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Trade Show Marketing  4INTRODUCTION

Trade shows, conferences, and events provide an excellent opportunity 
for B2B organizations to engage with prospects, conduct in-person meet-
ings, and generate revenue. 

Demand Metric partnered with SummitSync to research how pre-show 
collaboration between sales and marketing impacts return on invest-
ment (ROI). 

This research effort also sought to answer the question: Are companies 
that report revenue growth doing something different when it comes to 
trade shows?  

In this report, you will find answers to these questions, other trade show 
ROI insight, and some best practices when it comes to pre-show sales and 
marketing.
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Nearly three-quarters of study participants were from B2B organiza-
tions who experienced either slight or significant revenue growth in the 
last fiscal year. 

The analysis of this study’s data provides the following key findings:

Key Findings

Most study participants agree that 
having access to a trade show attendee 
list in advance helps them achieve 
their business results to a great or very 
great extent.

While only 18% of survey partici-
pants do not believe that in-person 
meetings are helpful, the vast 
majority, 82% of survey partic-
ipants, believe that in-person 
meetings are important in helping 
move customers and prospects 
through the buyer’s journey faster 
or more successfully.

Nearly two-thirds of study participants 
believe that trade shows help their 
companies engage with customers and 
prospects slightly better or much better 
than other approaches used by sales or 
marketing.

Study participants who are expe-
riencing revenue growth are four 
times more likely to report they 
have a complete understanding of 
who will attend trade shows and 
where those attendees are in the 
buyer’s journey, compared to study 
participants who report their organi-
zation is revenue stagnant.
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This report details the results and insights from the 
analysis of the study data. For more detail on the 
survey participants, please refer to the Appendix.

Study participants who are experi-
encing revenue growth are more 
likely to report the use of tools 
to keep track of scheduled meet-
ings, including CRM, collabora-
tion platforms, and email, when 
compared to study participants who 
report their organization is revenue 
stagnant.

Study participants who are growing 
revenue are nearly twice as likely 
to report the use of third-party 
technology to capture customer 
and prospect data in a CRM or 
Marketing Automation System 
before, after, or during a trade 
show, when compared to study 
participants who report their organi-
zation is revenue stagnant.

Of the study participants who 
report tracking ROI, revenue-stag-
nant companies are five times 
more likely to report losing money 
on events than revenue-growth 
companies.
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Involvement in trade shows, conferences, and events can vary depending 
on an organization’s goals and objectives. This study first set out to under-
stand the current state of trade show participation as shown in Figure 1.

This study found that participation at trade shows, conferences, and 
events can differ considerably. 

Nearly half of study participants attend, sponsor, or exhibit at 1-5 trade 
shows and conferences each year, while 10% participate in more than 21 
shows annually. 

Nearly half of study participants attend, sponsor, or exhibit at 1-5 
trade shows and conferences each year.

FIGURE 1: TRADE SHOW PARTICIPATION

How many trade shows and conferences do you attend, 
sponsor, and exhibit at every year?

Respondents participate in more 
than 21 shows annually.9%

Respondents attend, sponsor, or 
exhibit in 1-5 trade shows each year. 48%
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Although trade show attendance can fluctuate, the number of team 
members that typically attend every event remains relatively fixed, as 
shown in Figure 2, with 1-5 team members usually attending an event.

The vast majority of study participants report that their organization is 
typically represented by 1-5 team members at every event, while only 
8% of study participants report they are represented by eleven or more 
team members at every event.

Over three-quarters of organizations are represented by 1-5 team 
members at every event.

FIGURE 2: TRADE SHOW PRESENCE

On average, how many team members typically  
attend every event?

TRADE SHOW OVERVIEW

Participants report that their organi-
zation is typically represented by 1-5 

team members at every event

Participants report that their organiza-
tion is typically represented by 11 team 
members or more at every event.

76%

8%
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Trade shows, conferences, and events have been important marketing 
channels for many organizations for a very long time. 

However, has the emergence of online and virtual event technology 
changed the importance of in-person events? 

