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360⁰ View: Attendee Acquisition 
Research Roundup
Research-based Insights and Benchmarks

Joe Federbush, President & Chief Strategist
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EVOLIO: FOUNDED IN 2015

JOE: 25+ YEARS MEASURING EXHIBITS & EVENTS GLOBALLY

1,850+ EVENTS AND EXHIBITS MEASURED

998,500+ ATTENDEE AND EXHIBITOR SURVEYS COMPLETED

50+ ATTENDEE, EXHIBITOR, AND SPONSOR BENCHMARKS 

joef@evolio.co        +1 512 635 7477

EVOLIO Marketing

EVOLIO_MARKETINGJOE FEDERBUSH
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CORPORATE EVENTS

GLOBAL LARGEST INDUSTRY EVENTS 

NICHE INDUSTRY EVENTS 

SMALL INDUSTRY EVENTS 

EVENT INDUSTRY EVENTS 

GLOBAL SPORTS AND ESPORTS

MAJOR BRANDS, EXHIBITORS, SPONSORS

ALL MAJOR INDUSTRIES AND GEOS

B2B AND CONSUMER MEASUREMENT

EXHIBIT AND EVENT STRATEGY, MEASUREMENT & SURVEYS
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Feelings 
Aren’t
Facts®
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Attendee Acquisition 
Strategy & 
Challenges
Research

Wave 1: 129 responses; March – June 2025
Wave 2:  98 responses; October – November 2025
Wave 3:  67 responses, March 2026 (currently in the field)
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Who’s Behind the Data?

80%
Director level or higher. 

higher. 

Of which, 38% are Execs
Execs

Top industries represented: Associations (27%), Technology/IT (23%), Business services (13%), 

                                                 Heavy Machinery (13%), Building & Construction (13%), plus many others

63%
Associations/
Non-profits

33% Independents

54%
20+  Years 
Ex p erien ce

8%  5  o r fewer years

58%
125K+ Sq Ft Shows

42% <125K sq ft

Based on March 2026 preliminary data
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Registration Fees are Increasing. Slightly.

58%
Increased registration 

registration fees

33% kept it the same

8% decreased

8%
Average amount 

of increase 
compared with 2 

years ago

Question: By approximately what percentage have the attendee registration fees increased?

88%
Offer registration fee 
discounts to those who 
register before a specific 
date.

40%
Of attendees register 
before discount expires.

?

Based on March 2026 preliminary data
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Attendee Landscape is Shifting

First-timers are up

64% report an increase in 

new attendees (1st-timers)

25% remained the same

8% decreased

Repeats are 
trending down

Only 21% saw growth in 

repeat attendees

58% remained the same

17% decreased

Fewer people per 
organization

42% reported fewer attendees sent 

sent per organization

29% remain the same

8% increased

21% unsure

Question: Compared with 2 years ago, how has each of the following changed for your most recent largest event(s)? Based on March 2026 preliminary data
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Greatest Attendee Acquisition Challenges (ranked)

Question: Rank order your top attendee acquisition challenges. 

Ranked #2
Attracting 

high 
quantity of 
attendees

Ranked #4
Increasing 

repeat 
attendees

Ranked #3
Attracting 

Gen Z & 
Millennials

Ranked #1
Attracting 
the right 
quality 

attendees

These 2 flip-flopped compared with past research These 2 flip-flopped compared with past research

Based on March 2026 preliminary data
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Marketing Tactics Used & Effectiveness

Question: What tactics are used for your attendee acquisition campaigns? Select all that apply.  Which ONE is most effective?

100%

100%

83%

83%

71%

68%

67%

58%

54%

42%

33%

21%

21%

Emails internal database
Social media posts

Digital ads 3rd-party sites
Social media paid ads
Peer2Peer Invitations

Digital ads (trade pubs)
Exhibitor Guest Tickets

Influencer marketing
Print ads (trade pubs)

Lookalike programs
Direct mail

Texting
Sales staff

54% indicated most effective

21% indicated most effective

Based on March 2026 preliminary data
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The Problem with Email Campaigns

Question: Which of the following challenges have you experienced recently with email marketing campaigns? Select all that apply. 

