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WELCOME!



Attendee Acquisition 
Outlook & Challenges

October 2023
Lippman Connects: Attendee Acquisition Roundtable

Joe Federbush
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Agenda

1. Attendee Acquisition Challenges
2. Benchmarks & Data
3. Attendee Acquisition Tactics
4. Case Study
5. Resources



Share Your Thoughts
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Business Intelligence & Analytics: Attendee & Exhibitor Surveys,
Concept Testing Research, Conjoint Analysis, Price Point Sensitivity Testing

Focus Groups 
& In-depth 
Interviews

Portfolio Optimization 
& Data Analytics Behavioral and 

Sentiment Analytics
Mystery 

Shopping

Exhibitor Strategy Meetings & Workshops KPI Playbook Development

Brand 
Ambassador 

Training & 
Management

EVOLIO Marketing



Where We’ve Been Recently
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Working With Major Brands/Exhibitors/Sponsors



Attendee Acquisition Challenges Ranked

1 2 3 4
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Attracting 
quality of 
attendees

52%
Attracting 

more 
attendees in 

general

26%
Finding new 
prospective 

attendees (1st 
timers)

19%
Attracting 
younger 

attendees 
(Millennials and 

Gen Z )

3%

Source: Lippman Connects & EVOLIO Marketing Attendee Acquisition (AAR) Survey September 2022 and March 2023. N=77

https://ql.tc/JyDV4s


64%

33%

Millennial: born 1981 and 1996. 
27 to 42 years old now.  22% of U.S. population.

Gen Z (Zoomers): born 1996 and 2012. 
Oldest are 28 years old. 21% of U.S. population.

 
                 constitute business buyers. 

                      are business buyers who purchase through 
                      self-guided digital channels.

They are more demanding, engaging in more buying 
activities, and more willing to express dissatisfaction.
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Source: Forrester Research



Tactics & Successes for Attracting New Attendees
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55%

58%

58%

52%

68%

58%

97%

100%

Exhibitor Guest Tickets

Digital Ads on 3rd-Party Site

Print Ads in Trade/Pro Journals

Lookalike Programs/Retargeting

Digital Ads in Trade /Pro Journals

Paid Ads on Social Media

Social Media (non-paid)

Email Blasts with In-house Database

Tactics Used
Works Best for Targeting New Audience16%

26%

13%

23%

26%

32%

61%

29%

55%

58%

58%

52%

68%

58%

97%

100%

Exhibitor Guest Tickets

Digital Ads on 3rd-Party Site

Print Ads in Trade/Pro Journals

Lookalike Programs/Retargeting

Digital Ads in Trade /Pro Journals

Paid Ads on Social Media

Social Media (non-paid)

Email Blasts with In-house Database

Tactics Used
Works Best for Targeting New Audience

Source: Lippman Connects & EVOLIO Marketing Attendee Acquisition (AAR) Survey September 2022 and March 2023. N=77

https://ql.tc/JyDV4s


Attendee Benchmarks

43
Average 

age

82%
Satisfaction with 
Exhibits Visited

(extremely/very satisfied)

67%
Anticipate making a 
purchase in next 12 

months

79%
Likely to attend 

again
(extremely/very likely)
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10% Gen Z

   40%  Millennials

32% Gen X

 18%  Millennials

80% Buyers

 29%  Decision-makers

ATTENDEE CHARACTERISTICS

ATTENDEE PREFERENCES AND EXPERIENCE

+37
Net Promoter Score® of 
brands (exhibits) visited

Top Reasons for 
Visiting Exhibits

67% Check out what’s new
55% Learn more

33% Just browsing
26% Get detailed infoSource: EVOLIO Marketing  |  13,664 attendee survey respondents, B2B tradeshiows  |   May 2021- August 2023

49%
1st time 

attendees



What Makes an Effective Attendee Acquisition Campaign?
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Center for Exhibition Industry Research - Attendee Acquisition Trends Driving Growth (ceir.org)

https://www.ceir.org/attendee-acquisition-trends-driving-growth/


What Makes an Effective Attendee Acquisition Campaign?
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1. Focus messaging on key themes and personalization
power of F2F, addressing urgent needs, personalized