The results of this analysis are found Figure 3.

Over one-quarter of survey participants believe that trade shows are 
becoming more important or much more important from a marketing 
perspective. 

Further analysis revealed that 28% of study participants who report that 
trade shows are becoming more important or much more important 
from a marketing perspective track ROI to measure the success of 
their trade shows, compared to only 17% of study participants who 
report trade shows are becoming less important, much less important, or 
are not changing in importance.

Over one-quarter of survey participants believe that trade shows 
are becoming more important or much more important from a 
marketing perspective.

FIGURE 3: IMPORTANCE OF TRADE SHOWS

From a marketing perspective, how are trade shows, 
conferences, and events changing in importance?

TRADE SHOW OVERVIEW

Use as Marketing Channels
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Trade shows, conferences, and events can be a costly endeavor. We 
asked study participants how much of their overall marketing budget is 
spent on trade shows, conferences, and events. The results of this analysis 
are found in Figure 4.

The amount of money spent on trade shows, conferences, and events 
varies considerably. On average, study participants report that 20% of 
their overall marketing budget is allocated to trade shows, conferences, 
and events. 

At the high end of the spectrum, 14% of study participants are spending 
over half of their marketing budget on trade shows, conferences and 
events. At the low end of the spectrum, one-fifth of study participants are 
spending less than 10% of the marketing budget on trade shows, confer-
ences, and events.

Marketing budgets vary.

FIGURE 4: TRADE SHOW BUDGETS

Please estimate the percent of your overall marketing 
budget that is allocated to trade shows, conferences,  
and events.

TRADE SHOW OVERVIEW

Average overall marketing  
budget allocated to trade shows

Study participants are spending over half 
of their marketing budget on trade shows.

20%

14%
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No one doubts that trade shows, conferences, and events help drive 
engagement with customers and prospects. 

While the amount that organizations are spending on trade shows can 
vary, they are still very effective at driving engagement with customers 
and prospects when compared to other approaches used by sales or 
marketing, as Figure 5 shows.

Nearly two-thirds of study participants believe that trade shows help their 
companies engage with customers and prospects slightly better or much 
better than other approaches in use.

While engagement at trade shows can take many different forms, one 
of the most common tactics for driving engagement involves booking 
in-person meetings with prospects and current customers.

Nearly two-thirds of study participants believe that trade shows 
help their companies engage with customers and prospects 
slightly better or much better than other approaches used by sales 
or marketing.

FIGURE 5: TRADE SHOW ENGAGEMENT

Compared to other approaches used by sales or 
marketing, how well do the trade shows, conferences, 
and events that you participate in help you engage  
with customers and prospects?

TRADE SHOW OVERVIEW
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Are in-person meetings an important factor in helping move prospects 
through the buyer’s journey faster or more successfully? The results of this 
analysis are presented in Figure 6.

Despite advances in online and virtual technology, the value of face-
to-face meetings at trade shows, conferences, and events cannot be 
overlooked.

The vast majority, 82% of survey participants, believe that in-person meet-
ings are important in helping move customers and prospects through the 
buyer’s journey faster or more successfully.

The vast majority, 82% of survey participants, believe that 
in-person meetings are important in helping move customers and 
prospects through the buyer’s journey faster or more successfully.

FIGURE 6: IMPORTANCE OF IN-PERSON MEETINGS 
AT TRADE SHOWS

How important are in-person meetings at trade shows, 
conferences, and events in helping move prospects 
through the buyer’s journey faster or more successfully?

TRADE SHOW OVERVIEW

Unimportant

Neutral

Very important

Important

Respondents believe that in-person meetings  
are important to the buyer’s journey.

Respondents do not consider in-person 
meetings relevant to the buyer’s journey.

82%

5%
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Unfortunately, booking in-person meetings at events is a difficult task if you 
do not have a complete picture of who will be in attendance. We wanted 
to know how marketing and sales teams discover attendees in advance of 
trade shows, conferences, and events. 

Figure 7 shows the results of this analysis.