100%

100%

83%

83%

71%

68%

67%

58%

54%

42%

33%

21%

21%

Emails internal database
Social media posts

Digital ads 3rd-party sites
Social media paid ads
Peer2Peer Invitations

Digital ads (trade pubs)
Exhibitor Guest Tickets

Influencer marketing
Print ads (trade pubs)

Lookalike programs
Direct mail

Texting
Sales staff

54% indicated most effective

21% indicated most effective83%
N ot g etting  

throug h 
corporate 
firewalls

50%
Not a good method 

to reach younger 
generations

46%
Reporting is not 

accurate
(open rates, deliverability)

57%
Do NOT vary attendee 
acquisition efforts based 
on attendees’ age.

55%
Do NOT ask how 
attendees prefer to 
receive communications, 
or are unsure.

!

Based on March 2026 preliminary data
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Sources for Building Prospect Lists

Question: Which of the following sources or tools do you use to build attendee prospect lists? Select all that apply.  Which ONE is most effective?

92%

83%

79%

71%

58%

50%

29%

13%

Previous email lists

Prof networks/Social media

Website leads

CRM

Industry directories

Exhibiting at events

B2B data providers

Data enrichment tools

42% indicated most effective

21% indicated most effective

25% indicated most effective

Based on March 2026 preliminary data



14

Most Important Event KPIs

Question: What KPIs (key performance indicators) does your organization use to measure the success of your event(s)?

Attendee KPIs
96% Total # attendees
71% # of new
 attendees

Based on March 2026 preliminary data

Exhibit-related  KPIs

83% Total # exhibiting
 companies

54% Net sq ft exhibit
 space

54% Number of new
 exhibiting companies

Financial KPIs

96% Total event revenue

75% Exhibit & 
sponsorship sales

33% New sponsorship
    sales revenue
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How are you 
utilizing AI 
for your 
attendee 
acquisition 
efforts?
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Using AI for Tradeshows & Events

Yes
71%

No
29%

Do you currently use AI for 
your events?

Question: How long have you been using AI to aid in your event(s)?

Approximate percentage of time 
saved per week by using AI

29%
Was 19%  in the 2025 study

Event improvements as a result of 
using AI

35%     Too soon to tell
47%    Improved marketing
             effectiveness
12%    Increased revenue
12%    Increased attendance/
             Less attrition
12%    Increased attendee sat.
12%    Increased attendee quality 

17%     < 6 months
29%     6 to 12 months
13%     1 to 2 years
13%     More than 2 years

For how 
long?
Was 18%  in the 2025 study

Based on March 2026 preliminary data
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Writing and content creation 88%
Marketing, including digital, social media, PR 59%
Feedback collection and analysis 53%
Support and customer service (i.e., agent, chatbot) 41%
Personalized attendee experiences 24%
Design and graphics 29%
Networking and matchmaking 29%
Language translation and accessibility 20%
Predictive analytics for attendee behavior 20%
Predictive analytics 18%
Budget and Forecasting Automation 12%
Reporting and ROI Measurement 12%
Registration 6%
Predictive Analytics: Attendee Behavior 6%
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How AI is Being Used for Tradeshows & Events                 

What AI tools do you use?

Based on March 2026 preliminary data
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EVOLIO’s Example of AI Tech Stack Usage

RELEVANT 
BRAND SCOOPS, 
INTENT, AND 
NEWS 

MARKETING & 
SOCIAL MEDIA 
CONTENT, 
DISTRIBUTION, 
TRACKING

HIGH QUALITY 
CONTACT LISTS 
& LIST 
ENRICHMENT

clay.com

RESEARCH, 
TRAINING AND 
OPERATIONS

CRM, SALES 
CONTENT,  
DISTRIBUTION, 
TRACKING

https://app.creatify.ai/share/738586a3-d344-4bde-9c49-43a798886fb5
https://share.synthesia.io/9cabd05a-74b8-465d-98d4-2e56fce08717
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AI Case 
Study #1:
Shifts in 
Attendee 
Profile and 
Quality
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Attendee Quality and Exhibitor ROI Dilemma
LARGE TRADESHOW    |     40,000+ Attendees      |      Multi-city rotation

