
How to Gain and 
Measure ROI on 
Your Exhibitions
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Set Sights on Your Goals

In the first place, you must set out your business objectives. What are you actually exhibiting for?

• What are your top three goals for exhibiting? 
• Which visitors are you targeting? 
• Who don’t you want on your stand? 
• What are your key metrics? 

It is best to ensure you have SMART goals, ones that are Specific, Measurable, Attainable, Relevant and Timely.  
For example:

• I will generate 150 leads for product X, with 50% of them ready to place an order in the next six months. 
• I want to shake hands and make eye contact with 50 prospects that meet our customer target profile  
 on each day of the show. 
• During the show we will book 20 on-site consultation meetings with target prospects.

The importance of events is ever increasing and the sector is worth more than £42 billion* 
to the UK economy in terms of direct spend by event delegates, attendees and organisers.
It is, therefore, essential that you make the most of the opportunities and have a means of 
measuring your returns. 

From scoping out your project, to strategy, design and promotion, the Merit 360° 
approach to exhibiting ensures every aspect is expertly tailored to achieving your business 
objectives and helping to prove the ROI.

Here is your Merit 360° guide on “How to Gain and Measure ROI on Your Exhibitions”.

*Source: Eventbrite - https://www.eventbrite.co.uk
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What Should You Measure?

What you measure will be dictated by the goals you 
have set. Most often, it is actual sales leads which are 
measured. However, other items include:

• Number of visitors to your stand.
• Number of qualified meetings.
• Time spent on your stand.
• Topics / products / services of most interest to your  
 stand visitors.
• Media exposure gained.
• Number of interactions with a special feature on  
 your stand.
• Social media coverage.
• Increase in brand awareness.
• Number of attendees to your workshop (if relevant).

Ease of finding your stand is also worth assessing and 
many venues offer “heat maps” that indicate the most 
popular locations from previous events.

How Should You Measure

There are different levels of sophistication in terms 
of how you should conduct measurement during an 
exhibition. Some methods are:

• Collect business cards and scan them.
• Scan badges (using a recommended data  
 capture system).
• Have a physical score board for your staff.
• Tracking devices.
• Online forms filled in by visitors.
• Clicks to custom online “calls-to-action”.
• Count marketing material taken away.
• Count visitors to your stand and time spent (which  
 can be enabled if the event uses “smart badges”).

Whatever systems you use should be understood by 
all staff on your stand and followed consistently.

Success story : Quin Global

“Footfall at our stand has just been 
phenomenal. We’ve had some amazing orders.  
We’re taking orders on the stand and we’ve 
never done that before. We’ve just received a 
£140,000 order from a brand new customer, 
for a new product; you can’t beat that for 
return on investment!

“The branding is 100% consistent; it’s exactly as 
we wanted to be portrayed.  
The results are phenomenal …”



Benchmark Measurements

Before the event takes place, you should record some 
benchmark measurements to make it easier to assess 
the impact and ROI of the exhibition.

The items will depend on the nature of your business 
but may include:

• Sales numbers.
• Enquiries.
• Social media engagement.

Preparing for the Event

To maximise the effectiveness of your exhibition 
activity, some pre-event promotion is recommended. 
For example:

• PR surrounding what you will be presenting at 
 the show.
• Invitations to trade press.
• Communications to customers and prospects.
• Advertising within relevant publications and /  
 or the show guide.
• Social media posts and advertising.
• Blogs and website articles.
• Paid search marketing.

The Importance of Your Stand

Your exhibition stand has the greatest influence on 
the success of your activity. It’s your billboard, shop 
window and reception area all rolled into one. In the 
first place, it is most important that your stand  
makes an IMPACT.

The items that require particular attention are:

• Layout.
• Hospitality.
• Matching design aesthetics and target persona type.
• Branding.
• Messages and their positioning.
• Quality of build.
• Interactions that work.
• Location in the hall.
• Attention seeking.
• Technical functionality.
• Lighting.

There is no “one size fits all” approach but, with expert 
support, you can get it right and literally stand out from 
the crowd. However, you don’t want to necessarily 
attract everyone. That’s where a clever design strategy 
will really set you apart.

Success story : Artex

Artex wanted a stand that would encourage 

tradespeople to interact with their products and 

showcase their individual features and benefits. 

The objective being that they would walk away 

from the stand thinking “I need to be using these 

on my jobs”.

The overall result was Artex exceeded their target 

of quality contacts by 125%.



Bringing Your Team on Board

All members of your team who will be participating 
need to be clear about what role they will play during 
the event and the main objectives of their specific 
activity. Not everyone can sit down with your top 
prospect and negotiate a £5m deal! Make sure your 
team is clear who is the best person!

You might consider providing them with a checklist to 
cover important elements such as:

• How to welcome a visitor.
• Key questions to ask.
• Essential information to provide.
• Data to be captured.
• What to measure and how.
• What the follow-up will be.
• What the incentive is.

Winning the Business

While you may gain sales when exhibiting, in most cases the business deals are struck after the event.

You should have a clear plan in place of how and when you are going to maximise the potential of the leads you 
have gathered. This will include:

• Interpreting and collating all information gained  
 (contact details, nature of interest, position, sector etc).
• Individual responsibilities.
• How to contact, what to say and when.
• Follow-up material.

Calculating ROI

There are various means of calculating your ROI and it 
will reflect what you have measured (see page 3, What 
Should You Measure). 

With specific regard to the financial returns, we have 
created a calculator called the “REV o’meter”  
– Realising Exhibition Value.

Some of the items calculated are: 

• Revenue.
• Cost savings.
• Promotional value.
• Total costs.
• Payback ratio.

By following the contents of this guide, you should 
always gain a positive ROI from your exhibition activity.

RAP, the market leader in food-to-go packaging, 
approached us to help design their exhibition stand 
for Pro2Pac at London Excel. In terms of scale, it was 
RAP’s largest space to date, and their aim was to 
make a strong impact on the event.

Success story : RAP

The stand achieved the right results. Standing 
out from the crowd, the clinical, slick design 
contrasted starkly with the cluttered stands 
that surrounded it. The stand’s new centrepiece 
drew prospects in, and the curved edges to all 
elements gave it a modern feel. 

According to the client, it “perfectly 
complemented our existing corporate branding”.



Discover how you, too, can enjoy a 
strong ROI on your exhibiting, using 
the unique Merit 360° approach to 

maximising effectiveness.
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