2. Multichannel marketing is a must
hyper-focused, connected, interactive

3. Collaborations and relationship selling
exhibitor invites, key buyers, multi-staff, localization

4. Strategically use discounts and premiums
deadlines, VIP programs, make it easy

Center for Exhibition Industry Research - Attendee Acquisition Trends Driving Growth (ceir.org)

https://www.ceir.org/attendee-acquisition-trends-driving-growth/


Attendee Acquisition Challenges

Are attendees registering later?
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Registering more than 4 weeks out49%

Source: Lippman Connects & EVOLIO Marketing Attendee Acquisition (AAR) Survey September 2022 and March 2023. N=77

Registering less than 2 weeks out or onsite29%

https://ql.tc/JyDV4s


Attendee Acquisition Opportunities

Is Bleasure a thing? Yes.
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of business travelers plan to take friends and 
family with them on at least one trip in 202424%

>33% of Gen Z and millennials will extend a trip for 
leisure

Source: Hilton's 2024 Trends Report



Attendee Acquisition Strategy
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1. Who are our (and our exhibitors’) specific targets?

2. What is our audience’s reasons for attending?

3. What are attendees most interested in seeing and doing?

4. What are attendees most interested in learning about?

5. What challenges can our event help attendees solve?

6. Why should they attend my event versus others’?

16

KPI: Key Performance Indicators
OKR: Objectives, Key Results

CTA: Call-to-Action

Your answers 
create your 

attendee 
acquisition 
KPIs/OKRs, 

strategy, 
communications 
plans, messages, 

and CTAs
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Case Study:
Attendee Segmentation for Acquisition 

Strategy & Marketing



Total Audience Breakdown

Registered Attended Difference

# % # %
Difference

#
Difference

%

Attendee: Academia (free) 211 11% 115 9% -96 -45%
Attendee (mix of guests/free and paid) 952 51% 602 45% -350 -37%

Media/Analyst (free) 90 5% 68 5% -22 -24%
Speaker (free) 103 6% 80 6% -23 -22%

Sponsor/Exhibitor (paid) 502 27% 461 35% -41 -8%

Total 1858 1326 -532 -29%

2022 In-person Conference: Registration vs Attendance (EXAMPLE)

Total Audience Job Roles 

Registered Attended Difference

# % # %
Difference

#
Difference

%

Business Execs (CEO, CFO, COO, CSO, CMO, President, VPs) 567 31% 448 35% -119 -21%
Technology Decision-makers (CTO, CIO, CISO, Engineering Manager, ITDM) 355 20% 262 20% -93 -26%

Software Developers (Programmer, Integrator, Data Scientist) 331 18% 184 14% -147 -44%
Hardware Developers (Designer, Engineer, Architect) 224 12% 170 13% -54 -24%

Academic (Educator, Researcher, Student) 147 8% 88 7% -59 -40%
Media/Analyst 88 5% 67 5% -21 -24%

Other (Government, Self-Employed) 104 6% 75 6% -29 -28%
Total 1816 1294 -522 -29%

Case Study: Attendee Segmentation Analysis
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Attendee Survey Results by Segments (EXAMPLE)

Reasons for Attending
All 

Respondents
IT Decision-

makers
Software 

Developers
Hardware 

Developers

To learn about current technologies 76% 81% 75% 72%
To learn more about the industry roadmap 67% 88% 61% 51%

To connect/network with peers and industry experts 66% 76% 60% 61%
To learn about developer solutions 59% 40% 72% 66%

To connect with other developers and tech professionals 52% 55% 50% 51%
To collaborate with the technology ecosystem 40% 49% 41% 31%

To advance my career 38% 27% 47% 41%
Get access to Developer Toolkits and SDKs 32% 20% 33% 44%

To start new business opportunities 17% 12% 26% 12%
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Develop an attendee acquisition strategy and marketing approach based on understanding attendees’ 
objectives and how they differ by key audience segments; Develop targeted messages.

Case Study: Attendee Segmentation Analysis
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Case Study: Attendee Segmentation Analysis

1. Attendee targets: Lack of personalization in event promotion

2. Attendee no-shows:  Lack of communications after registration; no calendaring

3. Content and education:  Effective based on developing tracks based on attendee-
types and interests

4. Event outcomes:  Event NPS=+57; 88% extremely/very high satisfaction; 76% highly 
likely to attend again

5. Sponsors/Exhibitors: Low satisfaction; low number of leads
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Additional Resources and News
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Additional Resources and News
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Additional Resources and News
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Additional Resources and News
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Thank you!

Joe Federbush
President & Chief Strategist
Joe.Federbush@evoliomarketing.com
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