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There was a time when the success of an exhibition could be understood
through a few simple numbers: how many exhibitors participated, how
many visitors were halled, and how manysquare metres were sold. Those
measures still matter. But they no longer tell the complete story. The
exhibition industry is entering a fundamentally different phase—one in
which experience, intelligence, relevance and measurable business outcomes
are becoming as important as physical scale.Welcome to the October 2026
edition of Exhibition Globe, an issue dedicated to understanding what
comes next.

Our cover story, "The Next Era of Exhibitions, What Will Trade Shows
Look Like by 2030?", explores a future shaped by Artificial Intelligence,
data, personalisation, sustainability, global trade and, most importantly,
human connection. The exhibition of tomorrow will not simply be a large
version of today's exhibition. It will be smarter, more connected, more
measurable and more responsive to the people it serves.

BEYOND THE BOOTHBEYOND THE BOOTH

The exhibition therefore becomes more than a
three-day gathering. It becomes a year-round
business ecosystem.

The exhibition therefore becomes more than a
three-day gathering. It becomes a year-round
business ecosystem.

THE NEXT ERATHE NEXT ERA
IS ALREADY HEREIS ALREADY HERE
From Exhibitions to Business EcosystemsFrom Exhibitions to Business Ecosystems

EDITOR'S NOTEEDITOR'S NOTE

By Kamlesh DubeyBy Kamlesh Dubey
CEO & Founder, Exhibition GlobeCEO & Founder, Exhibition Globe
By Kamlesh Dubey
CEO & Founder, Exhibition Globe
By Kamlesh DubeyBy Kamlesh Dubey
CEO & Founder, Exhibition GlobeCEO & Founder, Exhibition Globe

This is also why our special focus on "Beyond the Booth" matters. The next generation of
exhibitions will compete not simply for visitor attention, but for engagement, memory and action.

One of the strongest ideas running through this edition is that the traditional exhibition model is evolving. The
booth can no longer carry the entire responsibility for creating value. Visitors are increasingly looking for useful
information, relevant solutions, meaningful conversations and experiences that justify the time they spend away
from their businesses. That means the visitor journey must become central.

Before the event, audiences can be educated through digital content, targeted communication and data-driven
invitations. During the event, technology can help connect the right people, facilitate meetings and personalise
discovery. After the event, CRM systems, content and follow-up can continue the relationship. The exhibition
therefore becomes more than a three-day gathering. It becomes a year-round business ecosystem.



FROM FOOTFALL
TO BUSINESS VALUE
FROM FOOTFALL
TO BUSINESS VALUE
Measuring what matters in the next generation of
exhibitions
Measuring what matters in the next generation of
exhibitions
Perhaps the biggest change taking place across the industry is the shift from volume
to value.  A large visitor number can create a powerful headline. But today's
exhibitors are asking deeper questions.

Who attended?

How many qualified opportunities were created?

What happened after the exhibition?

And ultimately, what business value was generated?

Did meaningful meetings take place?

Were they the right audience?

THE FUTURE OF
EXHIBITIONS

Our features on "Measuring What Matters," "The
New Economics of Exhibitions," "The Real Cost of
Exhibiting" and "From Leads to Long-Term Value"
examine this transformation in detail.

66 The message is clear: the future is not necessarily about more leads. It
is about better leads, better follow-up and stronger business outcomes.

For exhibitors, this requires a more disciplined approach toparticipation.
The real cost of exhibiting extends far beyond the stand itself-covering
design, construction, travel, accommodation, logistics, stafing, marketing
and management time. The exhibition should therefore never begin on
opening day. The strongest strategies begin weeks or months earlier, with
clearly defined objectives, target accounts, pre-event communication and
reasons for prospects to meet the exhibitor. the show.

THE HUMAN CONNECTION STILL MATTERS
For all the technology, data and automation discussed in this edition,
one principle remains unchanged:

People buy from people. Relationships create opportunity.

Smarter
Powered by Al and data

T H E  N E X T  C H A P T E R

I S N ' T  J U S T  B I G G E R .

IT'S SMARTER.

66

In a world of increasing digital touchpoints, the human connection
is not a thing of the past. It is the most valuable part of the future.

