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THE CENTER FOR EXHIBITION INDUSTRY RESEARCH
CELEBRATES THIRTY YEARS OF SERVI
TO THE EXHIBITION INDUSTRY WIT}‘




STACCETN

I know the price of success:
dedication, hard work, and an
unremitting devotion to the things
you want to see happen.

CEIR’S EXISTENCE TODAY is attributed to the persistence
of exhibition professionals with an unparalleled level of

dedication and hard work.

Founded as The Trade Show Bureau in 1978, CEIR has
been governed by volunteers who believe strongly in the

organization’s mission.

The mission of the Trade Show Bureau eventually shifted
from industry promotion to producing industry research
that validates the importance and value of face-to-face
marketing. Today, The Center for Exhibition Industry
Research, or CEIR as it is known, continues to be a
respected organization producing vital new research year

after year.

INSIDE THESE PAGES you will find 30 statistics —
invaluable data from recent research on visitor
characteristics which justify the true marketing power

of exhibitions.



POTENTIAL NEW
CUSTOMERS FOR
EXHIBITING COMPANIES
AMONG ALL

QUALIFIED ATTENDEES*

Exhibitions attract an
overwhelming number of

new prospects.

For the past twenty years, this statistic has remained con-
sistent. What better reason could there be for exhibiting?
e Overall, 77% of qualified attendees at events are
potential new customers for exhibiting companies.
e In the retail and high-tech sectors, 61% of visitors
are new or renewed prospective customers.
o A staggering 80% of visitors at medical and
health care exhibits are new or renewed

prospective customers.

Source: CEIR Research Report ACRR 1130.08
*Attendees, or visitors, are defined as individuals registered for or participating in
an event.




of visitors have
buying authority.

VISITORS WITH

B NG AUTHOR

Exhibitions bring prospective customers with a net buying
influence* of 82% to exhibitors! Of these visitors:

® 39% have final say in the purchase decision

® 26% specify products

® 51% recommend the purchase of exhibited products

e In addition to buying authority, 55% of exhibition visitors

have a buying plan already established for an event.

When this data is considered
along with the fact that 77% of
qualified visitors at events represent
a new potential customer, it is
evident that much of the 82%

of visitors with buying authority
represents a significant untapped
market of quality leads.

Source: CEIR Research Report ACRR 1130.08

*Net Buying Influence (NBI) is the net percentage of attendees who have one or
more roles (final say, specify supplier, and/or recommend) in purchasing the types
of products exhibited. NBI is traditionally one of the more stable indicators of
audience quality.



More than half

of all exhibition visitors
travel more than 400 miles
to attend an event!

® 54% of visitors travel more than 400 miles to attend
an exhibition.

e The average percentage of visitors who travel from
surrounding states to attend an exhibition is 35%.

Attendees who travel more than 400 miles
for an exhibition: “

HIGH TECH EW

RETAIL

MEDICAL AND HEALTH CARE

MANUFACTURING

2007 INDUSTRY AVERAGE

Source: CEIR Research Report ACRR 1153.08




pa.c.l.(ed with
prospects.

Traffic Density is the theoretical number of people who
could have occupied every 100 square feet of paid exhibit
space for the duration of an event. The average exhibition
creates a Traffic Density of 2.3 people for every 100

square feet of space.

Industry
HIGH TECH
MEDICAL AND
HEALTH CARE

32 18 21 20 23

Based on these results,
exhibitions are clearly a proven
effective medium with which to
reach a target audience on a
face-to-face basis.

Source: CEIR Research Report ACRR 1152.08



® 80% of visitors find the exhibits they visited attractive!

Exhibitions offer the unique
face-to-face opportunity to reach
hundreds and even thousands of
potential customers over the short
space of two days.

Source: CEIR Research Report ACRR 1154.08
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visitors represent _
companies comprised of
1,000+ employees.

Average percentage of company sizes
represented at exhibitions

UPTO 19

Exhibitors have the opportunity to
come into contact with and garner
leads from major companies.

Source: CEIR 2007 Data



Exhibitions attract

all-new visitors.

First Time Attendees

HIGH TECH
MANUFACTURING

A third of exhibition visitors have not previously attended

an exhibition.

First time visitors comprise a
large base of exhibition visitors,
evidence that the industry
continues to thrive as events
continue to attract new prospects
for exhibitors.

Source: CEIR Research Report ACRR 1155.08




visitors bac

year after year.

Previous exhibition attendance
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HIGH TECH
RETAIL

39% of visitors attend the same exhibition at least two

years in a row.

Exhibitors can count on a loyal
attendee base year after year when
they commit to exhibiting at an
industry event.

Source: CEIR Research Report ACRR 1155.08



Audience

Interest factor
is 80%.

Audience Interest Factor is a measure of how many visitors
on average will visit a booth and one or more competitors’
booths. The average AIF across all sectors of the industry
is a whopping 80%!

