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Expectation 1

Meaningful Connections



Expectation 1
Meaningful 
Connections 

want to advance their 
careers with 
professional mentoring 
and training within 
their industry.

84%  73%  93%
say their primary goal at 
in-person events is 
networking …

• with each other 
• with SMEs 
• with exhibitors 

want demos and hands-
on activities on the trade 
show floor.

Source: 2023 Freeman Trends Report



Expectation 1
Meaningful 
Connections 

retained these feelings 
for at least a month, 
resulting in a halo 
effect: long-term brand 
trust, recognition and 
sales.

71%  68%  64%
say their trust increased 
following the interaction 
with a brand at an event.

feel more trusting of a 
brand to “do what is 
right” after interacting at 
a live event.

Source: 2023 Freeman® Gen Z Report



Attendees are the product that 
organizers sell to exhibitors.

Expectation 1
Meaningful 
Connections 



Expectation 1
Meaningful 
Connections 

NEED AN IMAGE THAT 
ILLUSTRATES PERSONAS 

OR MATCHMAKING



Expectation 1
Meaningful 
Connections 



Expectation 1
Meaningful 
Connections 



Expectation 2

A Frictionless Journey
              



Friction Along the Exhibitor Journey
Receive marketing campaign/emails

Visit event website

Sales/space selection

Planning exhibit presence

Get data about who is coming

Booth set up

Download/use event tech

Lead retrieval

Awareness

Conversion

ConsumptionExhibitor Journey

Expectation 2
A Frictionless
Journey



It’s me. Hi.
I’m the problem.
It’s me. 

Expectation 2
A Frictionless
Journey



Expectation 3

A Consumer-Centric Experience
   



Learn the unique traits of 
your audience, but focus on 
their consumer preferences.

17 waves of research have shown 
some common traits and how they 
influence behavior.

1. Generation

2. Gender  

3. Socioeconomics  

4. Event type 

5. Industry

Expectation 3
A Consumer-Centric Experience

Source: The Freeman Trends Report Q2- 2023



“The trend evolving in all 
types of businesses is that 
it’s all about the people.” 

Craig Charlton, CEO - SugarCRM

“What we see in common is 
that how we buy is influenced 
all of the time; at the end of the 
day, we are all consumers.” 

Adrian Nash, Head of Strategy - SAP

Expectation 3
A Consumer-Centric Experience



National 
Restaurant 
Association 
Show



© 2021 Freeman. All rights reserved.

A Birthday Party for 
the Restaurant 
Show!

Partner: Eli’s 
Cheesecake

© 2021 Freeman. All rights reserved.





RX 
Kohl’s ”Price is 
Right” wheel



Manicure Bar



High Value VIP 
Gift 



Expectation 4

The Truth



Marketing is now in charge and 
they want to see actionable 
results.

Expectation 4
The Truth



Exhibitor dissatisfaction 
is growing. 
Address it or they may go rogue.

Expectation 4
The Truth



Expectation 4
The Truth Reasons for Exhibiting (Importance vs. Satisfaction)

57%

63%

50%

46%

59%

50%

59%

68%

68%

83%

89%

94%

New Product Introduction

Meeting/Networking with Partners

Scheduled Meetings

Brand/Product Awareness

Lead Acquisition

Meeting New Customers

Extremely/Very Important Extremely/Very Satisfied

Source: The Freeman Trends Report Q2- 2023



Expectation 4
The Truth Existing gaps have grown larger between exhibitors’ rating of 

importance vs. satisfaction

Ideal

Pre-Covid

2023

-44%

-30%

-10%
Source: The Freeman Trends Report Q2- 2023



Expectation 1 

Meaningful Connections
Expectation 2 

A Frictionless Journey

Expectation 3 

A Consumer-Centric 
Experience

Expectation 4 

The Truth



Let’s Discuss



QR Code

Freeman Research Links

Kimberly 
Hardcastle-Geddes 
President of mdg, A Freeman Company
kimberly@mdg.agency
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