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Positioning and promotion

In an effort to prevent or reverse a decline in attendance, 
large show producers are revising the ways they’ve positioned 
and promoted their events:

•  Rather than trying to be “all things to all people,” some producers 
are zeroing in on their Unique Selling Proposition, the “one big 
thing” their shows offer (such as operating machinery).

•  Before the show, many producers are working with exhibitors 
to identify specifi c products they’ll display at the event and 
highlighting those products in marketing pieces.

•  To appeal to younger crowds, many producers are redesigning the 
content of their Web sites to make them more entertaining. They’re 
also adding more video. One producer sponsored a contest called 

“Convince Them in 60 Seconds.” Exhibitors were encouraged 
to post short videos explaining why attendees should visit their 
booths on the show Web site. The most-watched video won a 
place on the Web site’s home page.

•  As commerce increasingly moves onto the Web and becomes 
“impersonal,” some producers are including messages about the 
importance of maintaining face-to-face business relationships in 
their marketing pieces. Some are also emphasizing the crucial role 
played by women in industry and the professions.

•  To convince more prospects to attend, some producers are touting 
the “fun stuff” to do at the show and in the host city. Others are 
geo-targeting close-in attendees, acknowledging that business 
travel budgets are tight.

•  Many large show producers fi nd that a number of traditional, 
“old media” promotional tactics remain effective today. These 
include outbound telemarketing, card-deck inserts, “Web-driver” 
postcards, personalized direct mail letters (when signed by a 
industry leader) and three-dimensional direct mailers.

85% of large show producers 
use outbound telemarketing to 
acquire attendees.

Atlanta LSR Poll Finding

Attracting Attendees

Use of incentives

Large show producers are testing a variety of special offers to draw 
larger and more qualifi ed audiences, including:

• “Super Early Bird Specials” and other time-sensitive discounts 
on registration fees.

•  Free admission to the fi rst several thousand registrants; 
free admission to fi rst-time attendees; and free admission to 
exhibitors’ “invited guests.”

•  Free hotel rooms for fi rst-time attendees.

•  Free travel, registration, housing, meals and other amenities for 
key buyers (“hosted buyer” programs); or money-off coupons for 
registration and housing for key buyers. One producer offers its 
top 200 buyers a full package of concierge services.

• “Two for One” specials. For example, if a CEO registers, the second 
staff member attends free; or if a professor registers, a student 
comes free.

•  Preferred housing and VIP seating at keynote sessions for 
“frequent attendees.”

• “Full conference” registration for the price of three seminars. 
One producer allows “exhibits only” registrants to “Buy Three 
and the Rest are Free.”

•  Credits for fi rst-time attendees toward the purchase of association 
products at the show store.

•  Producers agree that, as recessionary conditions continue, an 
increasing number of attendees are taking advantage of special 
deals like the ones above.

40% of large show producers 
conduct “hosted buyer” 
programs.

Anaheim LSR Poll Finding
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Popular value-added amenities

Large show producers are rolling out more programs designed to improve 
attendees’ show experience and increase their loyalty, including:

•  Placing greeters throughout the show. One producer recruited its 
greeters from among its 80 largest exhibitors and allowed them to 
wear shirts and hats imprinted with their corporate logos.

•  Providing key buyers a lapel pin or ribbon to indicate their VIP status.

• Introducing invitation-only, CEO-level networking events for 
buyers and exhibitors.

•  Providing free citywide transportation for anyone wearing 
a show badge.

•  Introducing “rejuvenation zones” where attendees can rest, 
practice yoga, meditate or worship without “commercial 
interruption” by sponsors.

•  Hiring a celebrity speaker for the last day of the show.

Role of research

Large show producers are investing more than ever in marketing 
research, in order to understand attendees’ wants and needs. 
Producers are:

•  Using focus groups to assure their messaging is fresh and relevant.

•  Traveling to visit attendees’ places of business to conduct in-depth 
interviews.

•  Producers are also using data mining tools and techniques 
to improve their understanding of attendance patterns by 
organization type, job title, geographic origin and registration type.

20% of large show producers 
devote more staff to attendance 
marketing than exhibit sales.

St. Louis LSR Poll Finding

Attracting Attendees (continued)

Attendee education

To keep pace with attendees’ changing demands, large show 
producers are adjusting the ways in which they organize their 
conferences and seminars:

•  Most producers segment their educational programs. Popular 
approaches include segmenting by product category, end-user 
or distribution channel. Segmenting educational offerings can 
convince many “exhibits only” registrants to upgrade to “full 
conference.” Many producers’ online registration systems 
automatically attempt to up-sell “exhibits only” registrants to 

“full conference” based on their demographics. 

•  Many producers offer standalone, subject-specifi c conferences to 
foster better peer-to-peer interaction.