SITUATION:
• Decreasing loyal attendees: Decreased by 12% over the past 10 years (loyal attendees are 

those who attend 3 out of every 5 shows, tend to be decision-makers, senior-level, existing 
customers)

• Increasing under 35-year-olds: Now make up almost 45% of the audience. Mostly 1st-
timers, not loyal/repeat, low/no buying role/not decision-makers

• Exhibitor ROI is decreasing: ROI + SQLs have decreased by over 90% over the past 10 years.  
Value remains strong.  Outlook: Decreasing investments, changing strategy & fewer staff.
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Attendee Quality and Exhibitor ROI Dilemma
LARGE TRADESHOW    |     40,000+ Attendees      |      Multi-city rotation

PLAN: DEVELOP NEW KPIS, PERSONAS, AND TRACKING FOR TARGETED 
ATTENDEE ACQUISITION CAMPAIGNS

• Target the right growth: Identifies which segments and personas have the highest buyer
authority and budget so acquisition can prioritize “high-buyer” growth, not just volume.

• Sharpen messaging and offers: Enables tailored value propositions (shortlist, demos,
meetings, implementation support) that convert high-BDI prospects and retain them YoY.

• Balance next-gen with ROI: Tracks under-35-year-old & loyalist growth alongside buyer
density so campaigns can expand future pipeline without diluting exhibitor-relevant
audience quality.
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EVOLIO Marketing: Buyer Density Index (BDI)

What it is: A 0-100 score estimating how buyer-rich an attendee audience is by blending purchase authority and spend capacity.

What BDI answers
• If an exhibitor speaks with 100 random attendees, how likely are those conversations to include people who 

can decide or strongly influence purchases and represent meaningful budget?

How it is calculated

• Authority score (0-100): Approve = 100, Specify = 75, Evaluate/Recommend = 50, No role = 0.

• Spend score (0-100): convert budget bands to midpoints, apply log scaling, then normalize to 0-100 instead
of using dollar values.

• Blend the two with authority weighted more heavily because decision power matters more than raw budget
size.

How to interpret it

• Higher BDI = higher concentration of commercially valuable attendees (buyers with budgets).

• Track both average BDI and the share of high-BDI attendees (for example, % with BDI ≥ 60).

Why it matters

• Attendance can rise while exhibitor ROI falls if buyer density drops.

• BDI gives [event name] a credible audience-quality KPI to support exhibit sales, renewal confidence, 
and planning across cities and cycles.

What BDI does NOT measure

• It does not show whether exhibitors actually met the buyers who were present.

• It does not measure pipeline created, revenue influenced, or renewal rates.

Recommended companion metrics

• Buyer Access Index: appointments, qualified meetings, scan-to-qualified rate.

• High-buyer %: Approve or Specify AND budget ≥ $500k.

• Exhibitor Positive ROI % and lead-quality metrics.

Board-level use

• Use BDI to balance growth in Under-35 attendance while protecting and growing the buyer core.

• BDI combines two exhibitor-critical signals: (1) attendee purchase authority and (2) spend capacity.
BDI is used as an audience quality KPI to track whether the show is attracting enough real buyers, not just
more people.

SpendIndex = 100 × (SpendRaw − min(SpendRaw)) / (max(SpendRaw) − min(SpendRaw))

BDI = (weighted values) 0.65 × AuthorityScore + 0.35 × SpendIndex

© 2026 EVOLIO Marketing. All rights reserved. The Buyer Density Index (BDI), including its name, formulas, scoring methodology, and related materials, is proprietary and confidential to EVOLIO Marketing and is 
protected by copyright, trade secret, and other intellectual property laws. No part of this material may be used, reproduced, disclosed, or distributed in any form without EVOLIO Marketing’s prior written consent.
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AI Case 
Study #2:
How your 
prospects use 
AI to identify 
event to 
consider 
attending.
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AI-Assisted Attendee Event Selection Analysis

• Use AI (ChatGPT & Gemini) as Event Scouts: Ask "What events should I attend 
for [industry]?" and get instant curated recommendations.