The top three ways that sales and marketing teams learn about trade 
show attendees are:

Obtaining a sponsor/exhibitor list (65%)

Personal knowledge/network (56%)

Reviewing data in CRM or marketing automation (36%)

While most sales and marketing staff rely on sponsor or exhibitor lists to 
understand who will be attending a trade show, a startling percentage 
of sales and marketing staff report they rarely or never conduct any 
advance preparation to learn about attendees. 

It is also worth noting that a surprising amount of study participants rely 
on their own personal network to learn about trade show attendees. 
Although this technique can prove effective, knowledge of attendees is 
limited to the size and comprehensiveness of the network being used. 

The concern, of course, is that relying on a personal network can be 
limiting, allowing the competition to swallow up new business opportuni-
ties that fall outside the periphery.

Most sales and marketing staff rely on sponsor/exhibitor lists to 
understand who will be attending a trade show.

FIGURE 7: HOW SALES AND MARKETING STAFF LEARN ABOUT 
TRADE SHOW ATTENDEES

Going into a  trade show, conference, or event, 
how does your marketing and sales staff learn 
about attendees in advance?

12%There is rarely or never any advance 
preparation to learn about attendees

Obtain list as sponsor / 
exhibitor 65%

Personal knowledge/network 56%

Social media searches 27%

Reviewing data in CRM or  
marketing automation systems 36%

Run ads to landing pages for 
meetings or booth registration

19%

Other 4%

I don’t know 4%

TRADE SHOW OVERVIEW
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Finally, we wanted to understand if having access to attendee information 
before a trade show, conference, or event impacts business results. The 
results of this analysis are shown in Table 1.

Study participants report that having access to trade show attendee 
information in advance would help them achieve business results to a 
great extent or very great extent. 

Since access to attendee information helps organizations achieve so 
many important business objectives, the value of gathering intelligence 
on trade show, conference, and event attendees cannot be overlooked.

In the next section of this report, we look at the differences between 
revenue-growth and revenue-stagnant companies.

Most study participants agree that having access to trade show 
information in advance will help them achieve their business 
results to a great or very great extent.

TABLE 1: THE BUSINESS IMPACT OF PRE-SHOW INFORMATION 
ABOUT TRADE SHOW ATTENDEES

To what extent would having access to attendee 
information before a trade show, conference, or event 
help you achieve the following results?

TRADE SHOW OVERVIEW
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Since so many organizations attend trade shows, conferences, and 
events to help move customers and prospects through the buyer’s 
journey, one of the specific objectives of this study was to understand 
what revenue-growth companies are doing differently than their peers.

To analyze this relationship, participants were first asked to categorize 
revenue, and the following category options were provided for this rating:

Significant decline in revenue

Modest decline in revenue

Flat or no growth 

Modest increase in revenue

Significant increase in revenue

The results of this revenue rating are presented in Figure 8.

Over three-quarters of study participants report they experienced modest 
to significant revenue growth in the last fiscal year (FY17). 

Nearly three-quarters of study participants report a slight or 
significant increase in revenue growth in the most recently 
completed fiscal year (FY17).

FIGURE 8: REVENUE GROWTH IN THE LAST FISCAL YEAR (FY17)

What statement best describes the revenue growth        
at your company during the most recently completed 
fiscal year?
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A correlation exists between satisfaction with pre-show marketing 
strategy and the revenue categories shown in Figure 8. Figure 9 displays 
this relationship.

Remarkably, only 4% of study participants report they are “Very Satis-
fied” with their pre-show marketing strategy and results. 

The correlation between pre-show satisfaction and revenue found that 
study participants who report revenue growth are over two times more 
likely to report they are satisfied with their pre-show marketing strategy 
and results than those who are revenue stagnant.

Study participants who report revenue growth are over 
two times more likely to report they are satisfied with their 
pre-show marketing strategy and results than those who are 
revenue stagnant.

FIGURE 9: PRE-SHOW SATISFACTION AND REVENUE

Overall, how satisfied are you with your pre-show 
marketing strategy and results?

