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EXPERIENCE THE POWER OF LIVE EVENTS

This guide takes the mystery out of measuring
the impact of exhibiting, focussing on:
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‘ . measure
* ‘ . metrics matter the most
. to measure
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to create actionable reports
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@ Exhibition Marketing: P9
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Why Measure?
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Metrics that Matter FaceTime

3. Brand perception impact

Let’s look at the metrics that matter to that business and
can drive continuous improvement.
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Likelihood to purchase Brand affinity scores
Perceptions across brand
dimensions

Competitive differentiation
Comparisons to company

1. Pipeline impact

Potential revenue projection
Simple lead qualification
Post-event nurturing

strategy brand metrics
Measurement
& Insight
Brand loyalty Perceived value by attendees
Net Promoter Score Staff, content, activation,
Customer satisfaction scores etc, scores
Expected advocacy rates Impact on post-event behaviour

Comparison to GES benchmarks
and brand metrics

4. Quality of visitor experience

2. Anticipated customer retention
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Getting Credible Data Facgl'?ne“
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POST-EVENT REPORTING

The challenge with exhibition measurement is \
there’s so much potential data you can gather

and you need to make sure what you’re using is
credible,

100 qualified leads captured on stand. Each lead is looking to invest in a £10,000 product/

service. The projected revenue is £1,000,000.
KEY TAKEAWAYS ee
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