is an
infrastructural branch of the service sector, as a
specific organisation with a complex internal
structure, it is a unique system with feedback, an
object of event management and a cultural
phenomenon. All that has been said determines
the relevance of this research.

Analysis of research and publications.
Exhibition activity is the subject of research by
economists, political scientists, sociologists,
experts in the field of international relations, as
well as cultural experts. In the works of such
domestic  authors as I|. Antonenko  [1],
Y. Antonyuk, 1. Shindyrovskyi [2], L. Zelenska
[3], L. Lukashova [4], V. Pekar [5], T. Povalii [6],
T. Tkachenko, T. Dupliak [7] raise issues related
to economic and socio-cultural aspects of
exhibition activities. In the studies of foreign
scientists — C. Breden [8], R. Dowson, B. Albert,
D.Lomax [9], V.Gera [10], S.Goyal [11],
M. Rohtmaa-Jackson [12], A. Sharma, S. Arora
[13], A.Shone, B.Parry [14], K. Séilen [15],
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D. Tassiopoulos [16], J. Tum [17] - the
importance of intensifying the management of
exhibition activities is emphasised for successful
business in the modern socio-cultural situation.

Despite the considerable volume of
literature, the activity of exhibitions as specific
organisations producing important economic,
socio-cultural services and information has not yet
been sufficiently studied. This is due to the
complexity and ambiguity of the exhibition
activity, as well as the multifacetedness of the
exhibition information and the specifics of the use
of information and communication technologies
in the modern cultural space. Therefore, the issue
of event management of the exhibition business
needs additional research.

The purpose of the article is a theoretical
analysis of exhibition activity as a socio-cultural
phenomenon and an object of event management.

The research methodology is based on the
use of dialectical, systemic, cultural and
interdisciplinary approaches, which makes it
possible to comprehensively investigate the
multifaceted phenomenon of the organisation of
exhibition activities.

Presenting main material. A modern
exhibition is a new form of a complex
organisation that is rapidly developing, has a
certain set of interconnected and interdependent
goals, its own resources, which are used to realise
the set goals. The originality of exhibitions is that
they created and sold not material products, but
information about products, their advantages and
features.

Exhibition activity involves purposeful,
planned activity of the enterprise, the ultimate
goal of which is to find new consumers,
consolidate relations with old ones and, as a
result, conclude contracts with them for the sale of
products and the development of cross-cultural
contacts. This activity is also an important way of
objective self-assessment of the country, its
technical level of production and services. Such
self-esteem is extremely important not only for an
individual enterprise or organisation, but also for
the country as a whole. An objective view of the
country's place in science, culture, production, and
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the social sphere allows building a development
strategy for the future.

Modern  society has acquired an
informational character. Information provided in
digital form becomes a strategic resource of
society, and the level of technologies used for its
acquisition, delivery, transformation and use
becomes one of the main factors contributing to
socio-cultural and economic  development.
Information becomes the most important strategic
information resource of society and occupies a
key place in the economy, education, and culture.

The exhibition is also a kind of socio-
cultural phenomenon that affects the cultural,
spiritual, political, and economic aspects of life.
The complexity of research in this area is
determined by the fact that an exhibition is a
space created by a person for the purpose of
presenting ideas, objects, things created by other
people for their presentation to the audience.
Since both the organisation of the exhibition space
itself and the selection of exhibited objects are
carried out in accordance with the ideas, tasks and
goals of the exhibition, it can be said that the
exhibition is a subjective image of the objective
world, a materialised representation of some idea
of it. In the space of the exhibition hall, individual
objects and exhibits appear in a single
composition, where they are grouped in a certain
way and act as parts of a whole that has its own
idea and meaning. All these given ideas and
images meet in the space of the exhibition hall
with the subjective ideas of the viewer. Therefore,
when organising an exhibition, its authors always
focus on the currently leading type of perception,
taking into account the main ideas and perceptions
in society.

