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AGENDA

EXHIBITOR 
SENTIMENT & 
OUTLOOK RESEARCH

Exhibitor thoughts, feelings, 
and outlook.

TRENDS IN EXHIBIT 
AND SPONSORSHIP

Trends impacting the 
successes and challenges 
with exhibit and sponsorship 
sales

CASE STUDY: AI FOR 
EXHIBIT AND 
SPONSORSHIP SALES

AI-assisted tips, tricks, and 
tools to assist you in your 
exhibit and sponsorship 
sales efforts
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EXHIBITOR 
SENTIMENT & 
OUTLOOK RESEARCH
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EXHIBITOR SENTIMENT

75%
Highly value 
tradeshows and 
events

55%
Increased costs are 
outweighing the 
investment

43%
Plan to go beyond 
the booth
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EXHIBITOR SENTIMENT

72%
Show organizers 
value my 
company’s 
participation

51%
Show organizers 
care about their 
relationship with 
my company 
beyond the event 
dates

53%
Show organizers 
have open and 
honest 
conversations with 
my team and me
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EXHIBITOR SENTIMENT

55%
Show organizers 
provide options that 
align with my 
company’s objectives

55%
Show organizers 
provide valuable 
marketing tools and 
resources for my 
company’s success
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EXHIBITOR OUTLOOK

18% 15%

57%
50%

25%
35%

2024 2025

BUDGET OUTLOOK OVER NEXT 12 
MONTHS

INCREASED

SAME

DECREASED

One-third anticipate increased event 
budgets in 2026, which is up 10 

points from a year ago.

The question remains: Is this due to 
rising costs or true investments into 

event programs?
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40%

45%

51%

52%

55%

64%

Decreasing participation in shows

Scaling back sponsorships

Re-evaluating event and exhibit strategies

Re-evaluating event and exhibit budgets

Limiting onsite staff attendance

Scaling back overall presence at events

BECAUSE OF INCREASING COSTS, EXHIBITORS ARE…

EXHIBITOR OUTLOOK
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28%
24%

18%

10%
8%

6%
4% 2%

Exhibit space Show services Exhibit design &
graphics

Shipping Travel &
entertainment

Sponsorships Marketing Other

EVENT BUDGET BREAKDOWN

Non-promotional expenses

EXHIBITOR CHALLENGES
The cost challenge: 62% of budget is not directly revenue-generating
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EXHIBITOR CHALLENGES

14%

32%

37%

46%

52%

80%

17%

25%

31%

47%

57%

88%

Exhibit Staff

Sponsorships

General Contractors

Show Services

Measuring Results

Costs & Budgeting

2024
2025

Unable to prove ROI and success
up 10 points, from 75% in 2024 (see next slide)85%

EXHIBITORS’ TOP CHALLENGES
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DEEPER INSIGHTS OF
EXHIBITOR CHALLENGES
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DOWNLOAD THE FULL REPORT 
AND WATCH THE WEBINAR
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CASE STUDIES: THE DATA IN ACTION
Example #1: 

Major tech company left the exhibit 
hall to have their own ‘gated’ 
experience. Includes keynote, demo 
showcase in ballroom, 3 breakout 
sessions, 8 meeting rooms, 1 staff 
room.

Budget: Saved 60% 
(saved $2.5M)

Traffic:     More press 
More customers
No looky-loos

Outcomes: 350+ meetings 
$87M+ in pipeline

Example #2: 

Major healthcare company did not 
increase their budget, despite rising 
costs of exhibit space, show services, 
and general contractor.

Budget: Flat program-wide
Events: 30% less investment

space/sponsorships
Cut 5 shows based
on lack of info in
timely manner

Outcomes: Very little negative 
impact on ROI/ROO

Example #3: 

Major tech company requested 
multi-year bundled pricing for exhibit 
space and sponsorships to avoid 
increased costs with an almost flat 
budget.

Budget: Anticipated 10%
increase per year 
for the next 3 years
program-wide 

Events: No cuts or significant
changes

Outcomes: Better budgeting and
planning; Exec buy-in
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Interested in knowing 
your exhibitors’ 
sentiment?
Contact EVOLIO for details: joef@evolio.co
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NSF ACTIVITY TREND
2022 – 2025 LIPPMAN / EVOLIO STUDIES

54%
68% 69% 71%

47%
41%

65%

47%

2022 2023 2024 2025

Increased NSF costs Increased number of exhibiting companies

Linear (Increased NSF costs) Linear (Increased number of exhibiting companies)

n=121 n=122 n=105 n=109

Question: In the past 24 months, have you increased your cost per square foot?
Question: In the past 24 months, has the number of exhibiting companies increased?