AVERAGE AIF ACROSS
ALL SECTORS OF THE
INDUSTRY IS 80%

Source: CEIR 2007 Data




_82% of visitors are
interested in products
marketed at exhibits.

Product interest of visitors is perhaps the best prediction
of the success of an exhibit. The average product interest
at surveyed exhibitions is 82%!

Furthermore, on average, 50% of visitors already have a

buying plan for products established when they visit a show.

Source: CEIR 2007 Data



Exhibitions

encourage
Net Promotion.

On average, 34% of visitors at exhibitions qualify as
“Net Promoters.” This means that they are likely to
recommend a product or a particular brand showcased

at an exhibition.

34"

HIGH TECH
MANUFACTURING
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The Net Promoter score is a management tool that can be used to gauge the loyalty
of a firm’s customer relationships. A Net Promoter Score is obtained by asking the
question, “How likely is it that you would recommend us to a friend or colleague?”
Based on their responses, visitors can be categorized into one of three groups:
Promoters, Passives, and Detractors. In the net promoter framework, Promoters
are viewed as valuable assets that drive profitable growth because of their repeat/
increased purchases, longevity and referrals. Detractors are seen as liabilities that
destroy profitable growth because of their complaints and negative word-of-mouth.
Companies calculate their Net Promoter Score by subtracting their % Detractors
from their % Promoters.

Source: CEIR 2007 Data




Decision makers

prefer exhibitions.

PURCHASING DECISION-MAKERS
WHO FIND NATIONAL EXHIBITIONS
EXTREMELY USEFUL

87% of survey respondents — who were actively familiar
with exhibitions and have a role in the overall purchase
process for their organizations — stated that national
exhibitions are an “extremely useful” source of needed

purchasing information.

® 54% of those surveyed also look to regional events for

their purchase decision-making tools.

Exhibitions attract quality visitors
because they are the preferred
purchasing medium for decision
makers.

Source: CEIR Research Report PE 1.03 2004



Decision makers’
of

exhibitions:

89% say that exhibitions keep them
up-to-date on the latest trends and
developments in their industry

88% say that exhibitions save company
time by bringing many vendors under one
roof at the same time

86% say exhibitions help their
company make decisions about what
products/services to buy

84% say exhibitions provide an opportunity
to discuss problems/ideas with professionals
in their industry

83% say they rely on exhibitions to
keep up on important trends and
new developments

62% say exhibitions actually save their

company money by bringing many vendors
under one roof at the same time

Source: CEIR Research Report PE 2.03 2004




~ mostuseful sourcesof

purchasing information.
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TRADE PUBLICATIONS
VENDOR SALES CALLS
VENDOR SPONSORED

To decision makers, exhibitions
continue to rank in value above
sales calls and trade publications
as one of the most useful sources
of purchasing information.

Source: CEIR Research Report PE 1.03 2004



Importance visitors place on

face-to-face

interaction.

Approximately two thirds (63%-70%) of visitors place a
high level of importance on face-to-face interaction during
the pre-purchasing stages of the customer’s buying
process. Furthermore, research shows customers continue
to require face-to-face interaction in the later stages of
the purchasing process to maintain the ongoing relationship

with their vendor.

Exhibitions are an excellent way
to improve ROI via face-to-face
contact with business partners.
Returning to a “back to basics”
system of quality interaction can
create a unique buying/selling
environment for those involved.

Source: CEIR Research Report F03.03 2003




AL

business
opportunities.

When compared with trade publications, sales representa-

tives, catalogues and similar resources, exhibitions rank
higher to decision makers than alternatives on each of the
following points:

Exhibitions provide the best opportunity to investigate

competitive products and services side by side.

Exhibitions provide the best opportunity to “touch
and feel.”

Exhibitions make real-time evaluations possible.
Exhibitions enable decision makers to meet with exhibiting

companies’ sales, marketing and technical professionals at
the same time.

Source: CEIR Research Report PE 2.03



Important new
fin mgs about

events according to the
Advertising Research
Foundation:

e Visitors are apt to be more receptive to marketing
messages and images associated with an event than they

are to those presented via other methods

e Experiential marketing often goes beyond short-term

effects to generate a longer term brand value

e The initial stages of “event engagement” have extraordinary

power as a marketing medium

¢ Trade shows have both direct and indirect benefits,
generating interest and awareness, as well as incremental

sales and profits

Source: ARF white paper: Experiential Marketing: A Master of Engagement
January, 2008




CEIR’s research
consistently reaffirms the
power of face-to-face as the
premier marketing medium.

In a customer’s purchasing process, face-to-face interaction
is decisively important — from pre-purchasing stages through

the repurchasing stage of the customer continuum.

There is no better place for personal and direct contact
than on the show floor. An authentic, enduring relationship
with a customer cannot be created solely through emails

and sales calls.

Never underestimate the power of face-to-face.

For a list of 100 more reasons
for exhibiting, go to
http://www.ceir.org/100reasons



