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| NDUSTRY BEST PRACTI CES

MAXI MI Z1 NG ATTENDANCE

DECISION T0.O

ATTEND STUDY

Ar e my
nNumber s
| mproving?

Connecti ons &
A Mut ual

Maxi mi zing attendance fuel s t
sides of ®bi€Cennedwsomnyg .and R

Can | do

For exhibition organizers and me

better ? attendance helps more individotu
organi zation and its missic

growing an important sc

Or I S t hl SForadgstinations, increasing att
gOOd (’Tsas | t connecting to the ®Gabatnanbkes
uni dmend increased overall spen

gOi ng t o geintlt?andaracb/owrt recommend the des:

Thus, the impetus to work closely
means to strategically m:
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| NDUSTRY BEST PRACTI CES

l ncor por "=, 0

,./c\\

Be Ptr act i=2 \
Throughout this research study, many best practices
from both sides of the industry, as shown herein. U

U Brainstorm with your team

U Talk with ot lerworabeadu tb evsh UECISIUN TUD

’ \?Iu Z T)ie;[mé ys? li)rn Teo)j!.sr'zuirre/ireiyr.] Cdinmtlo —TENB STUDY Torepes

Best Practices: Brainstor mi nc

TI ME AND DATE PATTERN:

I:Iﬁrimingc’bd(weasﬂxéﬁvoern nefe yome it before, keep asking
year and days of the week pattern. Gelneaxagidime.s ch

NEED APPROVAL TO ATTEND:

compathyawpnove theneedtcohviddolomg30%hefy @en Y
|:| Mlllennlals, someone higher up makes the decision
your Justification Tool kit. Give them sample word

NEED HELP WI TH OVERALL COST:
|:| Some pay their own way. Trend this by generation

Think of ways to offer install ment payments for t
establishing their careers or dtlhearpsp rwehcoi aatree aonnd |1
Coordinate coupons, discount offers f ol et rcomdport
I:I conscious, this may motivaté tulbemtthe mat Weomdk, we\ dn
cvB for id@sassoohkewhate! | for similar groups/ expos/
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| NDUSTRY BEST PRACTI CES

Brainstorming @Cr\,\‘ TR

ALWAYS PROMOTE THE EDUCATI ON |

I:Iﬁ go to a conventidamrt analne/arim,dursdtr itecc palnady .pr of e s
is one of the most effective ways for them to | ea

HELP THEM BUI LD THEI R PROFESSI ONAL NETWORK:

Create ways for attendees, especially Gen Y Mille
make connectison<e, almatelpoesn Net working is the #3 dri

FACILITATE THEI R LEARNI NG FROM EACH OTHER:

For those who al ways attend, networking is their
Create ways to facilitate networking in environme

i attend to be abDetvhe |poepo pwtaey sl ifkoer nmaet.t endees to st a
by |l earning from their peers. Include this as a s
|l ess frequent attendees.

TREND THE AGE OF YOUR ATTENDEES:

Wheast t he age of your attendees? Are you replacing
Wel come the emerging attendees andde telalnki mpheer teanretr

I DENTI FY PERSONALITY TYPES & LEARNI NG PREFERENCES:

Dot just think generations, think personality typ
extroverts. The introverts need the most care. Ma
pl aces they can escape from |l arge crowds. And, as

REI NVENT YSGUR EONOCI AL MEDI A:

This study showed that many attendees prefer to c
soci al media on site. Always include soci al medi a
fuel apmeeat topics, with speakers, or to discuss ¢

MI NE SOCI AL MEDI A FOR SMALL DATA:

Think small dat a. Mi ne the soci al media thread fo
profile of your attendees. Are they coordinating
together? What are their professional or outside
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| NDUSTRY BEST PRACTI CES

L oy
: : I
BrainstormingaCr_\ “~“ , Coni
\\~e <
TREND YOUR REGI STRATI ON PATT *\\\
I:ITrend your r elgifset;r avthieo mmadHaltf from when promotion s
generation and frequency, as well, to know when t

TI'E REGI STRATI ON TO THE HOUSI NG BLOCK:

Consider tying registradioagitetbpuesnhgssetbeythesq
Whil e this may not& wobeé&nfwer wl éf Qeotuipse fdr many.

PROTECT YOUR BLOCK FROM ROOM POACHERS:

Exhibitor |ists are often easily found on the int
of ficial housing agent s. I n your advance communic
|l eadership to alert you if they sense foul pl ay.

TRACK ATTENDANCE FREQUENCY:

Categorize them by frequency of attendance. You g
Are tmey andPdoyeur frequency i mproving? Remember,
their career is key.

