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If you’re a trade show organizer or event marketer you live on prior year’s registration 

data! Simply, remarketing to past attendees has been the best method to drive attendance. No 

news here! Registration data will forever remain the primary list source for next year’s trade 

show or event direct marketing campaigns. 

 

But are you getting the most out of this data to make even more money?  In our 24 years of 

experience, only about 5-10% of organizers do.  That’s a BIG missed opportunity. There’re at 

least two major “more money” opportunities available with registration data.  These are: 

 

1. Uncovering insights that will improve the effectiveness and efficiency of your 

marketing campaigns and also lower attendee acquisition costs. 

 

2. Providing exhibitors a much clearer picture of who attends the trade show/event 

leading to higher retention and sales to exhibitors. 

  

Let’s take these “more money” benefits one at a time. 

 

1. IMPROVE EFFECTIVENESS AND EFFICIENCY OF MARKETING CAMPAIGNS. 

 

These well-known marketing tactics drive registration to the show or event:   

 Email, direct mail and telemarketing to past attendees plus partner and new lists 

 Search engine optimization and PPC combined with content marketing offers 

 Social media – Facebook, Twitter, Instagram, LinkedIn, etc. 

 Banner ads on relevant and partner websites and retargeting upon response 

 Incentivized exhibitor marketing efforts – either through the exhibitor or to their lists 

 PR efforts either online or in print 

 Others specific to the industry 

The result is the pre-show registration list and subsequent verified on-site attendance data. In 

addition, most marketers are able to capture the “last touch” that drove registration particularly if 

it was a direct marketing communication.   
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Of course, that last touch is likely not the communication that drove registration, as trade show 

campaign data analysis indicates that multi-touch and multi-media campaigns work the best. 

The registration derived from the last touch may represent only the last in a series of messages 

that convinced the individual to register. 

 

The registration forms capture basic demographic information from the attendee, and are 

frequently combined with several show-specific data fields relating to the needs of the organizer 

and exhibitor such as major industry, reasons for attending, buying intentions, etc.   

 

As with all self-reported data, input errors and intentional misinformation occur.  Generally, 

registration data is quite good as not only is it current, but is also inputted directly from the 

individual attendee.  Little if any data hygiene is performed on registration data at this time. 

 

If the show or event is successful, then a “rinse and repeat” marketing strategy is deployed for 

next year.  Yes, new lists and are obtained and a doubling down on what tactic seemed to work 

best are likely to be added to the strategy, but in general if it worked last year, let’s do it again. 

 

The New Opportunity to Improve Attendee Marketing Campaigns  

“Rinse and repeat” is not bad thinking, but there is so much more that could be done with an in-

depth analysis of an enhanced and profiled registration database.  Here’s how this works: 

 

First the registration data is normalized and standardized to meet address standards.  If prior 

year’s registration data exists then it’s recommended to go back at least 3 years. This 

registration data needs to have non-attendee registrations suppressed (exhibitors, press, speakers 

etc.) Then each year’s files are enhanced with standard data elements such as: 

 

 4-digit SIC or 6-digit NAICS code – the code selected depends the code that has 

been used in the legacy databases. If none, then the newer NAICS code is preferred. 

 

 Revenue and employee ranges – while both should be added to the data file, 

employee size tends to be a more accurate indicator of size as most companies are 

private and do not release revenue data. They are less secretive when reporting the 

number of employees. 

 

 Site location code – HQ, single location, branch, etc. 
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Second, these enhanced files are profiled and segmented. One caveat; not all records will be 

enhanced as matching rates typically range from 65 - 80%.  The subsequent database is then 

analytically profiled to provide insights that will improve targeting, segmentation and resource 

allocation for next year’s marketing campaigns.  These include: 

 Geographic analysis and trending based on multiple show locations 

Allows for focus on geographic areas more likely to attend based on location likelihood 

 

 Attendance trending by company and individual 

Identifies companies who have sent one individual vs. multi-individuals over time.  This 

allows for a prioritization of firms for a focused effort, such as telemarketing. Also 

identifies individuals who have repeated multiple times and opens up another focused 

marketing opportunity to engage them as loyal alumni. 

 

 Ranking of attendees by industry code 

Ranks the industry’s most likely to attend that aids in new list selection. 

 

 Ranking of attendees by company size – employees and/or revenue 

Identifies companies by size for another list selection criteria. 

 

 Location type - analysis by percentages 

Provides distribution of location types as yet another list selection criteria.  This is 

usually not an important factor outside of large company HQ’s. 

 

 New location and first time attendee analysis 

This report needs at least 3 years of data to segment first time vs. repeat vs. non-repeat 

attendees and/or locations. In fact, a “no-show” analysis could be done here as well.  

 

 In-depth title and function analysis translated to a buying power index. 

Each title is given a function code and buying power index of the attendees then can be 

ranked accordingly either by individual or by other segmentations. 

 

 Registration data fields cross-tabbed against any of the preceding data elements 

Any of the show’s unique registration fields can be easily cross-tabbed and translated into 

customized reports. 
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Three Obvious “More Money” Opportunities  

“More money” comes from increasing results and/or decreasing costs – a brilliant observation! 

