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Additional case study 
 
 
Using events in B2B marketing communications 
 
Carpigiani is an Italian manufacturer of ice cream-making machinery that you have encountered 
already in the main textbook. Here, we shall explore how the firm makes the most of its 
opportunities to interact with potential customers for its machines at trade shows and other B2B 
marketing events. 
 
Carpigiani invested in a stand at the AAHAR Biennial event in March 2008 in New Delhi, India. 
This event is one of Asia’s most prestigious trade shows for the food equipment industry. The firm 
used the 5 day occasion to officially launch its new branch in India which comprises offices, a test-
lab and showroom in Mumbai. The large stand was located on a corner plot (important to generate 
good traffic flow) and furnished with corporate promotional materials such as posters, brochures 
and logos, as well as a range of sample products including the new 191/P Single Portion, the 
latest development in soft ice cream machines.  
 
Carpigiani staff also formed a crucial part of the firm’s presentation in New Delhi: ice cream-
making professionals were video-recorded and shown to exhibition visitors describing the 
operation and performance of Carpigian’s latest machines. Another key part of the stand was 
taken up with the Gelato Corner, an area dedicated to practical demonstrations and product 
tastings run by enthusiastic Carpigiani employees – something that went down very well with the 
trade show visitors.  
 
In February 2008 the firm took part in SIGEP in Rimini, Italy. This is an annual gathering of 
European ‘food industry professionals’ focussing on fresh bakery, handmade confectionery and 
artisan ice cream. It has a trade show element comprising displays of raw material, basic products, 
machinery and furnishings for the trade. It also offers seminars, workshops, show cooking and 
tastings. The number of exhibitors at SIGEP 2008 was 722, in 14 halls covering 90,000 square 
metres. More than 90,000 visitors attended the event. The Carpigiani stand included some historic 
machines, showing the firm’s long-standing reputation in the sector, alongside its newest 
technology including the Pastochef 150, a pasteurizer for ‘full-bodied pastry cream products’. 
Capigiani also presented itself using its ‘Gelato University’ concept. This was separate from the 
film’s main stand and offered ‘courses in a nutshell’. An extensive range of rotating classes was 
held by gelato masters, assisted by local students, and attracted 500 people (representing 
potential customer organizations) from around the world in 5 days. The most popular classes were 
dedicated to marketing and health trends.  
 
The ‘University’ also planned to offer ad-hoc courses (based on specific client requests) and 
professional tutorship at ice cream stores during 2008. Carpigiani’s website makes much of this 
initiative, boasting of the wide range of nationalities that have attended classes 
(www.gelatouniversity.com) . In the previous year, it arranged over 300 courses for 6,000 people. 
These courses included advice on creating a market from scratch as well as giving impetus to 
already established businesses.  
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Carpigiani’s staff teach budding ice cream entrepreneurs about ingredients, pasteurisation and 
freezing techniques. Moreover, the firm’s experts have worked in partnership with Chinese 
researchers in Shanghai to develop recipes based on soybean. A company spokesperson said, 
‘It’s all part of creating home-made Italian ice cream to meet local tastes and traditions’.  
 
Sources: www.carpigiani.com/eng/news/asp , accessed August 2008; 
www.exposhowstv.com/feria_ficha/SIGEP+2008/ief3118/ , accessed July 2010. 
 
Some questions suggested by the case include: 
 

1. Why are trade shows important for the marketing of this type of B2B product, particularly in 
international markets? 

2. How does Carpigiani use events as part of its overall marcomms strategy? You may need 
to visit the firm’s website to see how it adopts an IMC approach (and return to Box 1.3 in 
Chapter 1 of the textbook to see what the firm does NOT do as part of its marcomms). 
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