Revenue Stagnant

Revenue Growth

revenue growth differences

For the analysis that follows, responses to the revenue rating 
question were grouped into two broad categories:  the “Revenue 
Stagnant” category, which includes the “significant decline in 
revenue,” “modest decline in revenue,” and “flat or no growth” 
responses; and the “Revenue Growth” category, which includes 
the “Modest increase in revenue” and “Significant increase in 
revenue” responses.

Study participants report they are “Very 
Satisfied” with their pre-show marketing 
strategy and results 4%
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Study participants who report revenue growth are clearly much more 
satisfied with their pre-show efforts than those who are revenue stag-
nant. We wanted to know why. One possibility is that revenue-growth 
companies also have a much better understanding of who will attend 
trade shows, conferences, and events. 

Figure 10 depicts this relationship.

Study participants who are experiencing revenue growth are four 
times more likely to report they have a complete understanding of who 
will attend trade shows and where those attendees are in the buyer’s 
journey than those who report their organization is revenue stagnant.

Study participants who are experiencing revenue growth 
are four times more likely to report they have a complete 
understanding of who will attend trade shows and where those 
attendees are in the buyer’s journey.

FIGURE 10: TRADE SHOW UNDERSTANDING AND 
THE BUYER’S JOURNEY

How well does your marketing and sales staff 
typically understand who will attend trade shows, 
conferences, and events, and where those 
attendees are in the buyer’s journey?

Revenue Stagnant

Revenue Growth

revenue growth differences

Revenue stagnant participants have 
good to complete understanding of 

who will attend trade shows.

Revenue growth participants have good 
to complete understanding of who will 
attend trade shows.

36%

57%
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However, gaining a complete understanding of trade show attendees in 
advance is a challenging task for many B2B organizations. 

The use of sales enablement technology can play a vital role in supporting 
the sales team as they prepare for a trade show, conference, or event, as 
shown in Figure 11.

The use of technology can help to ensure sales and marketing alignment. 

Study participants who are experiencing revenue growth are more likely 
to report the use of CRM, Calendar Invites, and SummitSync to enable 
their sales and marketing teams before trade shows.

Study participants who are experiencing revenue growth are more 
likely to report the use of CRM, Calendar Invites, and SummitSync 
to enable their sales team before trade shows.

FIGURE 11: TRADE SHOW SALES ENABLEMENT TECHNOLOGY

Which of the following technologies do you use 
to enable your sales team before trade shows, 
conferences, and events?

Revenue Stagnant

Revenue Growth

revenue growth differences
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As seen in Figure 12, companies using tools to track meetings before a 
trade show, conference, or event are more likely to report revenue growth.

Revenue-stagnant companies are more likely to report they do not keep 
track of meetings booked before a trade show, conference, or event. 
Compared to revenue-growth companies, revenue-stagnant companies 
are also more likely to report the use of Excel spreadsheets to keep track 
of meetings booked. 

A further analysis revealed that study participants who are experiencing 
revenue growth are more likely to report the use of CRM, a collaboration 
platform, and emails to keep track of meetings booked.

How do you currently keep track of meetings booked 
before trade shows, conferences, or events?

Study participants who are experiencing revenue growth are more likely to report the use of CRM, a collaboration platform, and emails 
to keep track of meetings booked before a trade show.

FIGURE 12: HOW TO KEEP TRACK OF TRADE SHOW ATTENDEES

Revenue Stagnant
Revenue Growth

revenue growth differences
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The use of data is a powerful marketing tool and must be captured 
before, during, and after trade shows, conferences, and events. 

Revenue growth companies are more likely to report the use of third-
party technology to capture customer and prospect data in a CRM or 
marketing automation system, as shown in Figure 13.

The vast majority of revenue-stagnant companies report that the 
management of data is a manual process for sales when compared to 
revenue-growth companies. 

Manual data management is a very time-consuming endeavor that can 
distract sales reps from their main objective: selling.

In fact, study participants who are growing revenue are nearly twice as 
likely to report the use of third-party technology to capture customer and 
prospect data in a CRM or Marketing Automation System before, after, or 
during a trade show.

