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Because in these economic times, it’s no longer enough to 
“guess” what attendees want, how exhibitors can improve or 
what programs will be most popular. If you want your meet-
ings to succeed, you have to know.

While most of them know they need to improve their  
annual meetings, few associations have the data and decision-
making information to do so. Of those that do, many have dis-
covered the perfect solution for measuring and improving their 
meetings: video monitoring.

Video monitoring has set a new standard for measuring the  
effectiveness of meetings and exhibits, as video cameras pro- 
vide fact-based measurements that planners can use to improve 
their meetings and conventions. In fact, video monitoring allows 

associations to analyze attendee behavior, measure trade show 
traffic and track time spent in specific exhibit hall areas, in front 
of signage, for instance, at registration areas, in educational ses-
sions and at individual exhibitors’ booths. The result — visual 
data — gives meeting planners and exhibitors factual benchmarks 
that they can use to measure meetings ROI and improve it.

Video Monitoring Made Easy
Video monitoring starts with meeting planners, who must first  
identify areas of the meeting they want to analyze, what moni-
toring services they want to offer exhibitors, and whether they’ll 
charge exhibitors for video monitoring or sponsor a “sampling” 
analysis of different size exhibits — free to exhibitors — in 
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order to develop benchmarking that each exhibitor can use to 
measure its exhibit’s effectiveness.

Next, planners must install video cameras in the exhibit hall 
— or choose a facility that already has them, such as Chicago’s 
McCormick Place. Depending on the size of the show, video 
monitoring can require as few as five cameras or as many as 70, 
which is the number currently installed at McCormick Place.

Once you know what you want to monitor, and have secured 
a venue in which you can monitor, determine how to coordi-
nate the onsite video measurement and conduct an analysis 
after the meeting that includes a “count” of the number of 
attendees in key areas of the meeting — how many visit the 
exhibit hall and individual exhibits, how long they spend in 
registration, and how they interact in membership pavilions 
and sponsored areas like Internet or coffee stations. The data 
generated is valuable to the show organizer and exhibitors.

To learn how to use video monitoring, consider the follow-
ing case studies from ethnoMETRICS, a consulting firm that 
specializes in video measurement and analysis:

 Case Study no. 1

Problem: In its registration area, an association required 
attendees to complete a registration form for educational 
courses at a kiosk before getting in the actual registration  
line. When they eventually reached the registration  
teller, they often found that the courses they’d selected  
 

 
had sold out, at which point they had to open their pro- 
grams and review other options. This increased their time  
at the counter from an average of two minutes to an 
average of 15, causing extended registration-area delays.

Solution: Video analysis prompted the association to 
install an electronic board in its registration area indi-
cating what courses have sold out, enhancing registra-
tion-area flow and reducing attendee wait times.

 Case Study no. 2

Problem: An association planned to discontinue the 
poster board area at its trade show and turn it, instead, 
into an electronic education area with computers where 
attendees could view PowerPoint presentations. A video 
analysis of the poster area — where the association 
also was running a pilot of its electronic alternative — 
revealed, however, that the old-fashioned poster boards 
served as a key networking area for attendees, who 
would meet colleagues in front of the posters to review 
reports of mutual interest. At the same time, there were 
many attendees who liked the PowerPoint presentations, 
as they could sit, relax and view them at their leisure.
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Solution: Rather than abandon the posters, ethnoMETRICS 
recommended the association develop them into subject- 
specific groupings, called “communities of interest.” Pre- 
senters now have the option of creating either poster boards  
or PowerPoints. Each community features a section devoted 
to poster boards, and a section with large monitors where  
small groups can gather and view PowerPoints. The associ- 
ation also added a section of computers for attendees who  
want to sit and view posters electronically, where they have 
the option of e-mailing them to colleagues back at their 
office. Upon implementing the communities of interest, the 
association reported increased traffic flow at its show and  
increased dwell time, which grew by 35 minutes per attendee.