Values shown = Yes



SPONSORSHIPS ACTIVITY TREND
2022 – 2025 LIPPMAN / EVOLIO STUDIES

n=121 n=122 n=105 n=109

52%
41%

59%
68%

48%

32%

54% 58%

2022 2023 2024 2025

Increased revenue from sponsors Increased number of sponsors

Linear (Increased revenue from sponsors) Linear (Increased number of sponsors)

Question: In the past 24 months, has your sponsorship revenue increased?
Question: In the past 24 months, has the number of sponsors increased?

Values shown = Yes



JOE’S TOP 
TAKEAWAYS

Re-evaluate your sponsorship 
strategy and options, as many 
companies seek custom, thought-
leadership, and highly targeted 
sponsorships with measurable ROI.

Since 68% of exhibitors have 
decreased their spend by an average 
of 21%, sales must be more 
consultative with transparent data 
and a clear understanding of what 
defines customer success.

AI is already reshaping sales. Early 
adopters are reporting measurable 
improvements. Over time, AI will be 
a foundational tool, much like CRM 
and other digital platforms.
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AI FOR EXHIBIT AND 
SPONSORSHIP SALES
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PROMPT EXAMPLE
Acting as a strategic executive team 
for the 2026 AIA Conference on 
Architecture and Design, focusing on 
strategic sales and sponsorships to 
gain new exhibitors.  Using deep 
research and insights, and based on 
the attached current exhibitor list, can 
you identify 5 major architecture-
related companies that are not on the 
exhibitor list but would benefit from 
exhibiting in the show?  Please 
confirm that they are not on the 
current exhibitor list and also provide 
your rationale as to why they would 
be a good fit for this show.  Then, in a 
table, include the 5 companies, their 
HQ address, phone number, 
executive-level marketing contact, 
email address, phone #, and the top 
products/services they provide.  Any 
questions for me?

AI-ASSISTED STRATEGIC 
SELLING
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PROMPT EXAMPLE

Can you conduct deep research 
and insights into Kohler's 
current event program, 
sponsorships, and exhibit 
approach and strategy? Please 
provide results in a table 
detailing the events they 
participate in (exhibit/sponsor), 
along with dates, location, key 
messages, key products 
exhibited, if they speak and on 
what topic(s), and if they 
sponsor - what level and any 
details.

AI-ASSISTED STRATEGIC 
SELLING
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PRO TIP: CREATE A 
STRATEGIC PITCH 

SUMMARY
AI-ASSISTED STRATEGIC 

SELLING
Kohler’s strategy proves they 
have the budget and appetite 
for massive, highly creative 
experiential marketing. 

To win them for AIA26, go big. 
How about a large space with a 
custom wellness sanctuary or art 
installation, paired with a high-
level thought-leadership 
speaking slot to mirror the 
success they've found at KBIS 
and Milan Design Week?
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PRO TIP: 
AI TO ASSIST IN 
DRAFTING AN 

EMAIL
AI-ASSISTED STRATEGIC 

SELLING
Can you draft an email to 
Kohler’s CMO suggesting why 
Kohler should be in this show?  
It should be strategic, to the 
point, focus on ROI and building 
connections, and also 
incorporate your findings about 
Kohler’s approach at shows.

REFINE.
REFINE.
REFINE.
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What else could you 
prompt?

• Create a sales cheat 
sheet

• Develop consultative 
questions

• Develop an ROI 
calculator
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When exhibitors and 
organizers align around 

priorities, then exhibiting 
can shift from cost centers to 

growth engines.
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THANK YOU!

For more information about having 
EVOLIO measure your upcoming events, 

contact:
Joe Federbush
joef@evolio.co
+1 512 635 7477

Be on the lookout for 
upcoming 

Lippman Connects, 
Tradeshow Executive, and 

EVOLIO Marketing 
Attendee Acquisition and 
Exhibit/Sponsorship Sales 

studies throughout this 
year.
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Post-event Attendee And Exhibitor Surveys

Onsite Intercepts And Interviews

Focus Groups

Benchmark Studies

Exhibit/Sponsor Performance Analysis

Business Strategy And Intelligence
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