Organizations that have removed the process of manual data entry 
have realized several benefits, including accuracy, consistency, and, 
of course, the amount of time saved. If you don’t have this type of tech-
nology in place it is worth exploring. 

The next few charts in this report explore best practices for following up 
after a trade show, conference, or event. 

Study participants who are growing revenue are nearly twice 
as likely to report the use of third-party technology to capture 
customer and prospect data in a CRM or Marketing Automation 
System before, during, and after trade shows.

FIGURE 13: TRADE SHOW DATA FLOW

How does prospect and customer data get captured 
in your CRM or Marketing Automation System before, 
during, and after trade shows, conferences, and events?

Revenue Stagnant

Revenue Growth

revenue growth differences
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Sales reps can be eager to follow up with prospects. Do certain channels 
yield better results? 

Figure 14 explores the relationship between channels in use and revenue.

A bewildering number study participants report that they do not follow 
up with sales prospects after a trade show, conference, or event. 

However, study participants who report revenue growth are over two 
times more likely to follow up with sales prospects after a trade show.

The most popular follow-up techniques include:

Personalized email

Phone call

Generic email

Study participants who report revenue growth were more likely to report 
the use of phone calls, social outreach, and generic emails in their follow 
up with sales prospects. 

One anomaly was the use of personalized email, which still had a high 
adoption rate among revenue-growth companies but was more likely to 
be used by revenue-stagnant companies.

Study participants who report revenue growth are over two times 
more likely to follow up with sales prospects after a trade show.

FIGURE 14: TRADE SHOW FOLLOW UP CHANNELS

How do you typically follow up with sales 
prospects after a trade show, conference, 
or event? 

Revenue Stagnant

Revenue Growth

revenue growth differences
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Sales reps are often excited to follow up with prospects after a show 
concludes. 

However, how soon is too soon? 

Figure 15 explores the relationship between follow-up time and revenue.

Surprisingly, study participants from the revenue-stagnant category 
were most likely to report following up first, often recording their first 
touch with a sales prospect sometime between 1 to 24 hours after a 
trade show, conference, or event. 

Revenue growth companies, on the other hand, were more likely to 
report following up with sales prospects 25 hours to 5 days after a trade 
show concludes.

Revenue Stagnant
Revenue Growth

How long do you typically wait before following up 
with sales prospects after a trade show, event, or 
conference?

Study participants who report revenue growth are more likely to follow up with sales prospects 25-48 hours and 3-5 days 
after a trade show.

FIGURE 15: TRADE SHOW FOLLOW UP TIME

revenue growth differences
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A study hypothesis was that revenue-growth companies had a better 
understanding of trade show ROI. 

To prove or disprove this hypothesis, the study first looked at what kind 
of measurements study participants use to track the success of their 
trade shows, conferences, and events, which Figure 16 shows.

The top three metrics in use by study participants are leads generated, 
opportunities added to the sales pipeline, and revenue generated. 

One notable metric that did not make the top three list was ROI. Remark-
ably, further analysis revealed that study participants who report revenue 
growth are nearly four times more likely to use ROI to track the success 
of the trade shows they attend than survey participants from the reve-
nue-stagnant category.

Revenue Stagnant
Revenue Growth

Study participants who report revenue growth are nearly 4 
times more likely to use ROI to track the success of the trade 
shows they attend.

FIGURE 16: TRADE SHOW SUCCESS METRICS

What kind of measurements do you use to track the 
success of your trade shows, conferences, and events?

revenue growth differences
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In an effort to gain a better understanding of trade show ROI, we asked 
study participants who reported tracking ROI what the average ROI is for 
events above the cost. Figure 17 shows the results of this analysis.

Of the study participants who report tracking ROI, revenue-stagnant 
companies are five times more likely to report losing money on events 
than revenue-growth companies. 

The value of tracking trade show ROI cannot be ignored. Study partici-
pants who report revenue growth are much more likely to report knowing 
the precise ROI percentage of their trade show, conference, and event 
efforts. Companies that are able to measure ROI are clearly managing 
the trade show function more closely.

