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In this digitally connected era, how
do you position your exhibition as ‘
a channel for effective marketing o5

and sales?




Top challenges faced
by the
Exhibition Organizer




Marketing challenges

] -

- How do | make my marketing campaigns
more impactful?

- How can | bring back my decision makers
(buyers/visitors) to my next event?

- How can | market my event to the right
seller group?




Sales challenges

- How can | demonstrate ROI for for my
exhibitors and sponsors?

- How can | convince a seller to invest in my
exhibition?

- How can | bring back exhibitors for my next
event?’

- How can | substantiate increased pricing for
booths and branding opportunities?
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Operational c allenges:[ %

- How do | ensure target audience footfall
in booths across all industry sectors?

- How do | identify dead zones in my
exhibition and channelize visitor flow?




Strategic challenges |

- How can | identify new growth areas for my
exhibition?

- How can | infuse cross-participation across
my portfolio of exhibitions?



Its time to get in the DRIVER'S SEAT with

DATA

A Data-Driven approach is
understanding and being able
to predict customer needs

and harnessing the power of
that knowledge to grow your
business




What does a data driven
approach look like?




Data Driven Marketing

Your email campaigns understand the needs of each individual buyer and delivers highly é
personalized content generating immediate interest in your shows

products to explore, sellers to meet and conveys the exact reason why someone has to

Your exhibition website is smart. It understands individual buyer profiles; recommends @
visit your event
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Data Driven Sales

Your Sales rep is able to demonstrate ROl with detailed footfall and engagement
metrics at the booth and retain exhibitors for the next edition

You are able to attract and convert new leads by showcasing success of peers and

competitors at your event using relevant engagement and business outcome
metrics

By sharing accurate eyeball and reach metrics your team is able to get more
sponsorship and branding revenue for the future

Your organization is able to justify increases in booth pricing by sharing detailed
business outcome metrics like B2B meetings with decision makers on
the showfloor

él
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Data Driven Operations “
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By monitoring detail footfall traffic in real time, your operations lead can d
channelize visitor flow and avoid dead zones
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Data Driven Strategies

By analyzing buyer-seller onsite visit and meeting patterns across industry verticals at your ,@'

show, you are able to identify new areas of growth for your exhibition 4a! da

portfolio of exhibitions

Using similar patterns and metrics, identify opportunities for cross participation across your @
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Sounds Great!

So what do | need
to make this happen?



Understanding buyer and seller behavior
patterns on the show floor is key to unlocking a
wealth of insights that can power data driven

approaches



Common behavioral patterns include:

- Booths visited by decision makers

- B2B meetings at your show

- Time and duration of such meetings

- Visit Behavior of your buyer delegation

In short, it's essential to understand real world
activity of every single individual at your exhibition



Introducing

hubvents

SmartTrac

The most advanced showfloor
behavioral intelligence platform
for exhibitions



What does Hubvents do?
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Hubvents integrates with your
registration system to get a deep

understanding of your buyer and 1
seller profiles '

[
‘.. 2 Hubvents tracks real world
[ 4
\:

activity of every individual on
your showfloor




By combining profile attributes
from registration systems with
showfloor behavior, Hubvents
Insights presents out of the box
and intuitive recommendations
to grow your business

Advanced analytics powered by
our query engine gives your
strategic research team the might
to gain deeper insights that fuel
strategic business growth




How is Hubvents able to track
activities on my showfloor?




Hubvents SmartTrac is a wearable technology designed to
track real life activities at indoor locations.
It's a combination of these devices

o
Traco Beacon Proximity Sensor
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The Traco beacon is attached to the visitor
lanyard and mapped to the visitor profile

The proximity sensors are affixed and
mapped to locations in your exhibition
venue (booths, aisles, registration venues,
meeting venues and other points of
interest). They track visitor movements.




Hubvents SmartTrac can track detailed footfall metrics in your
exhibition including booths, aisles, registration venues, meeting
venues and other points of interest

These metrics include:

- Who visited
- Day/time of visit
- Time spent
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Hubvents SmartTrac can also track meetings between two
individuals where the following metrics are identified:

» Profile of individuals met # %
- Time of the meeting n

- Place of the meeting

» Duration of the meeting L 0
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GREAT!

So what kind of insights does Hubvents give me?




Introducing Hubvents Insights

Hubvents Insights is a set of Analytics'dashboards and a powerful
query engine for the simplicity and‘efficiency of out of the box
recommendations, and advanced query options
to gain deeper insights
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Engagement Dashboard
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Exhibit
engagement

Get detailed visit metrics for every booth.
Segment booth visitor profiles by various

attributes like organization, occupation, position,

etc. Review list of all buyers who visited a specific
booth

ExpoCON
2Mme

5 Pagstration iFra evant)

e

Explorz Trends

= ilahts

o nsks ERgEgNIT

AMAZON WEB SERIVICES

OVERALL acT I8 DIT 6 OCT 28
Wisits Unigue Visits Average Time Spent
30 24 10:14min

i
3
H _—
£a
3

. T

1 rien
Tirree af e Dy
DA EHE - M IS o MKeIME e M IS S Kew 30
VISITORS MEETINGS COMPARISON

VEEITNIET  visitor by Oceupation  Visitors by Field of Study

nacne sy | -

Intitute OF Eleatiricsl et Elget

Top Vislbors by Total Time Spent Tap Visitors by Numbes of Yigits Top GXO Vieitors

g2 Rty el Fomety szt Pk
Shoba Hozd Cisoo o2l ke 220 Cralse
Fngna Turche Ay Furd

Tacheiy Asencite Arana kg Kanager A ohe Syeiees
P s hert

Markrting Waengp Akt e Hhans 0 ox o, ey

Jun ot dae Alin

Fual O Enbea e el Covpiopls WMot

33



Ohubvemts

Learn more about data driven
approaches and how

Hubvents SmartTrac can power
sustained growth for your exhibitions.

www.hubvents.com

sales@hubvents.com
+1844-LEAD-INTEL
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