The trends of modern exhibition activity are
determined by the fact that a person, living in a
society saturated with information, changes, and
information, ideas, concepts become the main
thing for them. They come to the hall for
spectators, where the exhibits as semiotic signs
are combined into meanings, forming a single
composition — an exposition. The exhibition
activity of recent years is also determined by the
fact that today's world processes are characterised
by the collision and confrontation of two main
trends: globalisation, on the one hand, and
multipolarity and the desire of individual
countries to preserve traditional culture on the
other. At the same time, globalisation does not
recognise any collective identities, it unifies all
spheres of social life, which leads to the loss of
existing stereotypes of behaviour, formed moral
and ethical concepts and spiritual values.

Therefore, life experience shows that with
the correct organisation of the exhibition space
and the well-thought-out theme of the products on

display, during the exposition, it is possible to
form in visitors an emotional attitude to the
surrounding reality, to stimulate emotional and
figurative cognitive activity in them, to contribute
not only to the growth of interest in certain
products, but also the development of the national
economy.

Today, businesses operate in conditions
where one party is better informed than the other
does, which affects the outcome of a market deal.
The method of overcoming this asymmetry is
information provision. This task at enterprises is
performed by marketing communications, which
must not only collect information about market
subjects, but also disseminate data about their
activities.

Exhibitions have proven to be an effective
tool of marketing communications. This led to the
search for an optimal management system for
exhibition activities. The object of this event
system is the exhibition itself, and the main
subject is the enterprise organising the exhibition.
At the same time, the organiser in Ukraine can be
a national, interregional and regional exhibition
centre, or any other enterprise. In addition, the
organiser of the exhibition may have several
contractors engaged in the performance of various
works (design, construction, decoration of the
exhibition and exhibition stands, attraction of
participants, provision of various services). The
subjects of the management event system are also
the enterprises participating in the exhibition.
However, they are local entities, as they manage
only their exhibits, not the exhibition as a whole.

The results of the conducted research
allowed us to formulate the concept of the
exhibition activity of the enterprise, which is
defined as a set of processes consciously oriented
to the solution of the goals set for the exhibition,
tasks and criteria for evaluating the effectiveness
of their implementation in order to ensure a
favourable information field for the enterprise in
the implementation of marketing communications.

An analysis of the communication process
that takes place within the framework of the
exhibition event is offered from the point of view
of the organisation of marketing communications.
At the same time, it should be noted that the main
advantages of the exhibition as a communication
process are a short message transmission channel,
quick recording of the consumer's reaction to the
message, immediate feedback and minimal
obstacles in the transmission of the message. We
believe that the main usefulness of the exhibition
for exhibitors is that it clearly demonstrates the
segment of the market — novelties, filled and
empty segments, the scale of companies and helps
the company determine its place in the market.

In our opinion, the market of exhibition
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services can be defined as a set of economic
relations between its various subjects regarding
the sale of an exhibition product. Subjects of the
market of exhibition services interact according to
the law of supply and demand. In this case, the
demand for the exhibition as a product is formed
by exhibitors and exhibition visitors, and the
supply by their organisers. At the same time, the
organisers themselves create demand for such
components of the product as premises for
exhibitions, exhibition  structures, printing
products, accommodation  services, food,
transportation, and entertainment for exhibitors.

For the purpose of analysis, it is advisable
to consider the exhibition as a multi-level product
system. Within this system, at the first level, the
product is the satisfaction of communication
needs between exhibitors and visitors. The second
level of the system contains the goods in actual
execution, that is, the number and composition of
visitors, exhibition space, exhibition equipment,
the number and composition of exhibitors, the
venue of the event, its scale and basic services. At
the third level of the system, additional services of
organisers and exhibitors act as a product.

