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EXECUTIVE SUMMARY 
According to a recent study, events continue to generate the highest ROI for marketing, based 

primarily on business intelligence regarding in-person contact. So how do we improve and 

leverage this business intelligence for even greater ROI?  

 

One strategy is to take advantage of analytics to better understand attendee behavior. A good 

model for this type of understanding is Google Analytics. This service by Google uses web 

traffic analysis to help companies gather information about their website visitors ï where they 

come from and how they interact with the site. 

 

Booth Analytics provided by Alliance Tech can be used to understand booth visitors in much the 

same way -- analyzing the number and type of booths they visit at an event, the duration of 

each visit, the number of return visits and so forth. Armed with this valuable information, 

companies can better quantify their overall booth performance, calculate ROI, learn more about 

prospects and improve the number and quality of leads.  

 

This white paper also includes a case study describing an event analytics solution developed by 

Alliance Tech for Philips Healthcare.  
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Marketing ROI 

 

 

INCREASING YOUR EVENT ROI 
 

A volatile economy ... growing competition ... rising media costs ... a slowdown in consumer 

spending ... changing customer habits ... advertising-blocking technology. These are just some 

of the marketing challenges faced by companies today.  

 

Faced with these problems, companies are putting greater reliance into event marketing, even 

over other marketing tools such as print, broadcast, promotions and public relations.    

 

According to EventView 2008, an industry-wide survey sponsored by the Event Marketing 

Institute, event marketing represents a solid 27 percent of the marketing budget ï the highest 

percentage in the past four years. In the survey, the importance of event marketing to senior 

executives is clear:  

43% of respondents state 

that event marketing is 

always taken under 

consideration, with 24% 

describing events as a vital 

component of their marketing 

plan.  

42% of respondents estimate 

the future importance of 

event marketing in their 

organizations will increase or 

increase strongly. 

 

Equally clear is the growing 

emphasis on experience marketing as an advanced discipline within event marketing. 

Experience or experiential marketing is a proven discipline that seeks to move away from the 

simple ñfeatures and benefitsò sales dynamic that characterizes most event marketing to a 

deeper and more meaningful interaction.  

 

At an event, experience marketing depends on business intelligence about visitor behavior at 

the booth: who visits, how many times, for how long and so forth. Visitor behavior, sometimes 

called ñin-person contact,ò is a key marketing differentiator and a top reason why event 

marketing can provide a higher ROI.  

 

So how do we leverage and utilize business intelligence about in-person contact to better 

identify, qualify and prioritize opportunities and further increase ROI?  
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THE ANALYTICS ADVANTAGE 
 

The first step in increasing event ROI is to measure and analyze the behavior of our booth 

visitors.  

Measurement and analysis often reflect an increased focus on event management in general. 

Respondents in the EventView 2008 survey who measured visitor activities are one and a half 

times more likely to increase their event marketing budget than those who do not measure. 

The problem is how to develop a measurement and analysis solution that can support the 

unique needs of event management.  

Web metrics offers a great model for addressing this 

problem. As we can see in the figure above, web 

marketing runs a close second to events in terms of ROI, 

and web metrics is a strong driver for this success. 

The power and value of web metrics has been 

demonstrated by Google Analytics. This service 

generates detailed statistics about the visitors to a 

website. Metrics include the number of visits, the average 

number of pages per visit, the average time spent on the 

site and the geographical origin of visits. Google 

Analytics can also track visitors from all referrers, 

including search engines, display advertising, pay-per-

click networks, email marketing and digital collateral such 

as links within PDF documents. 

 

With Google Analytics, a growing number of companies receive the business intelligence they 

need to enhance their visibility, market share and overall revenues.    

 

 

 

Attention Exhibitors 

Ask the producers of your 

next event about 

implementing a Booth 

Analytics solution from 

Alliance Tech. Both you 

and your event producers 

can significantly increase 

ROI with powerful, 

accurate analysis.  
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GOOGLE ANALYTICS AND BOOTH ANALYTICS 
 

In many ways, a booth is like a website. Both are designed to attract visitors, deliver targeted 

information, support visitor interactions, help build relationships with prospects and customers, 

provide news about the company and its products and ï perhaps most importantly ï generate 

qualified sales leads.  

 

Web analytics track visitor behavior through the visitorsô IP addresses. Booth Analytics can use 

Radio Frequency Identification (RFID) technology to track event attendees as they visit a booth.  

 

RFID technology has been around since WW II and is used for many applications such as EZ 

Pass Toll Tags. A tiny RFID chip is embedded in the visitorôs ID badge. The chip responds to 

radio frequency signals generated from a reader with a set of connected antennas positioned at 

the booth. Attendees are usually given the opportunity to opt-out of the system, although opt-out 

rates have declined dramatically as attendees become more familiar with the technology.   

 

With RFID technology, the company can capture visitor data on a real-time basis within a 

tradeshow environment and generate a wealth of metrics. When booth visitor behavior is 

combined with attendee demographics and lead qualification data, the business intelligence 

gathered at the event takes on a much higher value.  

 

Google Visitor Report 
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BOOTH ANALYTICS IN ACTION 
 

Booth Analytics deliver a number of metrics available in real-time for detailed reports that can be 

viewed onsite. These reports provide companies with critical insights into visitor behavior and 

preferences, helping to generate more value from the event and enhance the lead generation 

process.  

Depth of visit 

 

 

Just as Google Analytics monitors what pages a visitor views, Booth Analytics monitors the 

stations that an attendee visits. The floor plan shown above shows blue triangles as product 

areas being monitored with RFID. The red dots depict visitors within those monitored areas. 

This information helps answer questions such as:   

How many areas did a given attendee visit? 

How much time was spent looking at a specific product? 
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Duration of visit 

 

This report shows product stations visited by specific attendees, their time at the booth and the 

total amount of time at monitored stations. 

Duration is a valuable metric that infers visitor interest. Google Analytics is able to track average 

time spent on product web pages. With Booth Analytics, companies can provide in-depth 

analysis such as what products were most visited and the amount of time spent by various 

audience segments at your booth. 

Country of origin 

 

In todayôs global economy, companies need a worldwide view of their markets. Booth Analytics 

can be used to generate maps showing where booth visitors come from. This allows companies 

to gain a better overview of markets, discover untapped markets and improve targeting by 

regions.  
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Frequency of visit 

 

Frequency of visit is a behavior metric. When visitors return multiple times to a website, they are 

typically interested in learning more about the company or specific offerings.  

The same is true with return visitors to a tradeshow booth.  With Booth Analytics, companies are 

able to track who is new to their booth and who has visited multiple times, providing additional 

insight.  

Opportunity 

 

With Google Analytics, companies can set and support conversion goals. In event marketing, 

one of the most common goals is lead generation. However, many leads do not convert to sales 

because of poor qualification. Company representatives might return from the event with a stack 


