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Founded in 2015

25+ years measuring exhibits & events globally

Over 1,000 events and exhibits measured

Over 950,000 attendee and exhibitor 
surveys completed

joef@evolio.co

        +1 512 635 7477

EVOLIO_MARKETING

JFEDEVOLIO
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Feelings 
Aren’t
Facts®
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Q2 2024 
Midsize 
Show Organizer 
Survey Results
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Show Organizer Study

Based on…

• 153 completed surveys
• Wave 1: April – May 2024
• Wave 2: Early 2025
• Wave 3: Spring 2025
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Scan to complete the survey
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Respondent Profile

43%

28%

25%

17%

12%

15%

Executives

Exhibit Sales

Sponsorship Sales

Exhibitor Marketing

Attendee Marketing

Other

JOB ROLES
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26 avg. years 
in events

69% 5 events or 
fewer per 
year
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Respondent Profile

13%

12%

9%

7%

6%

6%

6%

5%

Medical/Healthcare

Mfg/Heavy Machinery

Technology

Building/Construction

Business Services

Transportation

Consumer/Retail

Energy/Scientific/Ag
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42%

58%

SHOW SIZE

Less than 125K sq ft 125K or More sq ft

7

INDUSTRIES
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42%

58%

SHOW SIZE

Less than 125K sq ft 125K or More sq ft

86%

83%

83%

77%

75%

54%

42%

38%

Sponsorship sales revenue

# of attendees

# of exhibiting companies

Exhibit sales revenue

Feedback from surveys

# new exhibiting companies

# new attendees

# new sponsorship sales

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

8

KPIs Used to Measure Success
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Exhibit & 
Sponsorship 
Sales 
Challenges
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Question: Do you have an Exhibitor Advisory Committee (EAC) for your event(s)? Select one.

Have an EAC
Exhibitor Advisory Committee

75%
EAC is extremely or very 

valuable for strategic 
planning

____________________
66% among large shows

10

64% among large shows

33%
Yes
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Question: What are your greatest issues and/or challenges when it comes to the success of your event(s)?
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Rising Costs 
& Budget 

Constraints 
General contractors, 

suppliers, labor rates, 
travel, facilities, F&B are 

putting pressure on 
organizers and 

exhibitors/ sponsors

ROI for  
Exhibitors & 

Sponsors
Increasing pressure to 

prove the value of 
participation to 

exhibitors and sponsors 
as their costs have 

increased significantly

Attendee 
Acquisition 
& Retention

Attracting new 
attendees, maintaining 

attendance levels, 
repeat attendance, and 

engaging attendees 
effectively are significant 

challenges.

Logistical 
and Planning 
Challenges

Registration timing 
issues, industry 

consolidation, changing 
business models, 

competition from other 
events and platforms

Organizers’ Greatest Challenges
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Compared with 2 years ago…
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Question: Compared with 2 years ago, how have each of the following changed for your most recent event(s)?

50%
increased 

exhibit 
space costs

73% large shows

45%
increased 

# of 
exhibiting 

companies

82% large shows

43%
increased 

revenue 
from 

sponsors

65% large shows

38%
increased 

# of 
sponsors

62% large shows

12
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New Opportunities: Sponsorship Requests
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Question: Over the last 2 years, which of the following requests are you, or your team, regularly getting from exhibitors and/or sponsors? Select all that apply.

76%

17%

17%

5%

Thought Leadership/Speaking

Outside of event venue

Year-long

Green/Sustainability

MOST REQUESTED SPONSORSHIP TYPES

45%
frequently or always 

accommodating 
requests

58%  large shows

13
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Most common exhibitor &  sponsor complaints

64%
Need greater 

ROI

51%
Exhibit space 

costs

43%
Move-in/out 

costs

23%
Sponsorship

costs

22%
Rules & 

restrictions

14%
Lack of 

transparency
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Question: What is the most common complaint your typically hear form your exhibitors/sponsors?

88%

57%

47%

40%

31%

25%

17%

Costs and budgeting

Measuring results

Show services

Info needed from show org

General contractors

Sponsorships

Exhibit staff

EXHIBITORS’ POV: 
GREATEST CHALLENGES

SHOW ORGANIZERS’ POV
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Attendee 
Growth 
Challenges
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Question: What tactics are used for your attendee acquisition campaigns?  Select all that apply.

54%
increased 
attendee 

registration 
fees

50% large shows

50%
increased 

# of 
attendees

70% large shows
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Price-point Sensitivity Testing: 
Van Westendorp Model

At what price do you think the event fee is priced 
so low that it makes you question its quality?

At what price do you think the event fee is a 
bargain?

At what price do you think the event fee begins 
to seem expensive?

At what price do you think the event is too 
expensive?

Compared with 2 years ago…

Should Your Raise Your Registration Fees?
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Try the Van Westendorp Model
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• Identify the range that most 
attendees would be willing to pay 
to attend your event if the prices 
were to increase

• Understand willingness to pay for 
special VIP experiences, custom 
packages, and upsell 
opportunities

• Determine at what point are you 
asking for too much
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Marketing Tactics Used
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Question: Which attendee acquisition tactics are most effective?  Select up to 3.

