
Once spotted from afar, a new market should be 
thoroughly assessed for, so that strategists can make 
smart decisions for the strategic positioning of their 
product(s) or service(s).  A powerful tool that we often 
recommend to our clients is a conjoint analysis.  This 
analysis involves custom primary research techniques 
tailored specifically for each client.  It is labor intensive, 
but the clarity gained from objective segmentation and 
associated segment-specific insights are invaluable for 
competitive positioning.  This slideshow will illustrate 
how it works.  



• A Chinese trade show organizer is planning to launch a 
revolutionary trade center in the United States.  The 
trade center would stay open all year long and be located 
in the United States, so it would provide an extra 
element of convenience to buyers located in the 
Americas.  Very few organizers have attempted to launch 
such a trade center and never at such a massive scale.  
Thus, if the organizer gains sufficient understanding of 
the marketplace and the needs of key stakeholders, it 
could become an enormous success. 
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• The organizer’s exhibitor client base is primarily 
made up of Chinese consumer product suppliers who 
have never traveled overseas nor established sales 
offices in outside of China.  Currently, the organizer 
has no idea if these clients would be interested in 
displaying their products at a trade center in the 
United States, nor how much they would be willing 
to pay if the group indeed was interested. 
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• China Brand Consulting conducted a survey from a sample of Chinese 
suppliers.  The survey included a question that required the respondents 
to rank nine distinct service options with cost to the supplier, location/city, 
the inclusion of 1-on-1 meetings with large buyers and the inclusion of e-
commerce capability. 
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• Three supplier segments emerged: 
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• The LA Low Baller segment was highly price sensitive 

$40,000 $80,000 $120,000 

Value Seekers -0.76 1.55 -0.79 

LA Low Ballers 2.09 0.39 -2.48 

Vegas Big Betters -0.07 0.6 -0.53 
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• Location was very important for the Vegas Big Betters 

Los Angeles, CA Las Vegas, NV Phoenix, AZ 

Value Seekers -0.24 -0.33 0.58 

LA Low Ballers 0.82 -0.45 -0.36 

Vegas Big Betters 0.07 1.2 -1.27 
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• Value Seekers highly desired 1-on-1 meetings 

Yes No 

Value Seekers 1.14 -1.14 

LA Low Ballers 0.52 -0.52 

Vegas Big Betters 0.7 -0.7 
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• Vegas Big Betters were not interested in E-commerce 

Yes No 

Value Seekers 0.7 -0.7 

LA Low Ballers 0.36 -0.36 

Vegas Big Betters -0.9 0.9 
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• Segmentation: We learned that not all Chinese suppliers 
think alike.  In fact, there are 3 sub-groups. 

• Price:  We learned that two groups are willing to pay more for 
the intangible attributes that they desire most – one was not. 

• Location:  We learned that one group’s willingness to pay 
heavily depends on the location of the trade center 

• 1-on-1 Buyer Meetings: Every group desires this service 
attribute, but to different degrees 

• E-Commerce: Mixed reviews for E-commerce emerged – 
some groups liked it, some did not. 
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• Combined with other survey and focus group 
insights, China Brand Consulting was able to collect 
the insights that were key to any trade show 
organizer considering launch of a trade show with 
Chinese exhibitors within the United States.  With 
this information, service development could progress 
and strategic marketing decisions could now be 
made with confidence. 


