
BEST PRACTICES FOR
BRAND GROWTH
USING CPA TO EXPLORE THE EFFECTIVENESS OF
TRADE SHOWS FOR EMERGING BRANDS 



For most businesses, marketing is no longer a straight-
forward process — it’s super complex.

Not all options yield equal returns. In order to evaluate 
success, we must first identify the metric that predicts 
it: Cost Per Acquisition (CPA).
 

MARKETING IN THE 21ST CENTURY
This paper will identify how understanding CPA will 
help brands maximize e�ectiveness in the marketing 
space. Further, it will show how trade show CPA allows 
businesses to realize their fullest potential and 
conversion of marketing dollars.
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CPA is defined as the cost incurred for every business conversion made. It’s one 
of the most important things to consider when determining an e�ective market-
ing strategy. Breaking down your CPA is simple:

Below is a comparison across 6 major marketing realms.
     April 2015 study, Direct Marketing Association, 485 marketers

TOTAL COST
OF MARKETING

HOW TO
CALCULATE

TRADITIONAL 
MARKETING

NUMBER OF 
CONVERSIONS

DIVIDED BY

$ BRAND GOT
4 SALES

RADIO AD
COST $100

CPA IS $25

EMAIL
$21 – $30

MOBILE
$11–$15

DON’T MAKE THE 
$10,000 MISTAKE

Company A places bids 
On Google Ads

1
Companies B, C, & D place 
higher bids for holiday season

2

Company A wins every bid by default 
and racks up $10,000 in adspend.

5
Companies B, C, & D 

drop o� overnight

4
Company A raises bids

to compete

3

Despite being “a�ordable,” search 
marketing cost them over $3,200 
per converted customer. 

They needed a more e�ective 
marketing tact.

SOCIAL MEDIA
$19

INTERNET DISPLAY
$41 – $50

DIRECT MAIL
$16 – $18

PAID SEARCH
$16 – $18

CPA IS THE COST FOR EVERY CONVERSION.
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Businesses that introduce trade shows into their marketing plan experience value 
beyond direct sales.TRADE SHOW 

VALUE BEYOND CPA

NEGATIVE CPA Trade shows present a unique marketing opportunity to businesses. By combin-
ing many advantages of traditional marketing into one convenient format, 
marketers are able to reduce CPA to negative costs. Here’s how:

87%

Business relationships with 
other brands.

of consumers said they 
purchased a product  or service  

after an event.¹

Hands-on interaction with 
products (impossible online).

Trade shows provide marketing 
crossover, reaching people you 

couldn’t get on your own.

TABLE, LODGING
SHIPPING, TRAVEL

CONSERVATIVE
TRAFFIC ESTIMATE

DIVIDED BY 4X CPA

3,000
PEOPLE

$1,200
WEEKEND

CPA AT TRADE SHOW EVENTS
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IT’S NOT EASY
Anyone that claims it’s easy to grow a brand from the 
ground up hasn’t done it. Whatever the segment 
womenswear, menswear, home goods, or accesso-
ries—building a relatable, aspirational brand is a long 
and arduous journey.

However, when metrics like CPA are applied, any 
brand can identify the strongest marketing tactics for 
their individual needs, and pave a pathway to success.
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