In the exhibition event management, it
should also be taken into account that the
exhibition, like any other product, has its own life
cycle, which, in our opinion, consists of the
following stages: 1)the youth stage: the
exhibition is primarily aimed at specialists, the
terms of participation are available, both leading
enterprises and those seeking to enter a new
market or a new region with minimal costs are
involved; 2) the stage of maturity: the exhibition
becomes known, the circle of its participants and
visitors expands, the conditions of participation
become more and more strict, the struggle for the
best places and the opportunity to promote oneself
begins, the effectiveness of participation from the
point of view of business contacts and image
becomes maximum; 3)the aging stage: the
exhibition gradually turns into a show: a large
number of visitors, large company stands and
increasingly lower value in terms of establishing
business contacts and conducting negotiations;
exposure has only an image effect; 4) the dying
stage: the event gradually loses its participants
and visitors; participation in such exhibitions has
no effect.

The effectiveness of the participation of
various enterprises depends on the stage of the
exhibition's life cycle. In addition, practice shows
that the stage of the life cycle of the exhibition can
affect the value of the exhibition product: it is
minimal at the stage of youth, and reaches its
maximum value at the stage of aging.
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At the moment, the main problem of the
exhibition industry in Ukraine is the divergence of
interests of the organisers and the participants of
the exhibition: the organisers do not sell the need
for communication, but the exhibition space, and
thus do not satisfy this need. Research results
showed that the second important problem is a
significant gap in the level of preparation and
holding of exhibition events in large cities, centres
of business activity, and other regional centres.

In large cities, the organiser is a
professional firm for which exhibitions are the
main field of activity. This company has its own
website, which provides complete information
about the event (plan of the exhibition space,
prices, business programme of the event), history
of the exhibition, feedback from the mass media,
methodological recommendations for preparing
for the exhibition, and official documentation.
Here, the number of participants is large, there are
specially equipped premises for holding an
exhibition event, a high level of personnel
training, a fairly wide range of services. In small
towns, everything is almost the opposite: the
organisers are unprofessional companies, there is
no operational website, the number of participants
is small, the premises, as a rule, are not equipped
and not intended for holding exhibitions, the level
of personnel training is low, and the necessary
internal infrastructure is missing. All this makes
local exhibitions less effective, compared to
central and interregional ones.

In order to increase the efficiency of
exhibiting, the following sequence of the process
of managing the enterprise's exhibition activities
is proposed: 1) justification of the choice of
exhibitions as a tool of the enterprise's marketing
policy; 2) purpose of participation in exhibitions;
3) analysis of exhibitions within the industry
(topics, nomenclature, target groups, regional
scope);  4)selection  of  exhibitions  for
participation; 5) approval and approval of the
schedule of exhibition activities; 6) preparation;
7) participation or attendance; 8) summarising the
results of the exhibition, analysis, evaluation of
effectiveness and efficiency. Within the algorithm
of the enterprise's exhibition activity process,
special attention should be paid to the selection of
exhibitions. It is at this stage that the effectiveness
of exposure in general is established.

A system of effectiveness and efficiency
indicators is proposed for the analysis of the
organisation of exhibition activities. Effectiveness
involves determining the degree of achievement
of the set goal (for example, fully achieved,
partially  achieved, in  percentage). The
effectiveness of exposure is the definition of
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specific indicators for evaluating the use of
enterprise resources in the implementation of the
strategy. It is advisable to evaluate the
effectiveness of the exhibition activity of the
enterprise in three stages: expert evaluation of the
performance of the exhibition, primary evaluation
of effectiveness, evaluation of economic
efficiency.

The first stage in determining the
effectiveness of the exhibition is an expert
assessment of the company's participation in the
exhibition. As evaluation criteria, it is proposed to
use the elements of the exhibition product, for
example, the total number of visitors at the
exhibition — the total number of contacts at the
stand; quality of construction of the exhibition
area — quality of stand construction. It should be
noted that it is possible to change the assessment
criteria, taking into account the tasks actually set
for exposure.