• Zero-Click Search Behavior: Users get answers directly in AI responses without 
visiting event websites.  They never see your site unless AI surfaces it, and they 
want to visit it.

• AEO Makes You “AI Discoverable”: Answer Engine Optimization (AEO) ensures 
your event details (dates, location, themes, exhibitors, tracks) appear in AI-
generated results and recommendations, while traditional SEO mainly drives 
traffic to your site.
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ATTENDEE POV:   AI PROMPT EXAMPLE

I am a _________________ looking for trade shows and 
               
conferences to attend ______________ to address issues and

 challenges, such as ________________________________. I want 

to learn about ________________________, and

 ________________________.  What events do you recommend?  

Put your response in a table with the event name, dates, 
location, registration fee(s), major exhibitors/sponsors, 
education tracks, parties, and networking activities, and the 
reasons & rationale for why I should attend each one.

job title & job description

dates and Locations

detailed description of issues and challenges faced regularly 

topics you find interesting

other activities you want to do

ATTENDEE
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ATTENDEE POV:
An AI Prompt

I am a business technology leader (CTO/CIO) seeking 
trade shows and conferences to attend this summer 
and fall in the US to address the issues and challenges 
my organization faces, such as running my business 
more efficiently using Microsoft, Azure, and Microsoft 
partner solutions. I want to learn specifically about 
security, AI edge-to-cloud, and AI digital 
transformation. I want to build my network and connect 
with like-minded people.  What events do you 
recommend? Put your response in a table with the event 
name, dates, location, registration fee(s), major 
exhibitors/sponsors, education tracks, parties, and 
networking activities, and the reasons & rationale for 
why I should attend each one. Before answering, what 5 
questions do you have for me?

Before narrowing the list, these are the 5 questions that matter most:

1. **What is your primary outcome for attending?** Choose the one that matters most: 
practical implementation ideas, vendor/partner discovery, peer networking, executive 
strategy, or team upskilling.

2. **How Microsoft-centric do you want this list to be?** Should it lean heavily toward 
Microsoft-first events and partner ecosystem conferences, or include broader CIO/security/AI 
events as long as they are relevant to Azure, Microsoft security, edge-to-cloud, and digital 
transformation?

3. **Which of your three priority themes should drive the shortlist?**
   Please rank these: **security**, **AI edge-to-cloud**, **AI digital transformation**.  That 
ranking will significantly change the mix.

4. **What event format and depth do you prefer?**  For example: an executive strategy 
conference, a practitioner-heavy technical event, a partner expo, a smaller peer forum, or a 
mix. A CTO/CIO looking for peer exchange usually needs a different event mix than someone 
optimizing for hands-on Azure and security content. 

5. **What are your constraints?**Give me your realistic boundaries for:
* travel radius or preferred US regions/cities
* budget level
* number of events you want to attend
* whether you are attending solo or bringing team members
* whether you want summer only, fall only, or both

Once you answer those five, I’ll turn it into a targeted recommendation set rather than a 
generic conference list.

https://chatgpt.com/share/e/6880de18-1050-800a-be18-fbfa4561858b


27

AI-Assisted Event Analysis

WHO? WHEN? WHERE? WHY?

https://chatgpt.com/share/e/6880de18-1050-800a-be18-fbfa4561858b
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https://chatgpt.com/share/e/6880de18-1050-800a-be18-fbfa4561858b
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AI Case 
Study #3:
Use AI to 
assist in your 
attendee 
acquisition 
strategy