•  Producers work with a variety of outside organizations to develop 
and deliver educational content, including trade publishers, 
associations for allied industries, government agencies and 
collocation partners.

70% of large show producers 
work with outside organizations 
to develop and deliver attendee 
education.

Anaheim LSR Poll Finding

60% of large show producers 
track their attendee retention 
rate.

St. Louis LSR Poll Finding
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Social media 

Large show producers agree that social media management has rapidly 
become a full-time proposition. The majority also believe that social 
media activities should be part of a show’s overall strategic plan and not 
merely delegated to interns or an outside fi rm.

Among large show producers, recent experience indicates:

•  LinkedIn is an effective community-building tool;

•  Twitter is a powerful tool for generating pre-show “buzz;”

•  Blogs can be a successful marketing tool, provided
they’re substantive;

•  Teaching exhibitors how to use show-specifi c landing pages 
increases attendees’ interest;

•  Providing exhibitors an easy-to-use product for sending 
customized email invitations to customers drives attendance;

•  Social media is particularly effective for reaching internationals;

•  Engagement devices such as contests, competitions and 
scavenger hunts work to boost attendance;

•  Interactive Web sites, where users can upload photographs, add 
personal data and communicate with exhibitors helps boost 
attendees’ ROO and ROI;

•  Constant Web site updating for search engine optimization (SEO) 
is critical; and

•  Show information should be delivered to smart phones to reach 
today’s attendees.

60% of large show producers 
have a full-time social media 
expert on staff.

Atlanta LSR Poll Finding

Harnessing the Internet

85% of large show producers 
are producing one or more 
virtual shows.

Atlanta LSR Poll Finding

Virtual shows

While still in its infancy, virtual show technology has been adopted by 
many large show producers.

Among producers, recent experience indicates:

•  Virtual events are inexpensive to produce and can be highly 
profi table;

•  Virtual events do not “cannibalize” face-to-face events; instead, 
they increase exhibitors’ exposure;

•  Virtual events do not affect attendance of face-to-face events; 
instead, they provide attendees additional educational 
opportunities;

•  The most successful events are asynchronous (available on 
demand) and free for attendees;

•  High-quality educational content is essential to the attendees’ 
experience;

• To reap the rewards of virtual shows, exhibitors need to promote 
their virtual exhibits to customers, just as they should promote 
their “real” exhibits.
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Large Show Roundtable

Large Show Roundtable (LSR) has been attended by decision-makers 
from more than 100 large shows. Many are repeat attendees who’ve 
discovered LSR helps them improve their events by:

•  Learning from peers how to improve exhibitors’ ROO and ROI, 
retain key exhibitors, close more exhibit sales sooner, develop 
and measure sponsorships, market to domestic and international 
attendees, conduct hosted-buyer programs, and produce virtual 
and hybrid shows.

• Implementing the current best practices of other large shows.

•  Identifying threats to their shows and developing action 
plans to address them.

•  Emulating peers and adding staff to gain a sustainable 
competitive advantage.

•  Building their own private community of advisors.

Large Show Roundtable’s proven formula 

•  Exclusively for decision-makers for large exhibitions

•  Participants must qualify to attend

•  Event is limited to 16 attendees

•  Participants choose the discussion topics in advance

•  Welcome reception and dinner jump-starts participants’ thinking 

•  Over 5 hours of closed-door facilitated problem-solving sessions

•  Breakfast keynote by an industry executive adds a 
 strategic perspective

• Complimentary lodging, meals and ground transportation provided 

Apply now to participate. 
Go to www.largeshowroundtable.com.

About Sam Lippman. 

LSR’s producer and facilitator 
Sam Lippman has 34 years’ experience 
in the exhibition industry as a large 
show manager and consultant. He 
has managed the International CES, 
GRAPH EXPO, PRINT and the National 
Computer Conference. He is also the 
founder of Integrated Show Marketing 
& Management (ISM) and the producer 
of the Attendee Acquisition Roundtable 
(AAR) and Exhibition and Convention 
Executives Forum (ECEF).

The Meeting Large Show Managers Call Their Own 

•  AG CONNECT EXPO—AEM
•  American Association of Critical-Care Nurses
•  American Film Market
•  Americasmart
•  AMI Meat, Poultry & Seafood Show
•  AAPEX—Automotive Aftermarket Industry Association
•  BIO
•  California Dental Association
•  CAMEX—National Association of College Stores
•  Craft & Hobby Show
•  Global Gaming Expo (G2E)
•  Global Pet Expo—American Pet Products Association
•  Global Petroleum Show
•  Golf Industry Show
•  HELI-EXPO—Helicopter Association International
•  HIMSS
•  IMTS—Association for Manufacturing Technology
•  International Poultry Expo
•  ISSA/INTERCLEAN—International Sanitary Supply Association
•  LIGHTFAIR International
• MINExpo
•  NAB Show
•  NACS Show—National Association of Convenience Stores
•  National Restaurant Show
•  National Retail Federation
•  NBAA Annual Meeting & Convention
•  NPE—The Plastics Industry
•  Outdoor Retailer Market
•  PACK EXPO
•  PMA
•  SEMA
•  WINDPOWER Conference & Exhibition—