Revenue Stagnant
Revenue Growth

What is the average return on your investment in 
events, above the costs?

Of the study participants who track ROI, revenue-stagnant companies are five times more likely to report losing money on events.

FIGURE 17: TRADE SHOW RETURN ON INVESTMENT

revenue growth differences



Trade Show Marketing  28

TRADE SHOW MARKETING

Analyst Bottom Line



Trade Show Marketing  29ANALYST BOTTOM LINE

This study has explored how pre-show collaboration between 
sales and marketing leads to greater trade show ROI. 

We have also examined how top-performing revenue-growth 
companies are managing the trade show function differently 
than their peers.

Include trade shows, conferences, and 
events as part of your marketing mix.

Schedule in-person meetings at trade 
shows, conferences, and events.

Nearly two-thirds of study participants believe that trade 
shows help their companies engage with customers 
and prospects slightly better or much better than other 
approaches used by sales or marketing. 

Making trade shows a part of your marketing mix does 
not mean that you have to immediately invest in a booth, 
parties, and other sponsorship opportunities. 

It can simply mean sending one or two team members to 
schedule meetings and attend sessions.

Over three-quarters of survey participants believe that 
in-person meetings are important in helping move customers 
and prospects through the buyer’s journey faster or more 
successfully. 

Successful teams develop a proactive strategy for 
booking in-person meetings at the trade shows, confer-
ences, and events you decide to attend.

Marketers that want to leverage trade shows in the most effec-
tive way, and produce the highest possible return, should imple-
ment the following recommendations. 

By implementing these recommendations, marketers can take 
their trade show marketing efforts to the next level of effectiveness.

1 2
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Procure attendee information prior to  
a trade show, conference, or event.

Measure results.

Most study participants agree that having access to 
attendee information in advance will help them achieve 
a variety of business results to a great or very great 
extent. 

While the vast majority of study participants obtain data 
on event attendees via sponsor or exhibitor lists, many 
organizations are using new technology to help them 
book in-person meetings with event attendees. 

Learn more about SummitSync’s software platform.

Study participants who report revenue growth are much 
more likely to report knowing the precise ROI percentage 
of their trade show, conference, and event efforts. 

Make sure the technology that you use has the ability to 
track customers across their entire lifecycle. 

Access to ROI data is also instrumental in helping guide 
decisions so you can make the most of future trade show, 
conference, or event investments.

3

6

Use technology to manage the 
entire process.

Study participants who are growing revenue are nearly 
twice as likely to report the use of third-party technology to 
capture customer and prospect data in a CRM or Marketing 
Automation System before, during, and after a trade show. 

They are also more likely to report the use of CRM and 
collaboration platforms to keep track of meetings booked. 

Gain efficiencies by implementing technologies that will 
allow your sales and marketing teams to operate on the 
same page.

4

Understand where attendees are 
in the buyer’s journey.

Study participants who are experiencing revenue growth 
are four times more likely to report that they have a 
complete understanding of who will attend trade shows 
and where those attendees are in the buyer’s journey. 

Before you meet with customers and prospects, take 
the time to develop a comprehensive understanding of 
who they are and how your product or service can best 
solve their problems.

5

ANALYST BOTTOM LINE

https://www.summitsync.com/product/
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This Demand Metric Trade Show Marketing Study survey was administered online during the period of April 16, 2018 to April 29, 2018.  

During this period, 298 responses were collected, 251 of which were complete enough for inclusion in the analysis. Only valid or 
correlated findings are shared in this report.

The representativeness of this study’s results depends on the similarity of the sample to environments in which this survey data is 
used for comparison or guidance.

TYPE OF ORGANIZATION REVENUE GROWTH ENVIRONMENT IN  

MOST RECENT FISCAL YEAR

Mostly or en-
tirely B2B

Blend of B2B/B2C

Mostly or entirely B2C

74%

21%

5%

Significant in-
crease

Slight decline

24%

8%

Slight increase

Flat

Significant decline

50%
16%

2%
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