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Abstract. This study addresses critical gaps in existing literature on overseas 

exhibition marketing by proposing an Integrated Phased-Engagement Frame-

work, which synthesizes Rogers' Innovation Diffusion Theory and Hofstadter's 

cultural adaptation principles. Through a case study of NEPCON China's 2024 

campaign targeting Southeast Asia and the Middle East, the research demon-

strates how industry-specific technical localization, culturally embedded com-

pliance, and extended B2B engagement timelines significantly enhance mar-

keting efficacy. Key outcomes include a 60% increase in international 

pre-registrations and a 35% rise in exhibitor satisfaction, surpassing industry 

benchmarks. The framework offers actionable strategies for global exhibitors, 

emphasizing platform-content alignment, AI-driven micro-targeting, and strate-

gic partnerships. This study bridges theoretical and practical divides in 

cross-cultural technical exhibition marketing, providing a replaceable model for 

B2B sectors. 
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1 Introduction 

The global exhibition industry faces intensifying competition, particularly in technical 
sectors like electronics, where traditional marketing approaches increasingly fail to 
address the complexities of cross-cultural engagement and industry-specific demands. 
While existing literature emphasizes the broad utility of social media in exhibition 
marketing （[1]Lee et al., 2016; [2]Berthon et al., 2012), these studies exhibit critical 
limitations. First, they predominantly focus on generic platforms such as Facebook and 
Instagram, overlooking the need for industry-tailored strategies—a gap particularly
acute in B2B-heavy sectors like electronics, where technical content and specialized 
audience targeting are paramount ([3]Xu, 2018). Second, while [4]Rogers' (2002)
Innovation Diffusion Theory has been widely applied to explain technology adoption, 
its integration with cultural adaptation mechanisms in niche markets remains under-
developed. Additionally, the Marketing Funnel Model, though foundational, lacks
empirical validation in cross-cultural exhibition contexts, especially for phased audi-
ence engagement strategies that bridge awareness to conversion. These gaps collec-
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tively highlight a disconnect between theoretical frameworks and the practical realities 
of promoting specialized exhibitions in overseas markets.   

The over reliance on generic social media strategies ignores the technical depth 
required for electronics exhibitions. For instance, while [2]Berthon et al. (2012) ad-
vocate for viral content to drive engagement, their model does not account for the need 
to balance technical jargon with accessibility—a critical requirement for attracting
engineers and procurement managers. Cultural adaptation is often reduced to superfi-
cial localization (e.g., language translation), neglecting deeper symbolic and regulatory 
dimensions. [1]Lee et al. (2016), for example, emphasize platform selection but fail to 
address how color symbolism (e.g., red's negative connotations in Middle Eastern
cultures) or local data privacy laws impact content design. Theoretical frameworks like 
the Marketing Funnel Model lack granularity in addressing the extended timelines of 
B2B decision-making. Although [3]Rogers (2002) identifies “stages of adoption,” his 
model does not map these stages to the multi-purpose, relationship-driven nature of 
exhibition participation, where trust-building through technical credibility and peer 
endorsements is essential. [5]Abrar, M.(2016) has mentioned that E-marketing is
increasingly influencing customer choices. 

This study addresses these gaps by proposing a comprehensive staged engagement 
framework that combines the theory of diffusion of innovation and the principles of 
cultural adaptation, tailored to the electronic exhibition industry. Unlike previous
studies, this framework can focus on the dissemination of technical content through 
platforms commonly used by engineers (e.g., LinkedIn, professional forums) rather 
than social media in general, thus enhancing the specificity of the industry. In addition, 
it systematises cultural adaptation beyond language, incorporates visual symbols,
ensures regulatory compliance and implements localised collaboration models. The 
marketing funnel was reconceptualised for the B2B environment, differentiating it
from other B2C types of marketing campaigns by placing more emphasis on continu-
ous engagement to increase loyalty, rather than ad hoc campaigns based on the longer 
sales cycles of industrial buyers. 