 Case Study no. 3

Problem: Exhibitors in the back of the hall at a large trade 
show complained about low traffic. Video monitoring con- 
firmed the “hot” and “cold” spots in the hall and found that 
traffic was backing up because of narrow aisles that did not 
allow attendees through to the back of the exhibit hall, and 
because of the presence of larger exhibitors at the front 
of the hall, which drew crowds large enough to block aisles.

Solution: ethnoMETRICS recommended adding additional 
large “drive” aisles to increase the flow of traffic to the back of  
the exhibit hall, moving some larger exhibitors to more strategic  
locations — including at the back of the exhibit hall — and 
providing exhibitors with guidance on booth design and train-
ing. After implementing the changes, exhibitors in the back 
of the exhibit hall reported a 30 percent increase in sales 
leads and a 46 percent increase in attendee interaction.

 Case Study no. 4

Problem: Exhibitors at a trade show were complaining about 
a lack of booth traffic, which they blamed on declining show 
attendance that made them question the value of exhibiting.

Solution: The show organizer conducted video monitoring, 
then offered live training to exhibitors — including video 
reviews of exhibitor interactions and booth designs — as 
well as webinars teaching exhibitor best practices. At the 
next show, the 40 exhibiting companies that participated 
reported an average 30 percent increase in sales leads 
and an 81 percent increase in sales.
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 Case Study no. 5

Problem: A large trade show was receiving complaints 
from attendees about the long wait for taxis outside the 
convention center. Video analysis showed the average 
wait was about 30 minutes, although interviews revealed 
that those in line “perceived” it to be more than an 
hour. During lunch, the lines became much longer and 
actually did reach an hour. Interviews indicated that 
attendees were frustrated because they did not have any 
place to eat in the convention center.

 

Solution: Because attendees perceived the wait in the 
taxi line to be always more than an hour, show organiz-
ers posted signs telling attendees how long the wait was 
from several points in the line, like they do at Disney 
World. Additionally, they installed televisions tuned to 
CNN to help attendees pass the time.

To solve the lunch problem — because there was not  
sufficient foodservice for 60,000 registrants at the con- 
vention center, large numbers of attendees would go to  
lunch and not return to the trade show — show organiz- 
ers created four large, 1,000-person restaurant areas.  
It also began offering sponsorship opportunities to exhi- 
bitors, who may now sponsor tables in the foodservice 
areas and give lunch tickets to staff and sales prospects. 
Not only did exhibitors appreciate the extra sponsor-
ship opportunities, but they also witnessed a 60 percent 
increase in traffic during the lunch hour.

 Case Study no. 6

Problem: An association’s exhibit staff was strongly 
encouraging its board of directors to downsize the trade 
show from four days to three. The board refused, how-
ever, fearing that it would be detrimental to the meet-
ing. Video analysis showed that the first two days of the 
meeting were busy, but declined considerably on the 
third and fourth days. Less than 12 percent of attend-
ees visited exhibits on the fourth day.
 

Solution: The video analysis convinced the associa-
tion’s board to drop the last day of exhibits. Interviews 
with exhibitors indicated they were delighted with the 
decision, which helped them reduce their exhibiting 
expenses.

 Case Study no. 7

Problem: An association wanted to improve the effective-
ness of the membership pavilion and bookstore at its 
trade show. Video analysis showed that the layout of the 
membership booth limited interaction with attendees, 
and that the bookstore entrance and layout severely lim-
ited access.
 

Solution: The organization is redesigning its member-
ship pavilion to maximize areas that attract the most 
interest. The bookstore, meanwhile, will continue to be 
part of the pavilion, but with a more accessible entry 
and a redesigned layout that will enhance and expedite 
book sales.     

Dave Fellers, Cae, association consultant, may be reached at fellersjd@gmail.com.

Join the conversation at www.theforumeffect.org.
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