For a better tomorrow
More Sustainable

More Connected
People, markets, industries

Real business outcomes
More Measurable



FROM TRADE SHOWFROM TRADE SHOWFROM TRADE SHOW
TO BUSINESSTO BUSINESS
PLATFORMPLATFORM
TO BUSINESS
PLATFORM
The traditional exhibition model was built around physicalThe traditional exhibition model was built around physical
presence, but event success is expanding beyond visitorpresence, but event success is expanding beyond visitor
attendance, exhibitors and square metres sold. Organisersattendance, exhibitors and square metres sold. Organisers
increasingly need to understand who attended, why theyincreasingly need to understand who attended, why they
attended, whom they met, what they experienced, whatattended, whom they met, what they experienced, what
business opportunities were created and what happenedbusiness opportunities were created and what happened
after the exhibition ended.after the exhibition ended.

The traditional exhibition model was built around physical
presence, but event success is expanding beyond visitor
attendance, exhibitors and square metres sold. Organisers
increasingly need to understand who attended, why they
attended, whom they met, what they experienced, what
business opportunities were created and what happened
after the exhibition ended.

The exhibition is becoming less of aThe exhibition is becoming less of a
three-day physical event and more of athree-day physical event and more of a
year-round business ecosystem.year-round business ecosystem.

The exhibition is becoming less of a
three-day physical event and more of a
year-round business ecosystem.

BEFORE THE EVENT:BEFORE THE EVENT:
Digital communication,Digital communication,
research and education.research and education.

BEFORE THE EVENT:
Digital communication,
research and education.

DURING THE EVENT:DURING THE EVENT:
Face-to-face interaction andFace-to-face interaction and

discovery.discovery.

DURING THE EVENT:
Face-to-face interaction and

discovery.

AFTER THE SHOW:AFTER THE SHOW:
  CRM, content and personalisedCRM, content and personalised

communication.communication.

AFTER THE SHOW:
 CRM, content and personalised

communication.

111
AI WILL BECOME PARTAI WILL BECOME PART
OF THE EVENTOF THE EVENT
INFRASTRUCTUREINFRASTRUCTURE

AI WILL BECOME PART
OF THE EVENT
INFRASTRUCTURE
Artificial intelligence is no longer an add-on or anArtificial intelligence is no longer an add-on or an
enhancement. It will become embedded in the systems andenhancement. It will become embedded in the systems and
workflows that power every part of the event experience —workflows that power every part of the event experience —
before, during and after.before, during and after.

Artificial intelligence is no longer an add-on or an
enhancement. It will become embedded in the systems and
workflows that power every part of the event experience —
before, during and after.

AI CAN SUPPORT EVERY STAGE OF THE EVENT JOURNEYAI CAN SUPPORT EVERY STAGE OF THE EVENT JOURNEYAI CAN SUPPORT EVERY STAGE OF THE EVENT JOURNEY

Buyer-exhibitor matchmakingBuyer-exhibitor matchmakingBuyer-exhibitor matchmaking

Personalised agendasPersonalised agendasPersonalised agendas

Lead qualificationLead qualificationLead qualification

Marketing automationMarketing automationMarketing automation

Content recommendationsContent recommendationsContent recommendations

AI can move from being a technology feature toAI can move from being a technology feature to
becoming an event infrastructure layer.becoming an event infrastructure layer.
AI can move from being a technology feature to
becoming an event infrastructure layer.

THE BIGGER PICTURETHE BIGGER PICTURETHE BIGGER PICTURE

Exhibitor recommendationsExhibitor recommendationsExhibitor recommendations

Attendance forecastingAttendance forecastingAttendance forecasting

Visitor segmentationVisitor segmentationVisitor segmentation

Post-event analysisPost-event analysisPost-event analysis

Sales forecastingSales forecastingSales forecasting

Customer serviceCustomer serviceCustomer service
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THE END OF THE
STATIC EXHIBITION STAND
THE END OF THE
STATIC EXHIBITION STAND

A booth must offer somethingA booth must offer something
a website cannot:a website cannot:
A booth must offer something
a website cannot:
AN EXPERIENCE.AN EXPERIENCE.AN EXPERIENCE.
Visitors have seen your products online. AtVisitors have seen your products online. At
the exhibition, they want to feel them, testthe exhibition, they want to feel them, test
them, discuss them and imagine them inthem, discuss them and imagine them in
their world.their world.

Visitors have seen your products online. At
the exhibition, they want to feel them, test
them, discuss them and imagine them in
their world.

What experience will
make the right visitor
stop, engage, remember
and return?

What experience will
make the right visitor
stop, engage, remember
and return?