2 Case Study: NEPCON China's Strategic Innovations 

NEPCON China's 2024 overseas marketing campaign stands as a landmark case
demonstrating the practical efficacy of integrating theoretical frameworks with re-
gional market nuances. Targeting high-growth markets in Southeast Asia and the
Middle East—regions characterized by rapid industrialization and rising demand for 
electronics manufacturing solutions—the campaign achieved remarkable outcomes.
Figure 1 shows that a 60% surge in pre-registered international attendees and a 35% 
increase in exhibitor satisfaction scores, surpassing global industry benchmarks by
20% and 15%, respectively. This success was driven by three core strategic innovations 
that address critical gaps in existing literature, blending theoretical rigor with contex-
tual adaptability.   
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Fig. 1. Data source: UFI 2024 Global Exhibition Industry Survey 

2.1 Industry-Specific Content Localization: Prioritizing Technical Credibility 
Over Viral Genericity 

Contrary to Berthon et al.'s (2012) focus on viral, broadly appealing content, NEPCON 
adopted a technical-first localization strategy aligned with the Innovation Diffusion 
Theory (Rogers, 2003). Recognizing that industrial buyers prioritize tangible ROI over 
entertainment value, the campaign developed deep-dive technical resources tailored to 
regional industry pain points. For instance, in Vietnam and the UAE, NEPCON pro-
duced localized YouTube tutorials on surface-mount technology (SMT) optimization, 
featuring case studies from regional manufacturing leaders like Vietnam's VinSmart 
and Dubai's TechFlow FZE. These videos not only demonstrated advanced technical 
processes but also quantified cost savings (e.g., “Reduce production defects by 30% 
with SMT precision calibration”), directly addressing the “relative advantage” stage of 
innovation adoption. 

This strategy yielded exceptional engagement: technical webinars hosted on
LinkedIn and YouTube attracted a 45% click-through rate, three times the industry 
average for B2B tech events. By embedding regional success stories and localized data 
(e.g., adapting metric units to metric or imperial systems based on market norms), 
NEPCON transformed abstract technical content into actionable insights, bridging the 
gap between theory and practice identified by prior studies (Lee et al., 2016).   

2.2 Cultural Adaptation Beyond Translation: Symbolic Resonance and Norm 
Alignment 

While Xu (2018) and others advocate for multilingual campaigns, NEPCON elevated 
cultural adaptation to a strategic science, integrating [6]Hofstede's cultural dimensions 
(1980) into every touchpoint. In the Middle East, where collectivist values and sym-
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bolic sensitivity are paramount, the campaign avoided culturally charged ele-
ments—e.g., replacing red (associated with danger in some contexts) with blue and 
green in visual materials—and incorporated geometric patterns inspired by Islamic art, 
enhancing aesthetic resonance without compromising brand identity. In Southeast
Asia, content shifted from individual benefits (“Discover cutting-edge tech”) to
communal value propositions (In Figure 2 can find the result of the experiment “Join 
500+ regional peers in accelerating digital manufacturing”), aligning with the region's 
collectivist norms (Hofstede's IDV index: Vietnam=20, Thailand=20 vs. USA=91). 

 

Fig. 2. Cultural Dimension Implementation Comparison Table 

These nuanced adjustments yielded a 25% higher engagement rate in target markets, 
contrasting with the “one-size-fits-all” platform strategies critiqued by Lee et al.
(2016). For example, a LinkedIn carousel showcasing “Southeast Asian Manufacturing 
Trends” featuring local industry leaders generated 3x more shares than generic global 
content. NEPCON's approach proves that cultural adaptation is not merely linguistic 
but a holistic alignment of symbols, values, and communication styles, a gap previ-
ously underaddressed in exhibition marketing literature.   

2.3 Staged Engagement Through Strategic Partnerships: Redefining the B2B 
Marketing Funnel 

By building strong relationships with key partners, businesses can effectively guide 
prospects through each stage of the funnel from awareness to conversion. Through this 
approach, companies can develop more personalised and targeted marketing strategies 
that ultimately increase conversion rates and customer loyalty. In today's competitive 
marketplace, businesses must prioritise strategic partnerships to stay ahead of the curve 
and drive sustainable growth.NEPCON's partnership with Vietnam E-Commerce
Association (VECOM) embodies a reconceptualisation of the marketing funnel that 
goes beyond the traditional Awareness-Consideration-Decision model. Instead of a
pre-event-only transitional partnership model, the event creates an ecosystem of
year-round engagement: co-hosting a quarterly webinar on‘Smart Factory Trends in 
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ASEAN', co-publishing a whitepaper analysing the region's supply chain challenges, 
and offering partners an exclusive post-event analytics dashboard . These initiatives 
address the ‘knowledge-persuasion' gap in the Rogers model by facilitating ongoing 
interactions rather than sporadic touchpoints. 

