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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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Feelings 
Aren’t
Facts®
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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

MAJOR INDUSTRIES

B2B AND CONSUMER

Feelings Aren’t Facts®

EVENT STRATEGY, MEASUREMENT & SURVEYS
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Attendee Acquisition 
Strategy & 
Challenges:
Show Organizer 
Study Results

179 responses; March – July 2025
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Respondent Profile
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Marketing Tactics Used + Effectiveness
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Question: Which attendee acquisition tactics are most effective?  Select up to 3.

99%

96%

68%

65%

62%

61%

55%

53%

52%

49%

75%

37%

19%

14%

6%

26%

9%

28%

17%

12%

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

Lookalike programs
USED

HIGHLY EFFECTIVE
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clay.com
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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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Compared with 2 years ago…
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Question: What tactics are used for your attendee acquisition campaigns?  Select all that apply.

57%
increased 
attendee 

registration 
fees

39% same
2% decreased

67%
increased 

# of 
attendees

18% same
12% decreased
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• Identify what attendees would 
be willing to pay if prices were 
to increase

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

• Determine at what point you are 
asking too much



11

Van Westendorf Model

Sample data used for illustrative purposes             n=312

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?
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How are you 
utilizing AI for your 
attendee 
acquisition efforts?
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Using AI for Tradeshows & Events
July  2025                  
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Yes
63%

No
37%

Do you currently use AI for 
your events?

A lot
35%

Not 
much/

Not all all
40%

Neutral
25%

How much has AI reduced 
your stress levels?

Approximate percentage of time 
saved per week by using AI

19%
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How AI is Being Used for Tradeshows & Events
July 2025                  
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8%

8%

17%

25%

58%

75%

75%

Managing logistics

Budget management

Managing deadlines

Reporting

Data analysis

Content development

Communications w/
Attendees & Exhibitors

Aspects of job that are less stressful 
due to AI

What AI tools do you use?
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Writing and Content Creation 95%
Feedback Collection and Analysis 50%
Marketing, including digital, social media, PR 40%
Support and Customer Service (i.e., chatbot) 40%
Personalized Attendee Experiences 35%
Reporting and ROI Measurement 30%
Design and Graphics 25%
Networking and Matchmaking 25%
Predictive Analytics 25%
Language Translation and Accessibility 20%
Predictive analytics for attendee behavior 20%
Lead Generation and Management 15%
Speaker and Session Management 15%
Budget and Forecasting Automation 10%
Registration 5%
Venue and Floorplan Management 5%
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Yes
40%

In 
development

40%

No
15%

Not 
sure
5%

Does your association/organization 
have an AI usage policy?

How AI is Being Used for Tradeshows & Events
July 2025                  
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EVOLIO’s Example of AI Tech Stack Usage

HIGH QUALITY 
CONTACT LISTS 
& LIST 
ENRICHMENT

MARKETING & 
SOCIAL MEDIA 
CONTENT, 
DISTRIBUTION, 
TRACKING

SALES 
CONTENT,  
DISTRIBUTION, 
TRACKING,

RESEARCH, 
TRAINING AND 
OPERATIONS

RELEVANT 
BRAND SCOOPS, 
INTENT, AND 
NEWS 

clay.com

Synthesia: Creativity with 
Enterprise-Grade Control

https://share.synthesia.io/9cabd05a-74b8-465d-98d4-2e56fce08717
https://app.creatify.ai/share/738586a3-d344-4bde-9c49-43a798886fb5
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AEO
(answer engine optimization)

is the 
new
 SEO 
(search engine optimization)

https://chatgpt.com/share/e/6880de18-1050-800a-be18-fbfa4561858b
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AEO
(answer engine optimization)

is the 
new
 SEO 
(search engine optimization)

https://chatgpt.com/share/e/6880de18-1050-800a-be18-fbfa4561858b
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AEO
(answer engine optimization)

is the 
new
 SEO 
(search engine optimization)

https://chatgpt.com/share/e/6880de18-1050-800a-be18-fbfa4561858b
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I am a business leader looking for trade shows and conferences to 
attend this fall in the US to address issues and challenges, such as 
running my business more efficiently using Microsoft and its partner 
solutions. I want to learn about security, digital transformation, and AI, 
and connect with like-minded people.  What do you recommend?

AEO
(answer engine optimization)

is the 
new
 SEO 
(search engine optimization)

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

minded people.  What events do you recommend?  