30

AI 
Assistance 
on creating 
a great 
prompt

Help me write a detailed prompt regarding attendee acquisition for my upcoming event, CLEANPOWER 
(https://cleanpower.org/expo/). There is a lot of  good information on the site, including attendee profile 
information.  I need to develop a strategy to grow the audience. To get started on helping me create an 
awesome prompt, here's what I've got so far...Acting as a tradeshow executive and strategist for attendee 
acquisition, I'm looking to grow my show and identify new attendee segments. Can you help me create a 
strategic plan to increase attendance for my 2026 show and a 5-year plan for future events?  
Based on our current attendee numbers and profile information, I am looking for the following DEEP 
RESEARCH regarding my show
Increasing current attendance by 10% next year and a total of  25% over the next 5 years  
Identify the most critical issues and challenges faced in the clean energy industry.  
What are some emerging attendee segments to identify?
What other competitive events could my attendees attend, or prospective attendees go to, instead of  my 
event? Local? Regional? National?  
What attendee segments may be missing that we should be marketing to? 
How do I retain attendees? 
How do I get companies to send more people without disrupting their business by having them out of  the 
office? 
How do I position my event as a must-attend, justifying the time and expense for them to attend? 
Who are the "Sweet spot" attendee profiles I should use ZoomInfo, Apollo.ai, Seamless.ai, or Clay.com to 
identify to build my marketing lists? 
What are the best sources to market my event to (print, digital, social media, local advertising, etc.)? Can you 
create a marketing plan for me covering those sources, indicating estimated costs/budget? 

SAMPLE DATA FOR ILLUSTRATIVE PURPOSES
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A 21-page, 
extremely 
detailed 
strategy 
document was 
created

SAMPLE DATA FOR ILLUSTRATIVE PURPOSES

https://evoliomkt-my.sharepoint.com/:b:/g/personal/joe_federbush_evoliomarketing_com/IQDNbsoIGMnsQZ_gjFNXk_JVASdwP2g8iDNKYb-yeZTsem4?e=M4uLpb
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Retention 
strategy, target 
accounts, and 
account-
based 
marketing list-
building 
guidance

SAMPLE DATA FOR ILLUSTRATIVE PURPOSES
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Event 
positioning, 
messaging 
strategy, and 
team 
attendance 
growth tactics

SAMPLE DATA FOR ILLUSTRATIVE PURPOSES
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Marketing 
channels, 
budget 
allocation, and 
acquisition 
strategy 
planning 
overview

SAMPLE DATA FOR ILLUSTRATIVE PURPOSES
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What data do you 
have (or need) to 
identify attendee 
growth 
opportunities?

What tools will 
you use (or 
need) to reach 
different 
segments?
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Look at your site and posts from your 
attendees’ perspectives. Benefits? UVP?  
Why should they attend?

Responsive design for web, tablet, 
mobile – including registration

Exhibit hall floorplan: App & web

Easy to find tradeshow and conference 
dates, fees, exhibit hours, tracks/ 
topics, venue, transportation, and hotel 
details

How user-friendly is your registration 
form, and how actionable is your data?



Questions?
Connect with us to explore how EVOLIO can transform your event investments into 
measurable business outcomes.
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Download a Sample Report

Schedule a Meeting

EVOLIO Benchmarks

Joe Federbush
President

Joe.Federbush@evoliomarketing.com 
+1 512 635 7477

EVOLIO_MARKETING

https://mailchi.mp/evolio.co/roundtable
https://mailchi.mp/evolio.co/roundtable
https://outlook.office.com/bookwithme/user/b472769fc7fd43d3923cfdc621cb6367@evoliomarketing.com?anonymous&ep=signature
https://outlook.office.com/bookwithme/user/b472769fc7fd43d3923cfdc621cb6367@evoliomarketing.com?anonymous&ep=signature
https://mailchi.mp/evolio.co/roundtable
https://mailchi.mp/evolio.co/roundtable
mailto:Joe.Federbush@evoliomarketing.com
https://www.linkedin.com/in/joefederbush/
https://www.instagram.com/evolio_marketing/
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