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SISO1990-2010:

TWO DECADES OF
INDUSTRY ACHIEVEMEN



SISO 199®ur First Meeting




SISO 199®ur First Meeting

A Forprofit organizersneeded &forum to share best practices
and discuss common business issues

A Associationshad historicallyjdominatedthe US tradeshow industry
and wielded monopoly powers in many industries until the advent of
tradeshow entrepreneurs in the 50s & 60s

A Exhibitorsin many association shows were treated as a source of incor

to fund other association activities rather than as customers and markete
seeking to achieve a business Rflheir show investment.

A For-profit entrepreneursrecognized the demand among exhibitors
for more professional business marketing events and
customer serviceavhich drove the launch and growth of new
tradeshows.

A By 19900r-profits accountedor 40% of the tradeshows the U.S.



U.S. B2B Media Market

Tradeshows & Events have surpassed B2B print and continue to be larger than B2B
digital spendingg this data through EOY 2008. 2009 and 2010 has seen digital grow
very rapidly.
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U.S. B2B Media Market

Marketers rank tradeshows & events #1 for lead generation, conferences #3

B2B Lead Generation Effectiveness

Percentage rating tactic as extremely or somewhat effective for building qualified leads

Exhibitions and trade shows
Your own company's website
Conferences

Search engine websites

E-mail marketing / e-newsletters
Sales collaterals

Public relations

Direct mail marketing

Industry specific trade websites
Custom print publications
Weblog marketing

Webinars / other web events
Vertical search websites

Print newsletters

Print magazines

Social networking sites
Sponsoring content

Virtual trade shows
Newspapers

Print directories

Mobile / wireless marketing / IIM

News and enertainment websites
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Blue = Digital
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Expansion: Mega Shows & Launches