The next stage of the exhibition evaluation
is the initial evaluation of its effectiveness, which
is carried out within ten days after the end of the
exhibition based on quantitative and qualitative
indicators. Quantitative indicators: (1) stand
visitors: number of visitors; comparison of the
composition of visitors to the stand with data from
past exhibitions; the share of visitors who make
up the target group; contact costs for one visitor;
audience activity; (2) negotiations: the number of
negotiations; the number of negotiations that
ended with an application, a memorandum of
intent; (3) competitors: the size of the stand
compared to competitors; (4) content analysis of
mass media (resonance in the press). Qualitative
indicators: (1) visitors to the stand: the analysis of
the composition of visitors is carried out
according to the following positions: regional
composition, official position, industry, status of
the enterprise; (2) competitors: location of the
stand, equipment compared to competitors;
(3) participation and presentation of the enterprise
at conferences, symposia within the framework of
the exhibition.

When evaluating exposure, it is suggested
to wuse additional factors that affect the
effectiveness of participation in the exhibition, in
particular, analysis of the exhibition budget,
advertising campaign, work at the exhibition,
development of prospective contacts. This will
allow to adjust the exhibition concept of the
enterprise: objectively assess its potential and
avoid possible mistakes.

The final stage of the exhibition evaluation
is conducted half a year after the exhibition and
consists in evaluating the economic efficiency of
the exhibition. When calculating it, the amount of
concluded contracts is taken into account for each
hryvnia invested in the exhibition. Based on the

fact that the goals of participation in the exhibition
are different, in order to evaluate the economic
efficiency of the exhibition, it is suggested to use
the investment return ratio, which includes
indicators of the cost of one exhibition, the cost of
contact, the share of sales per hryvnia of costs.

By the end of the reporting period, based on
the summarized results, a general report is formed
with an analysis of the effectiveness of the held
exhibitions, which includes an analysis of the
mistakes made and recommendations for the next
planning period.

Therefore, the mechanism of organisation
of exhibition event management proposed in the
article will allow enterprises — participants and
organiszers of exhibitions to more effectively use
the exhibition as a tool of communication policy,
which will undoubtedly improve the information
background of enterprises, as well as allow more
rational use of available resources and more
balanced management decisions.

The scientific novelty of the article lies in
deepening the understanding of the nature of the
exhibition phenomenon and the peculiarities of its
event management in the conditions of the
complication of social relations, uncertainty, and
turbulence.

Conclusions. The exhibition is a special
cultural phenomenon and event management
object. It is not only a source of information about
the achievements of individual enterprises,
industries, regions, countries, but also an effective
marketing tool for intercultural communication.
The exhibition affects the cultural, spiritual,
political, and economic aspects of society. It is a
semiotic space formed by a person for the purpose
of presenting ideas, objects, things created by
other people for their presentation to the audience.
This is a subjective image of the objective world,
a materialised representation of some idea of it.
Exhibits as semiotic signs are composed of
meanings, forming a complete composition. It has
been established that with the correct organisation
of the exhibition space and a well-thought-out
theme, it is possible to form an emotional attitude
to the surrounding reality in the visitors during the
exposition, to stimulate emotional and figurative
cognitive activity in them, to contribute not only
to the growth of interest in certain products, but
also to the development of national culture and
economy.

Considering the exhibition as a product
allows you to take a new look at this marketing
tool in the event management system, identify all
the opportunities it provides, and use them to get
the maximum effect from the exhibition. The
market of exhibition services has a steady growth
trend. However, there is a conflict of interests
between the organisers and the exhibitors: the
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organisers cannot offer a product that satisfies the
communication needs of the exhibitors, and
because of this, the exhibitors do not fully use all
the possibilities of the exhibition. The reason for
this is the insufficient methodical security of the
exhibition activity, as well as the failure to take
into account the assessment of the level of
organisation of the exhibition and the quality of
services provided by its organisers.

To increase the efficiency of exhibition
activity, approaches are proposed that will allow
more rational and effective use of the exhibition
as a tool of marketing communications with the
aim of creating a favourable information field for
making optimal management decisions.
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