When and where are these events?   Can you place them in a table? Include the 
following?   Who are the major exhibitors?  
Can you include links to the sites and exhibitor lists, education tracks, and main 
topics covered?   What entertainment and networking opportunities will there 
be?   Score them based on my interests and challenges.

job title & job description

dates and Locations

detailed description of issues and challenges faced regularly 

topics you find interesting
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ATTENDEE POV:

AI Prompt

I am a business leader looking for 
trade shows and conferences to 
attend this fall in the US to address 
issues and challenges, such as 
running my business more 
efficiently using Microsoft and its 
partner solutions. I want to learn 
about security, digital 
transformation, and AI, and connect 
with like-minded people.  What do you 
recommend?

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

AI Prompt

I am a business leader looking for 
trade shows and conferences to 
attend this fall in the US to address 
issues and challenges, such as 
running my business more 
efficiently using Microsoft and its 
partner solutions. I want to learn 
about security, digital 
transformation, and AI, and connect 
with like-minded people.  What do you 
recommend?

https://chatgpt.com/share/e/6880de18-1050-800a-be18-fbfa4561858b
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Case 
Studies
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https://ignite.microsoft.com/en-US/home
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• Email campaign: 5 months 
before event

• Approx 20 emails leading up 
to event

• Included in newsletters

• Consistent CTA

• Messages focus on 
attendee benefits and 
what’s new
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• New announcement and 
product updates

• Benefits: Increase 
productivity, safeguarding 
data

• Connections with peers and 
ecosystem

• Meet with experts

• Images include leaders, 
diversity, and some fun
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• Promote event in other 
communications like 
newsletters and new 
product intro emails

• Case studies and blogs

• Still focusing on benefits 
and features

• Reaching different targets 
with unique, relevant 
messages (biz mgrs, 
developers, etc.)
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• Registration open: 5 
months before event

• Call for abstracts 6.5 
months before event

• Discounts end soon: 2.5 
months before event

• What to look forward to: 2 
months before event
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• All of these go to my 
JUNK or OTHER folder

• Not one event email 
from this domain went 
into my INBOX

• REASONS: SPF, DKIM, or 
DMARC settiings, poor 
sending IP reputation, 
lots of links and promo 
language
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AI Assistance 
for ideas on 
attendee 
acquisition
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AI Assistance 
for ideas on 
attendee 
acquisition

Acting as a tradeshow executive and strategist for attendee acquisition, looking to grow 

my show and identify new attendee segments, can you help me create a strategic plan to 

increase attendance for my 2026 and future events? 

Based on our current attendee numbers and profile information, I am looking for the 

following DEEP RESEARCH regarding this show: The Irrigation Show and Education Week.

Increasing current attendance by 10% next year and 25% over the next 5 years 

Identify the most critical issues and challenges faced in the irrigation industry. 

What are some emerging attendee segments to identify?

What other events could my attendees attend 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 irrigation companies to send more people from their company without 

disrupting their business by being 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, local advertising, 

etc.). Can you create a marketing plan for me covering those sources, indicating estimated 

costs? 

What questions do you have for me?
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A 15-page 
strategy 
document was 
created
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Table of contents:
1. Executive goals and KPIs
2. Industry context to anchor your 

narrative
3. Critical issues and challenges to 

solve with program content
4. Emerging attendee segments to grow
5. Likely substitute events to monitor 

and avoid head-to-head pushes
6. Missing or underpenetrated 

segments to market to
7. Retention playbook for 2026
8. Get more people from the same 

company without disrupting 
operations

9. Position the event as a must-attend
10. “Sweet spot” profiles for list building
11. Channel plan with budget guidance
12. 12-month campaign timeline for 2026
13. Program and product offer to hit 

targets
14. Content and thought leadership to 

attract new segments
15. Risk management on calendar 

conflicts
16. Measurement plan
17. Why this Show wins vs substitutes
18. High-impact creative angles
19. Cost notes and caveats
20. Open items and data needed
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Attendee 
segment 
breakdown 
and 
rationale for 
new 
markets
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Recommended 
marketing and 
advertising 
strategy and 
budget
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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

Exhibit hall floorplan: App & web

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

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

Have you taken an objective 
look at your event’s website 
recently?   Remember, AEO!
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Joe Federbush
President

EVOLIO Marketing

joef@evolio.co
+1 512 635 7477

EVOLIO_MARKETING

Thank you!

mailto:joe.federbush@evoliomarketing.com
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