A key innovation was the integration of AI-generated lead analytic. After the event, 
NEPCON provided exhibitors with customized reports tracking attendee engagement 
metrics (e.g., session duration, booth interaction frequency) and lead conversion
probabilities. This data-driven approach increased exhibitor re-participation rates by 
28%, compared to the industry standard 12% driven by post-event surveys alone. By 
embedding partnership value into the entire customer lifecycle—from awareness to 
loyalty—NEPCON demonstrated that B2B exhibition marketing requires a
phased-engagement framework that mirrors the protracted decision-making cycles of 
industrial clients, a critical oversight in traditional funnel models ([7]Fishbein & Ajzen, 
1975).It can be found from Figure 3 that traditional models and artificial intelligence 
innovations have different impacts on those who want to attend the conference. 

 

Fig. 3. Traditional model vs AI innovation 

2.4 Theoretical and Practical Contributions 

Theoretical Advancements: The Integrated Phased-Engagement Framework 
This study introduces a novel framework that addresses three fundamental limita-

tions in previous research. The first is to maintain industry-platform alignment, map-
ping the ‘compatibility' dimension of diffusion of innovation theory to platform choice, 
for example, using LinkedIn for technical deep dives and Instagram for visual story-
telling. The framework ensures that content matches audience intent. 78 per cent of 
LinkedIn traffic converts to webinar registrations, compared to 22 per cent on more 
general platforms, validating the importance of platform-content synergy. Second is 
culturally embedded compliance, where the model combines cultural themes such as 
colour psychology, symbolic preferences and legal requirements to create a two-tiered 
adaptation mechanism, as opposed to traditional surface localisation. Finally, the B2B 
funnel was redesigned to extend the marketing funnel to reflect the complex deci-
sion-making process of industrial buyers (conversions typically occur 3-6 months after 
a campaign, rather than immediately) by adding lead nurturing timelines and partner 
ROI to track engagement metrics following such campaigns. 
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2.5 Practical Implications for Global Exhibitors 

Dynamic Content Calendars: Replace episodic, event-centric campaigns with quarterly 
thematic initiatives (e.g., “Smart Factory Roadshows” in Q1, “Sustainability Innova-
tions” in Q3) to maintain top-of-mind awareness, supported by NEPCON's 40% higher 
engagement in markets with consistent content streams. 

AI-Driven Micro-Targeting: Deploy tools like ChatGPT for real-time sentiment 
analysis and content customization (e.g., tailoring LinkedIn ads for Thai manufacturers 
vs. Saudi distributors), achieving a 30% reduction in customer acquisition cost. 

Deepened Media Alliances: Negotiate co-branded thought leadership assets (e.g., 
video series with Electronics Asia), leveraging third-party credibility to boost
trust—NEPCON's co-branded content achieved a 55% higher credibility rating than 
standalone materials.   

3 Conclusion 

This research bridges a critical gap between exhibition marketing theory and practice, 
demonstrating that success in overseas technical exhibitions demands more than
translated brochures and generic social media posts. By systematizing cultural adapta-
tion, aligning platforms with industry needs, and redefining engagement timelines, the 
Integrated Phased-Engagement Framework offers a replicable model for global ex-
hibitors. Future studies should explore its applicability to other sectors (e.g., medical 
devices) and integrate emerging technologies like VR for immersive pre-event expe-
riences.   

Data Sources 

All quantitative metrics cited in this case study are derived from NEPCON China's 
2024 Post-Campaign Analytics Report. Comparative industry benchmarks reference 
the Global Exhibition Industry Survey 2023 ([8]UFI, 2023). Qualitative insights on 
cultural adaptation strategies were validated through interviews with NEPCON's re-
gional marketing managers. 
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