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THE SATISFACTION OF PLAST 2012 ITALIAN VISITORS
ISPO survey, short report *

Summary

In May 2012, ISPO (the Institute of Studies of Public Opinion), commissioned by
PROMAPLAST, conducted a survey on a sample of potential visitors to PLAST 2012. In-
deed, after the fair, PROMAPLAST asked ISPO to conduct a satisfaction survey of the Ital-
ian visitors to the event, who, albeit less numerous than on previous occasions, repre-
sented almost two-thirds of the total (64%).
The survey aimed to determine:

 what proportion of those who, in March, had said they planned to attend the fair,
actually visited PLAST 2012 (and whether or not those who did come stayed as
long as they had expected to)

 the reasons for the absence of those who had planned to attend but in the end
did not visit the exhibition

 the level of satisfaction with the "product" and the visit
 the factors that most affected the visitors’ overall satisfaction with the

event.

Visit to PLAST 2012

 The companies that fulfilled their intention to visit PLAST 2012 (declared in
March), tended to be companies operating in the Lombardy region and having
more than 15 employees. Instead, smaller companies located in north-eastern
Italy tended to be the ones that failed to visit to the fair even though they had
previously expressed their intention to participate

 comparison with previous PLAST fairs showed that companies are still sending the
same number of employees to the exhibition. 13% sent more staff than ever be-
fore, while 14% declared that they had sent fewer members of staff.

Profile of absentees and reasons for failing to visit

 Of all the potential visitors who did not attend PLAST 2012 despite having intend-
ed to, over half have always been irregular participants. A third missed the event
for the first time, while the remaining 17% had never visited PLAST, even in the
past

 the absentees most frequently explained that they failed to attend because other
commitments had come up during the period of the exhibition. The proportion
who declared that they had decided not to come because they were not interested
in the program, or because they preferred other fairs, was smaller. Instead, costs
and distance were not found to have been issues.

* This is a courtesy translation by PROMAPLAST srl. Please note that ISPO has published
only an Italian version of the survey report.
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Profile of visitors

 More than 4 out of 10 visitors to PLAST 2012 were found to be regular visitors
who have never missed a fair since they started working in the sector. Approxi-
mately the same percentage were found to be occasional visitors, who have at-
tended some previous PLAST fairs. The remaining 13% were first-time visitors to
the exhibition

 the regular visitors included a higher than average proportion of top management
(CEOs and presidents), while the occasional visitors were more likely to work on
the production side

 most visitors (61%) were present at PLAST 2012 for just a day. Respondents from
Central/South Italy spent longer at the fair; it is interesting to note that a consid-
erable proportion of the half-day visitors failed to achieve the objectives they had
set themselves

 six out of every 10 visitors interviewed in March stayed the amount of time they
had expected to stay, 14% stayed longer, while 24% stayed less time.

Reasons for attending and achievement of objectives

 The main reason, given by visitors, for attending PLAST was that it is a chance to
get news of developments in the sector; other reasons were that it provides op-
portunities for professional updating and for finding new suppliers

 more than 8 out of 10 respondents, especially younger visitors and raw materials
producers/representatives, stated they had achieved what they had set out to
achieve at PLAST 2012

 it is interesting to note that visitors’ overall opinions of the show were closely re-
lated to whether or not they had achieved their objectives, being much higher
when they felt they had found what they were looking for

 the achievement of the objectives set was usually related to meetings with current
suppliers and preparing/making orders

 acquiring market information and verifying offers/financing orders emerged as the
most difficult objectives to achieve, even though most of the companies that had
set themselves these objectives did achieve them.

Satisfaction and event ratings

 More than 8 out of 10 visitors, and particularly the first-time visitors, were gener-
ally satisfied with PLAST 2012. However, some of the regular visitors of PLAST
were more critical

 on a scale of 1 to 10, the exhibition earned an average satisfaction rating of 6.9.
 14% of respondents not satisfied by PLAST 2012 complained of a lack of exhibi-

tors and new developments at the exhibition
 as regards the overall organization of the event, a quarter of the visitors consid-

ered it to be better than previous occasions, 48% felt it to be in line with previous
years, and a minority (15%) considered it to be worse
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 the elements most influencing a visitor’s overall opinion of PLAST were the quality
of the organization, the presentation of new technologies and the quality and
quantity of the exhibiting companies

 analyzing the specific factors characterizing PLAST 2012, a high level of satisfac-
tion emerged for all elements. The synthesis represented by the matrix of perfor-
mance matching the evaluation of the factors with their impact on the overall as-
sessment, highlighted the following aspects:

o organizational and operational factors (overall organization and organiza-
tion of spaces, information media) and relational factors (business con-
tacts), constituting the "core" of the event, have a high impact on the
overall opinion and were confirmed as factors of excellence of PLAST;

o aspects related to the location (fairgrounds) and services (event services)
were positively rated by visitors;

o as regards aspects relating to updating and the "innovativeness of the sec-
tor" two different attitudes emerged:

a. factors related to general professional development and/or to the
quality of collateral events (even though these were relatively at-
tended by respondents) received positive ratings but had less im-
pact on the overall level of satisfaction;

b. conversely, more “hands-on” opportunities, related to the possibility
of examining innovations and especially of attending the presenta-
tion of new technologies, had a high impact on the overall percep-
tion of the event and also emerged as an area showing some prob-
lems and less homogeneous opinions. The relatively high propor-
tions of visitors not satisfied with aspects relating to the introduc-
tion of new technologies (18%) and the quality and quantity of the
exhibitors (16%) seem to indicate a perceived "absence" of some
leaders of this sector.

Attitude to future visits

 Nearly 9 out of 10 companies will visit the next PLAST fair, regardless of whether
or not they attended PLAST 2012

 these were largely companies with more than 50 employees and companies that
declared they were very satisfied with the exhibition.
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