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Abstract

The study was based on the following objectives (1) to determine the relevant
components and engagement factors that affect the product exhibition and the
customers’ perceived value towards the product exhibition; (2) to study the causal
relationship model of the relevant component and engagement factors that affect the
customers’ perceived value towards the exhibition; (3) to formulate guidelines effective
enough to have a positive impact on customers’ perceived value towards the exhibition.
The key instrument used in this study was a questionnaire. The data were collected by
random sampling consisting of 1,000 respondents attending the product exhibition. The
statistical analysis used in this study were frequency, percentage, arithmetic mean and
standard deviation including structural equation model for the analysis of the causal
relationship for drawing the research conclusion. The results indicated that most of the
customers had a high level of agreement ( X = 3.88) to the important components of the
product exhibition particularly on matters like trustworthiness along with verbal and visual
product explanations. They also had a high level of agreement to the engagement factors
(X = 4.15) of the exhibition particularly on matters like motivation, meaningfulness to
their daily life and gaining experiences. Furthermore, the customers’ perceived value of
the exhibition was at the highest level particularly for freedom and privacy as well as self-
expression, identity and uniqueness including ability, and career excellence. It was found
that the personal information like gender, age, location, and participation were important
factors affecting the exhibition. The component and the engagement factors during the
exhibition had a causal relationship towards the perceived value (R* = 0.497).The value
engagement guidelines to increase the customers’ perceived value suggested that
information selection of customers should explicitly reflect freedom, individualism that

would express identity and uniqueness which resulted in the promotion of career

advancement as well as improvement of skills in exhibition organizers.
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