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e are seeing an emerging
lignment between attendees’
jes and preferences, exhibitors’
nd sponsors’ priorities, and the
marketing playbook. =
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Q1 Reflections: Do you
know your persona?
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More
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20-44
years old

More

Authenticity,) // = educated
personal ¥ &
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connections

Professional

Social growth

Impact
() Priorities P 7

@ Demographics



Gapsin
expeCtatio“

Losing the Lead v 4
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i FEPE Please mind the gap.
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Reasons for Exhibiting (Importance vs. Satisfaction)

94%

68%

.

63%

59%
50% 46%

Meeting New Lead Brand/Product  Scheduled Meeting/
Customers Acquisition Awareness Meetings Networking
w/Partners

. Extremely/Very Satisfied . Extremely/Very Important

Freeman'

59%

.+2°/o

57%

New Product
Introduction
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T Existing gaps have grown larger between
exhibitors’ objectives and satisfaction

'440/0 -30% -10%
2023 Pre-Covid Ideal
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Budget allocations are now largely the same as pre-Covid

2019 Next Year
I @
48% Space 47%
L
13% Show Services 13%
| I

9% Exhibit Design 9%
L I

10% Shipping/Material Handling 11%

o
6% Sponsorships 6%
o

3% Social Media to promote participation in show 3%
L [

11% T&E 11%

‘A 7
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It comes down to location, location... inflation

Location Smaller Inflation Smaller Recession
of event marketing travel concerns
J budget budgets
51%
46% 45%
42%
38% g
Square footage compared to pre-pandemic _ |
» {ié' €i2J3 Fkééman Syndicated Survey of Event Exi onsa » - . ‘ : ‘) '




¥ For attendees, a desirable location is key, but
for exhibitors, it's complicated

20% Travel Costs

16% Accessibility of location
16% Transportation Issues
15% Safety/security concerns
11% Desirable location
11% Higher Costs

Square footage compared to pre-pandemic
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* The majority of exhibitors are not influenced
or aware of sustainability policies

-

36% 24%
Not very/not at Somewhat
all influential influential

17% 23%
Extremely/very Not usually aware of an
influential event's sustainability

policy

-
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Value creation

Leading Factors
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Lead generation is the primary reason for exhibiting

29%

‘ 39%
-

25%

32% for large

booths 7%

Lead Generation Sales Brand Lead Nurture
Impact/Awareness

QUESTION
What is the primary reason you exhibit at your most important show?




Sponsors

Key Results
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"Most sponsorship budgets fall between $1k and $50k

‘ Up to S1k Over $1k Over $10k Over $50k Over $150k More than
j to $10k to $50k to $150k to $500k $500k

@o

2% 1%
®




So, what hoy

Next Steps
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The future is about measuring and
monetizing connections with

the next generation of attendees.
Return on objective IS an

way to measure return on
investment (ROI).

Freeman



So, what would it look like

to design events around

the of your attendees and the
core of your industry
partners and close these gaps?

Freeman
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