93%

89%

46%

39%

43%

36%

32%

32%

32%

95%

98%

85%

88%

78%

75%

68%

65%

60%

Emails internal database

Social media posts

Digital ads (trade pubs)

Digital ads (3rd-party sites)

Print ads (trade pubs)

Social media paid ads

Influencer marketing

Peer2Peer Invitations

Direct mail MID-SIZE SHOWS
LARGE SHOWS

18
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Using AI to 
Help Solve 
Your 
Challenges
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Greatest Attendee Acquisition Challenges (ranked)
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Question: Rank order your top attendee acquisition challenges. 

32%
Ranked #1

Finding new 
prospective 
attendees

66% ranked 
1st or 2nd 

31%
Ranked #1

Attracting the 
right quality 

attendees

54% ranked 
1st or 2nd 

23%
Ranked #1

Attracting 
high quantity 
of attendees

47% ranked 
1st or 2nd 

8%
Ranked #1

Increasing 
repeat 

attendees

22% ranked 
1st or 2nd 

6%
Ranked #1

Attracting 
Gen Z & 

Millennials

12% ranked 
1st or 2nd 
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Leveraging AI

21

Predictive 
Analytics

Persona 
Development

Personalized & 
Narrowband 

Marketing

AI 
Chatbots

Smart 
Networking

Dynamic Pricing 
Strategies
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“Innovator Alex” - The Tech Enthusiast Developer
ATTENDEE PERSONA EXAMPLE

Attendee Profile

Tech Interests

Job Roles:             Software or Hardware Developers
Attendee Type:  Technical professional
Gender:                 85% Male
Age:                         26 to 40 years old
Comms:                Email, Text, Reddit
Geo:                        Predominantly West coast

AI/ML

Edge to Cloud

Next Gen Systems

SW Developer Tools

Developer Cloud

Developer Toolkits

Open Source

Attendee Quality

Buying role:        68% decision-makers
Alumni:           32% at least 3 times

Event NPS:         +54 (64% promoters, 
10% detractors)

Experience Satisfaction

Variety of Exhibitors

Keynote

Breakout Sessions

Usefulness of Info

Worth My Time

SAMPLE DATA TO BE USED FOR ILLUSTRATIVE PURPOSES ONLY
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"Data-Driven Dave" - The AI-Focused Data Scientist
ATTENDEE PERSONA EXAMPLE

Attendee Profile

Tech Interests

Job Roles             Hardware Engineer, Academia, Professor
Attendee Type   Technical professional, Academia
Gender                  54% female
Age      18 to 30 years old
Comms:                Instagram, Text, Email
Geo                         Predominantly CA, IL, TX, NY, 
                                  NJ, MA

AI/ML

Edge to Cloud

Next Gen Systems

SW Developer Tools

Developer Cloud

Developer Toolkits

Open Source

Attendee Quality

Buying role        41% decision-makers
Alumni           11% at least 3 times

Event NPS         +60 (74% promoters, 
14% detractors)

Experience Satisfaction

Variety of Exhibitors

Keynote

Breakout Sessions

Usefulness of Info

Worth My Time

SAMPLE DATA TO BE USED FOR ILLUSTRATIVE PURPOSES ONLY
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How are you 
utilizing AI for your 
attendee 
acquisition efforts?
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Identifying & Addressing 
Exhibit  & Event Management 
Challenges

Research Results
Conducted July-August 2024

AUGUST 2024 INDUSTRY STUDY:

Identifying & 
Addressing 
Exhibit & Event 
Management 
Challenges

Conducted by
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RESPONSE SUMMARY

• 241 responses

• July-September 2024

• Exhibitors and event 
managers

• Average 16 years in 
event career

• 97% influencers of 
event selection and 
budget

• 58% decision-makers 
of event selection and 
budget

Increase
25%

Same
57%

Decrease
19%

EXHIBITORS’ 2025 EVENT 
BUDGETS

INCREASED EVENT COSTS 
IMPACT ON BUDGET

Decrease presence 72%

Send fewer staff 61%

Re-evaluate our strategy 58%

Scale back on sponsorships 58%

Re-evaluate budgets 58%

Decrease # of shows 45%

Assess our event portfolio 37%

The Situation: Exhibitors’ POV
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Exhibitor POV: Sentiment Towards Events

60%

54%

57%

27%

28%

18%

13%

18%

25%

Show organizers provide options that align with my 
company’s objectives when participating in their 

event

Overall, increased costs of event marketing are
outweighing the value of the investment

At some tradeshows, holding our own offsite
activities is preferred instead of exhibiting

Agree Neutral Disagree
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Exhibitors’ perceptions of show organizers…

44%

51%

53%

69%

25%

28%

26%

18%

31%

21%

21%

13%

...care about their relationship with my company
beyond the event dates

...provide valuable marketing tools and/or resources 
that contribute to my company’s success

...have open and honest conversations with me/my
event team

...value my company’s participation in their event

Show organizers…

Agree Neutral Disagree
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Joe Federbush
EVOLIO Marketing

joe.federbush@evoliomarketing.com 
+1 512 635 7477

If you would like your 
exhibitors & sponsors to 

participate in this survey so you 
can compare your results, 

contact

mailto:joe.federbush@evoliomarketing.com
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Look at your site and posts from 
prospective attendee perspective

Responsive design for web, tablet, 
mobile

Exhibit hall floorplan in the app

Easy to find tradeshow and conference 
dates, exhibit hours, and venue and 
hotel details

Number and types of registration 
questions

TIPS: Your Event Website
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Joe Federbush
President

EVOLIO Marketing

joef@evolio.co
+1 512 635 7477

EVOLIO_MARKETING

mailto:joe.federbush@evoliomarketing.com
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