 American Wind Energy Association

Shows Represented at LSR in 2010

Sam Lippman
Producer and Moderator
slippman@comcast.net
703.979.4904

Producer and Moderator
slippman@comcast.net
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Platinum sponsors (continued)

Popularly recognized as The OC, this world-class visitor destination is the center of Southern 
California fun located between Los Angeles and San Diego. OC’s second largest city is 
Anaheim, the perfect starting point for OC adventures. Visitors fi nd unparalleled shopping 
and entertainment, trendy restaurants, sexy nightlife, championship golf, lively art districts, 
beautiful historic landmarks and the ultimate family attractions.

With 80% of the US population within a two-hour fl ight, Atlanta is one of the most accessible 
destinations in the country. Their facilities include fi ve major convention centers and 2.1 
million+ gross square feet of total exhibit space. Plus, attendees want to experience Atlanta’s 
dining, attractions, even music and nightlife.

Located in the heart of downtown Atlanta, the Georgia World Congress Center Authority, which 
includes the 3.9 million square foot convention center, the 71,250-seat Georgia Dome and 21-
acre Centennial Olympic Park, ranks among the top fi ve largest convention destinations in the 
country, as well as one of the best sports and entertainment campuses in the world. 

From their 500,000 square feet of convention space to the abundance of conveniently 
located hotel rooms, the Gateway City has whatever you need to take your next meeting to 
the next level. Throw in an ample supply of dining and entertainment options, and your next 
great meeting in St. Louis is all within reach.

Sponsors

a2z, Inc. provides event planners and organizers with a powerful Web-based software suite 
that helps increase and accelerate booth sales. Clients also realize improved productivity 
in back offi ce processes; increased connectivity with their membership, CRM and fi nancial 
databases; and an improved Web presence for attendees and exhibitors.

EXPOCAD® has become the industry standard to manage trade, consumer and corporate 
events with nearly 2,000 trained users.  Unique in its design, EXPOCAD® has incorporated 
graphics with data to create intelligent booths, as well as capturing fi nancial information such 
as rate plans, sponsorships, extra request items and much more.

Exclusive sponsors

CompuSystems is a full-service trade show registration contractor capable of providing a broad 
range of services. Their current proprietary registration system is the result of more than 30 
years of development around client needs. This system enhances their ability to interface with 
their clients when registration responsibility is shared; provide fi nancial services; provide effi cient 
reporting capabilities; and meet the expanding data handling and processing needs of clients.

Fixation Marketing is a leading full-service marketing communications company specializing 
in integrated attendance and exhibit sales campaigns for tradeshows and events. Top trade 
associations, nonprofi ts, professional sports teams and organizations rely on Fixation to 
achieve a diverse set of objectives.

Global Experience Specialists—GES provides exhibition and event services in the most active 
and popular meeting, exhibition and event destination markets across the US, Canada and the 
UK. GES has full service operations in 16 US cities, eight Canadian cities and four cities in the 
UK. They are proud to produce many of the world’s most recognized exhibitions including the 
International CES®, MAGIC, The WSA Show, and CONEXPO-CON/AGG and IFPE. 

The mission of Trade Show Executive magazine is to provide news, views and tools to the 
managers of shows large and small, in every industry from automotive to medical to woodworking, 
so that show executives can turn innovative ideas into a competitive edge. Trade Show Executive’s 
aim is to help show managers stimulate growth, profi ts and customer satisfaction.

Platinum sponsors

America’s Center convention complex is located in the heart of downtown St. Louis. The 
center features 502,000 contiguous square feet of exhibit space in six halls, 80 meeting 
rooms, the 1,411 fi xed-seat Ferrara Theatre, the St. Louis Executive Conference Center for 
private meetings of up to 100 people, and The Edward Jones Dome.

The Anaheim Convention Center houses 815,000 square feet of exhibit space. All halls 
are directly accessible from the spacious lobby and pre-function areas. All the meeting 
and ballroom space has been newly constructed. Space totals 130,000 square feet, which 
conveniently occupies the second and third levels, directly above the exhibit halls.

LSR’s 2010 Sponsors: Expertise and Innovation



Large Show Roundtable (LSR)
April 14  McCormick Place, Chicago, IL
August 11 Boston Convention and Exhibition Center, Boston, MA

Attendee Acquisition Roundtable (AAR)
March 24 Renaissance Hotel, Washington, DC

Exhibition & Convention Executives Forum (ECEF)
June 1  JW Marriott, Washington, DC
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