PARTNER WI TH THE LOCAL CVvVB FOR ATTENDANCE PROMOTI Ol

[j Contact the | ocal cvB wel | in advance to explore
The chosen destination has a tremendous influence
meeting experience and the perception of attendee
CvVB/ destination organization is the conduit to al
has to offer in terms of meeting support and atte
options. They aid your ability to enhance, i mpact
your meeting, ultimately driving the desire to at

Reach out to the CVB to start t he

conversation! And, Eé\ﬂ!ﬂu;m_

~JEMPLATE ="'

to start a dialogue
mar keting team and
the mutual goal is
ATTENDANCE!

t
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Kef#il nd]

DECISION TO

TheEer ediow BRGERRES

Qui-R&a@harts & Graphs
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KEY FI NDI NGS

91% are |ikelwytho at teegaufi\Rye]
younger generations ATTEND STUDY ISR

. PROPENSITY TO ATTEND AS

The Futr e sofStkF

Generations Possess a Propen

Mi | | ennjoged & Q @
Rose Hi—gher Q
from 9380% - @

Pr-Boomer s
60% - ._Decrease

from 859

The Propensity to Attend i s High
Overall, Phepwns$itypycootAtuesdt o be high with the vy
trending sl idgdhtdoyodigiher for -tHeaecfeft/ méetohgkacel
studying the behaviors of individuals, nine in te
woul dL ibkeelHyi gh !l y tloi kaetltyend conventions and exhibit
time and money were r emo vGedn. YCoMmpIaJoeendnifaolosmOSBa,/ot
95% a&Gech f Xom 94 % Booo 9ehr¥sl d st eady-Boovmed ot

surprisingly, dropped from 85% tOdRB2%s wi Wh t

Gen X & HYi gArley Lo kAt yend

Millennisﬁ%r?@
Rose Hi—g-he+r 66%
from 65(90%' Q
40% - PrsBoomer s

Decrease
from 40%

20% -

As for those rebibghli ynwdglot kaetptyeanrde conventions & exhibiti
the youngest generation rose higher. Compared to 201
tend fell from 40% to 30%; conversely, Gen Y Millenni

and Boomers held steady at AB66t hed $O0686dJd siegpeftdi VE

@ Gen Y Millennials @Gen X @Boomers @Pre Boomers @ALL
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The®ea gmwiomedoifne DECISION T0.O

younger attendees - ATTERD STUDY &
continue their on.

PROPENSITY TO AT

Attendees as Adu

Continuing their Education is I mportant

Anot her way of rmPegopaemchitryd stohhédt {f et at the | i keli hood
continuing their education as adult | earners by attend,]
conventions and exhibitions for thei rALpeersspoonnadle notrs ,pr of
there is |Iittle change-té®indse 200%Vweedkrhlr@awte ntgh.evoSa me

Younger Generations are Replacing Ol der
Whi | eGdrmeXen®oomerresmai ned steady, there was significant
youngest and ol deetn grerMerddeepnomtaed ds t hey Wer,e ratstienngdi ng
from 37% to 43%r eCoBwovoeneepresk v, t hey &eweraitstienngd ifnrgo m

51% to 60 %.

Propensity to Continue their Educa
0 By Generdati on
100% 1 : :
90% 1 - . 12000, 4.
Increa/goué_ﬁ : ™ ,
Pr open so%t ; Decreased
60% A 189 Propensity
50% | 1 46% =
40% 1 :
30% A i m50%
: g 395 : ® Fewer
20% 1 : s 2o
H 28¢ A : Ry EWL  MAbout the Same
10% T kYA E¥OA : : : :
: ® More
0% = : : : : .
§20120152012101527012101§201201§2012101§7
i Gen Yigen xéBsomersPre&i ALL
:Mi |l I enini al s i i Boomerir s
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DECISION TO.O Even t heatNeevnedrees want
ATTEND STUDY to continue their educa

PROPENSITY TO ATTEND

Attendees as Adul t Lear ner s

The Propensity to Learn | mpacts Attende
Still | ooking at t he prpoepresnosniatl p f te @ fé¢daumctailt ni uoen ,t hieti ri s
i mportant to monitdMorcdmewemaksbogsngsemi nars, conferen

conventions and exhibitions.

A positive Adiwpgtsi entdkes reporti ngMotrheenyc raeraes iantgt endi ng
from 27% to 32%. Ootesiccsmpbygteyd they arMorad,so attendin
rising from 15% to 19 %.

A remarkable 6M0N®vettmsbDorthst bedll ®ct a propensity to cont
t heir e dbuacneottihoenr positive sign for the future.