Here are three obvious opportunities from this registration data analysis that will make the 

organizer of trade shows and events “more money”: 

 

 Focuses direct marketing campaigns on the highest priority and productive market 

segments thus increasing response and attendee rates while lowering cost per acquisition. 

 

 List research and selection is now based on knowledge of what kind of company and 

individual is more likely to attend thus improving list selection efficiency. 

 

 Reallocation of marketing resources and budgets to those segments that produce the 

highest results and reducing spend against those segments that do not. 

 

There are more money saving insights available, and a closer look at each show or event’s 

marketing strategy and executions will uncover additional economics or opportunities for higher 

results or in other words – a guide to Spend Less and Sell More. 

 

2. PROVIDE EXIBITORS A CLEARER PICTURE OF WHO ATTENDS 

At the 2016 ECEF conference in Washington DC a panel of three trade show managers was 

assembled to provide their perspective of the trade show industry.  Combined, they manage 315 

shows with decades of experience. One of the first questions from moderator Randal Acker, 

President of Exhibitor Media Group, was “what could organizers provide you that they are 

not now?” (To see the panel, go to YouTube and enter “ECEF 2106 Our Exhibitors Speak”) 

 

The unanimous answer from all three was that in this new world of data, organizers must 

provide a much better description and analysis of who is attending their show.  In fact, 

Diane Benson, Americas Exhibits Leader GE Healthcare commented that she is now choosing 

between shows based on knowing in advance the detailed profile of attendees.  She needs to 

justify the show decisions to GE management based on several criteria, and this is one of the 

most important.  Even if the show was judged successful last year, budgets are always under 

pressure and choosing between shows is dependent on overall value and alignment with their 

market. GE wants to know if the attendance aligns with their target audience and market.  
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Yes, trade show and event organizers do provide a general overview of who attends, but the 

active word here is “general”.  When exhibitors speak of who attends they mean, does the 

attendance align with our target audience and market?  In our data-driven marketing environment 

this translates into specific types of companies and individuals not general descriptions.   

 

For company information the 4-digit SIC or 6-digit NAICS code is standard.  Not only the kind 

of companies who attend, but how many.  Most B2B firms have profiled their customer 

database by these industry definitions, and want to match their data against the shows’ to 

insure a “target rich environment”.  While the data is from the prior year’s show it’s a 

reasonable assumption that this year’s show will be similar. Clearly this will improve their lead 

generation, which is 80% of the reason firm’s exhibit.  By drilling down to these more granular 

definitions of the attendees, exhibitors wills then feel better informed and justified to exhibit.  

 

On the individual attendee level, exhibitors also want to know how many of the attendees are 

decision makers or influencers. Most organizers generally describe the level and/or titles of 

attendees but according to the ECEF panel that is also found too general a description to make a 

decision on the show.  An improved title/function analysis and report will go a long way to 

convince wavering or new exhibitors that this is the right show to exhibit.   

 

Two Obvious “More Money” Insights  

Selling and keeping exhibitors is the primary revenue source for trade show organizers.  That’s 

less so for conference events, as much of the revenue comes from registration fees, even though 

exhibitor income is significant.  Competition for the exhibitor’s trade show/event dollar is more 

intense due to increasing indirect competition from other methods to generate leads such as 

online technology.  Of course, there’s still competition from other shows and events as well.  

Therefore, organizers have to step up their game to provide value and distinguish 

themselves from both direct and indirect competition.  There are two major sales areas where 

a more granular attendee profile will help: 

 Selling first time exhibitors 

The best potential exhibitors are already exhibiting, but just not at your show or event.  

They know the game and are seeking venues that are more productive.  Just ask your 

sales staff as to what they need to convince a company to “risk” exhibiting at your show.  

They will likely answer they need data and testimonials supporting the reasons the client 

should either add your show to their budget or more likely pull out of a competing show 

to exhibit.  A well-documented and presented attendee profile will demonstrate value. 
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 Retaining current exhibitors 

On average 10% of current exhibitors do not repeat.  There are many reasons for this 

including their own financial situation or changes in their marketing programs.  But many 

do not repeat as they make yearly choices as to what shows they will continue to exhibit 

at.  The average B2B exhibitor participates in 10 shows per year based on CIER data.  

Odds are that these 10 are selected from a larger number.  So how do you keep exhibitors 

coming back to your show?  Simply by providing them both value and justification.  The 

value will be in the leads generated, and justification will be in the data they have on who 

attendees.  If the data shows that the right attendees were there, then the lead generation 

results are their responsibility and they can’t blame the organizer. 

 

TO SUM UP 

Organizers have an untapped opportunity to dig into registration lists with data analytics to drive 

two new benefits: 

 Improve marketing productivity or Sell More By Spending Less 

 Sell new and retain current exhibitors  

Not bad for a little more effort and money.  Not only would this pay dividends but also will bring 

organizers increasing into the world of data and data-driven marketing where there is even more 

possibilities to become a premier show and event. 
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