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Initial feedback was positive, but there are still surveys to collect  

and final numbers to tally. In fact, the amount of information available 

is nearly overwhelming. Simply knowing which metrics to look at 

and understanding how to extract meaningful insights can be an 

accomplishment in itself.

The truth is that everyone from seasoned event organizers to 

novice marketers measures ROI differently. However, striking the 

right balance between quantitative and qualitative approaches to 

measurement is key. While it’s tempting — and certainly easier — to  

look at metrics individually in silos, a more holistic view of the event 

will offer stronger insights into the true health of your program.

After all, events don’t happen in silos, so measurement shouldn’t 

either. Instead, view your event as an ecosystem — a complex network 

of interactions among multiple interdependent stakeholders. When 

functioning properly, the ecosystem provides for each member and 

satisfies their needs. But when it’s out of balance, repercussions can 

be swift and costly.

To evaluate the health of your event, follow this  

three-step wellness checklist.

The crowds have gone home,  
the doors have closed, and exhibits  
have been dismantled.  
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Suppliers
are seeking ROI

Organizer

require return on objectives and 
investment

wants to achieve ROI, 
organizational goals

Exhibitors/ 
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Qualified audience, exhibitor experience

Engage with exhibitors, deliver ROO/ROI

High-value information, one-to-one engagement

Revenue, attendance draw
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VALUE EXCHANGE

Event Ecosystem
The health of the event ecosystem is dependent  

upon delivering value to all constituents. 
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measurement  
shouldn’t either.

Events don’t happen in silos —
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Step 2: Understand Your Stakeholder 
Relationships

one-way relationships  
in this ecosystem.

There are no

Step 1: Understand Your  
Stakeholders
         

 

Typically, your event includes three key constituents, each with  

their own goals and objectives.

The Organizer
Whether you’re a not-for-profit association or a for-profit  

business, you’re likely looking to generate a specific ROI from  

your event. Other organizational goals may be at play as well,  

such as an obligation to educate your membership or to serve as 

an industry advocate.

Exhibitors/Sponsors
These constituents require return on investment (ROI), such  

as leads that will ultimately turn into sales, as well as return on 

objectives (ROO), such as brand awareness, new customer  

contact, market research, and more.

Attendees
Your attendees seek valuable information, such as content from 

sessions and speakers, as well as networking opportunities and 

personal interaction via face-to-face interaction with exhibitors  

and sponsors.

  When each stakeholder contributes to and derives value from the 

overall ecosystem, the result is a vibrant and successful event 

that, if nurtured, will likely continue to flourish. But the health of 

ecosystems — both in nature as well as in the event marketing 

universe — can be fragile. It doesn’t take much to throw everything 

out of whack. Careful monitoring helps to keep these factors in 

balance and ensures that each constituent derives the value they 

are seeking from the event.

 

This relative concept of value drives the health of your event.  

Utilizing a framework of value assessments, compare the  

perceived value each stakeholder has received against the  

specific value they sought. 

What factors drive this value? To answer that question, consider  

each stakeholder’s unique perspective.
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The Organizer-Attendee Relationship
is dependent on the ability of you as the organizer to provide highly 

desirable content, the right mix of exhibitors, and plenty of 

networking opportunities. Because the attendee experience is 

paramount, you must continually look for new ways to make the show 

floor enticing and engaging. For example, attendees provide business 

value by helping you achieve your organizational goals for the event.

The Organizer-Exhibitor Relationship
 hinges on ensuring each exhibitor has a sufficient number of  

qualified attendees and optimal opportunities for interaction. 

Remember that exhibitors don’t want you to provide just any 

audience; they want targeted, engaged audiences who influence 

purchases or are ready to buy. In exchange for delivering the right 

audience to exhibitors, exhibitors not only deliver a main source  

of revenue for your organization, but are often times also a key 

attraction that ensures a successful and well-attended event.

 The Exhibitor-Attendee Relationship
is the most critical, despite being largely outside your direct  

sphere of influence. Attendees must positively engage with exhibitors 

in order to deliver the ROI and ROO exhibitors want. In return, 

exhibitors must reciprocate the attendee engagement by providing 

the products and information attendees are seeking.

There are no one-way relationships in this ecosystem. Once you have 

the right context for these interconnected relationships, you can start 

pulling together your numbers.
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vibrant and 
successful event.

When each stakeholder contributes 
to and derives value from the overall 
ecosystem, the result is a 
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Step 3:  Understand Your 
Data Holistically
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You’ll need a broad range of data to reflect the true codependent 

nature of your event ecosystem. Be sure to assess each  

metric individually and with respect to its interaction with others. 

 Additionally, where possible, measure performance over two or more 

show cycles and against industry-wide performance benchmarks  

to see big-picture trends, as well as how your program stacks up 

against its peers.

 Most importantly, mark each data point as either being healthy, 

in need of monitoring, or in danger. This will allow you to quickly 

identify pain points — both current and potential — so you can get 

out in front of possible performance issues before they occur. 

 



        

Financial Metrics
Consider creating KPIs using the costs of attendee acquisition and 

the spending on space and sponsorship sales. Compare revenues 

and profit margins relative to industry benchmarks.

Now, try to find the story behind the numbers. For example,  

declining margins might suggest either overspending or poor 

value being delivered, which could cause lower attendance and 

consequently lower exhibitor participation. On the other hand, 

increasing profit margins might be great news — or it might   

suggest underinvestment in marketing and promotions, which  

could have long-term negative implications on attendance and 

exhibit/sponsorship sales.

Sponsor and Exhibitor Metrics
Sponsorship and exhibit space sales are the primary drivers of 

revenue, so it’s critical to monitor exhibitor recruitment and retention.

To that end, exhibitor Net Promoter Score (NPS®) is a critical leading 

indicator that can signal potential problems with exhibitor retention. 

If you find a red flag, look for more insight. Why has the perceived 

value for exhibitors fallen? Are the exhibitors not seeing the ROI 

they require? Is the attendee population not ideal? Are exhibitors 

struggling to create meaningful interactions? This might indicate 

your event is vulnerable to increased competition.

Attendee Metrics 

Any emerging issues with your attendee population can have a 

significant impact on the health of your event ecosystem. Core 

metrics, such as net attendance and traffic density, are a good place 

to start. First-time attendance is also important as a predictor of the 

future vitality of an event. 

In addition, pay careful attention to attendee quality KPIs, such 

as buying influence, purchasing authority, and plans to buy, which 

demonstrate the value you’re offering to your exhibitors. Attendee 

loyalty indicators, such as attendee NPS, will show if the event is 

drawing a highly satisfied buying audience.
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By conducting a thoughtful, structured analysis, you’ll be able  

to arrive at constructive conclusions on the value the event is 

delivering to everyone involved.

To define the true ROI of any program, it’s necessary to drill  

deeply into the numbers and uncover the bigger story across  

the entire ecosystem of influence. Analyzing the health of these 

KPIs — financial, exhibitor/sponsor, and attendee metrics — can 

serve as a sort of “marketing MRI” for your event, which in turn  

gives you a launching pad to all sorts of insights. 

With the right information viewed from the right perspective, you’ll 

be perfectly positioned to pinpoint the causes of poor performance 

while illuminating potential solutions. Only by determining the true 

impact of your event can you optimize the value that you, your 

exhibitors, and your attendees will ultimately receive.

Deeper Views  
Lead to Better Insights
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CONTACT US

want more?
Request a consultation to learn more 
about the value of measurement.
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