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For most businesses, marketing is no longer a straightforward process. Today’s marketers 
have a variety of options when determining the most e�ective way to promote their brands. 
However, not all options yield equal returns. With myriad media types to choose from, 
marketers are constantly seeking marketing tactics that provide an e�ective and consistent 
path to success. However, in order to evaluate success, we must first identify the metric that 
predicts it: Cost Per Acquisition (CPA). 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. 

THE IMPORTANCE OF CPA
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 marketing strategy. This is how we 
calculate it: 

Take the total cost of marketing in a particular medium. Then, divide by the number of 
conversions from that medium. For example, if a business spends $100 on radio advertisements 
and makes 4 sales from those advertisements, their Radio CPA is $25.

CPA Across Traditional Marketing
In April 2015, the Direct Marketing association surveyed 485 marketers. When the various 
marketing strategies are compared, a clear view of traditional marketing CPA comes into focus. 

 

 

On top of CPA, added expenses incurred for certain 
marketing avenues also exist. For example, retail 
stores require rent, employees and various utilities. 
Direct mailing requires a design team, print, mailing 
costs and costly email lists. Digital marketing requires 
competition with the bigger companies, with bigger 
budgets and resources, all competing for the same 
audiences. 

This all translates to one thing: higher expenses.

In December 2013, Ball and Buck (a 
Boston-based menswear brand decided to 
market their o�eringsusing Google Ad Words. 
At that time—the height of the holiday season—
many of the industry’s ‘big players’ were also invested. 
This made it di�cult for Ball and Buck to 
win any Ad Words bids. However, once the 
holidays ended, Google Ad Word inventory 
spiked. Ball and Buck won every bid by default 
and racked up $10,000 in spending overnight. 
While they experienced an increase in exposure, 
they only achieved three total sales. 

After analyzing the CPA for Google Ad Words, 
Ball and Buck came to a startling conclusion. 
Despite being “a�ordable,” search marketing cost 
them over $3,200 per converted customer.

They needed a more e�ective marketing tactic.

The $10,000 Mistake
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CONCLUSION
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 accessories—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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Trade shows present a unique marketing opportunity to businesses. By combining many 
advantages of traditional marketing into one convenient format, marketers are able to reduce 
CPA to negative costs. Here’s how:

At American Field, vendors typically purchase a table, lodging, shipping and travel. On average, 
this costs $1,200 for a weekend. Assuming conservative tra�c rates of 3,000 people, and 
conservative price-points for products sold, businesses are able to achieve 4x CPA on the same 
conversion as traditional marketing.

CPA AT TRADE SHOWS

Businesses that introduce trade shows into their marketing plan experience value beyond direct sales. 
For example:
• Customers who interact with a brand have a high propensity for conversion after a trade 
show. Event Marketing Institute reports that 87% of consumers said they purchased a brand’s product 
or service after an event, at a later date.²
• Potential customers get to interact with products without a brick-and-mortar, providing a 
tactile experience that cannot be had online. 
• Companies with similar customer segments get to share marketing costs. 
For example, a men’s grooming company may share customers with a men’s footwear company.
• Companies with complimentary customer segments get to share marketing costs. 
For example, a men’s grooming company may share complimentary customers with a female jewelry 
company.
• Business relationships with other brands. At American Field, we’ve seen dozens of 
collaborations among our vendors and partnerships that last long after the events. 

TRADE SHOW VALUE BEYOND CPA

As seen above, at the most conservative estimates, a business that sells goods at around $50 only 
needs to convert 1% of a trade show audience to achieve a negative CPA. This means a business 
actually gets paid to market its product at a trade show.
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