Propensity to Continue their Educa
0 By Attendance 0Frequency

100% -
ELTAEN <17 [ 20%415% M 199, 8] 49,
80% A
l ncr ea
Propensi/%by] :
60% L4 WS A&
50%
40%

30%- H . H H
119 H 10 M40%H 289 : : ® Fewer

L EUL wWAbout the Same
® More

2012101’201210],201210],20120120121017

Never@ccaSIolﬁradaq;uentAi;ways ALL i

20%

10% - 4% g 18% %

%
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The top attendance driv ; 31TA
Education / Staying A . R'E%IES'\II%NSE?Jﬁ

and Destination [/ Loca

I ATTENDANCE DRI VERS

The Top Three Drivers

# JEducation / Staying A

# 2Destination / Locati o

# 3Net wor king, 76%

Education is King. Net wor king and Destin

By Generation, these are the top three drivers, with sligl

Education / Staying Ahaseasimadbfied haga It hdutsdp,y di ppin
Destinationhel dLomathentop three, moving from 82% to

Net worrkosreg slightly from 75% to 76 %.

CopyrighfThe EXPERI ENCEPios¢ctedelty | aws of
Al rights reserved. Any adaptati o
prior writtehhe@eEXRPERI BNCBIfh enEsxtp et ruiteenkc. e |



KEY FI NDI NGS

DECISIONTI O B8
BEXR ATTEND STUDY

Whet her by generatio
education is i mpo

ATTENDANCE DRI VER #1

| mportance of Educati on
( Program, Topics, Speakers, E

0 By Generdati on

AL | Content Mat

Education continues t
‘ driver and shoul d re
Gen Y Millennials o) 6% part of the attenda
message.

Gen X
snrerE When thinking a
r possible benefits
Boomers | B a remarkable ninAlin
respondents indicat e
r.. |l mporod&retry | mpwrt a
Pre Boomers across generations a
frequency. More str
By generation (t
twobhirds rated educ
0 By Attendance 0Frequency
ALL

, By attendance f |
Always ' “ (bottom chart), ro
attendees Gwhad whagyrs a't
rated edu&atriyoh mport

Frequents Not e t hAdtwatylsé endee r
education the | ow
Occasionals Very | mpoasanet wor Ki
prime motivator
(see next pe

Nevers

H1-Not Important =2 3 m4-\ery Important
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DECISION T0O.O Over half of Occasional and
ATTEND STUDY rate Staying Abreast as V¢

ATTENDANCE DRI VER #1

Keeping Up and Staying Abr
r

Their Profession [/ | ndust
Staying Abreas

Profession or |

d By Generdati on a Key Mot i
Keeping up with a
abreast of their |
industry conti nue

y i mportant benef it t o

Gen Y Millennials o matters to all C

combined at

ALL

Gen X L
e - Broken down, 2/ 3 ¢
| argest workforce <c
Boomers 65% remar kably si mil

Very I mportant

e il want to be wibdh p

Pre Boomers
to | earn from e

0 By Attendance Frequency

ALL

Staying abreast is

in attendance f

Always “ withAt wagtst endee 1 ¢
it atve®6/% | mpordt ar

Frequents 0° t herequant §0 %.

Surprisingly, ove
Occasi @amalley errast e d
staying abeegst mpsert
o , d something to in
Nevers ‘ ' targeted mess

Occasionals

1 - Not Important =2 3 m4-Very Important
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DECISIONTOO For 78% of prospect|ive
ATTEND STUDY the destination i mpacts

ATTENDANCE DRI VER #2

| mportance of Destination [/

The Destination / Log@®%§i G@dlnerdati on
| mpacts the Dec]J ™0 N .
Thrgearters (78%) of prospectivD
attendees report that dest | i n/
|l ocation factors into t/heir decision,
down from 82% in 2014 top chart).

Wr i-t® comments ran th gamut

from destination appgal, to drivable
di stance, to airlift/;, to overall <costs.
Al so mentioned was /t he

i mportance of rotafAtion and

experi ebnew ngldaces

Generational I-$0%roughly 20

say the destination is a significant
factor in their deci GenY Gen Xers Boomers Pre
Determi Basyl access t Milennials Boomers

information regarding planning what

to dompsrtant / Veoy |Impost@pt Attendance d8Frequenc.
49% (not shown) of al/l generations ’
and attendance frequenci

I'n stark contrast chart
only bRIwagtst endees
|l ocati ondomatétyerast t end
wherever. This e i
remarkabl e O60&asifonhakhp
and 84Ne voelwlso say t he
destination matters, t (i t h
2014. Knowi Og ctakatontalh &
antlevewasl ue education and
networking (previous pages), the
destination / | ocation may be the

and should be promine
attendance promoti on

them to a higher fre
attendance is the gou.
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