MAKE ITMAKE IT
IMMERSIVEIMMERSIVE
MAKE IT
IMMERSIVE

Immersive visual
environments
Interactive product
demonstrations
Augmented and virtual
reality
AI-powered product
assistants
Touchless technology
Gamification
Live demonstrations
Data-driven visitor
engagement
Hospitality and networking
areas
Personalised experiences

3
.

DATA WILL BECOME
THE NEW EXHIBITION CURRENCY
DATA WILL BECOME
THE NEW EXHIBITION CURRENCY

The next generation of exhibitions willThe next generation of exhibitions will
increasingly focus on quality of engagementincreasingly focus on quality of engagement
rather than quantity of footfall.rather than quantity of footfall.

The next generation of exhibitions will
increasingly focus on quality of engagement
rather than quantity of footfall.

Who came?
Why did they come?
What did they do?
What happened
afterwards?

Who came?
Why did they come?
What did they do?
What happened
afterwards?

Visitor
profile
Visitor
profile

PurposePurpose Exhibitor
visits

Exhibitor
visits

SessionsSessions Qualified
opportunities

Qualified
opportunities

MeetingsMeetings
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4.

Exhibition success is measured by outcomes, not just
activity. Use clear metrics and the right tools to turn
engagement into measurable business value.

FROM FOOTFALL
TO ROI

FOCUS ON THE RIGHT QUESTIONS

How many qualified leads did we generate?

How many meetings were completed?

What is the value of our pipeline?

How many leads converted into customers?

ORGANISERS DELIVER THE VALUE

5. THE EXHIBITION WILL BECOME
A YEAR-ROUND COMMUNITY

The customer journey doesn’t start
at the show and doesn’t end when
the lights go down. Build a
connected experience that drives
engagement before, during and
after the exhibition.

AFTER THE EXHIBITION:

The exhibition brand can consequently evolve into a
business media and networking platform.

How many decision-makers visited our stand?

DURING THE EXHIBITION:BEFORE THE EXHIBITION:

Appointment
Booking

Business
Development

Lead
Generation

Product
Discovery

Next
Event

Networking Networking CommunityEducation Follow-upResearch MeetingsContent Content
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Audience intelligence

Buyer identification

Lead scoring

Meeting platforms

Appointment scheduling

Business matchmaking

Lead analytics

Post-show reporting

Content engagement data



PERSONALISATION WILLPERSONALISATION WILL
REDEFINE THE VISITORREDEFINE THE VISITOR
EXPERIENCEEXPERIENCE

PERSONALISATION WILL
REDEFINE THE VISITOR
EXPERIENCE

The future visitor expects relevance. BeforeThe future visitor expects relevance. Before
they arrive — and throughout the event —they arrive — and throughout the event —
they may receive an individual itinerarythey may receive an individual itinerary
based on:based on:

The future visitor expects relevance. Before
they arrive — and throughout the event —
they may receive an individual itinerary
based on:

Purchasing interestsPurchasing interestsPurchasing interests

Previous event behaviourPrevious event behaviourPrevious event behaviour

Networking objectivesNetworking objectivesNetworking objectives

RecommendedRecommended
sessionssessions
Recommended
sessions

Exhibitors to visitExhibitors to visitExhibitors to visit

NetworkingNetworking
opportunitiesopportunities
Networking
opportunities

Technology will helpTechnology will help
people find the right people.people find the right people.

Technology will help
people find the right people.

RELEVANCE DRIVES ENGAGEMENT.RELEVANCE DRIVES ENGAGEMENT.
ENGAGEMENT CREATES VALUE.ENGAGEMENT CREATES VALUE.
RELEVANCE DRIVES ENGAGEMENT.
ENGAGEMENT CREATES VALUE.

HUMAN CONNECTION WILLHUMAN CONNECTION WILL
BECOME MORE VALUABLE —BECOME MORE VALUABLE —
NOT LESSNOT LESS

HUMAN CONNECTION WILL
BECOME MORE VALUABLE —
NOT LESS

While technology makes events smarter,While technology makes events smarter,
it’s human connection that makes themit’s human connection that makes them
meaningful.meaningful.

While technology makes events smarter,
it’s human connection that makes them
meaningful.

Physical product interaction.Physical product interaction.Physical product interaction.

Unexpected introductions.Unexpected introductions.Unexpected introductions.

Private business discussions.Private business discussions.Private business discussions.

THE FUTURE OFTHE FUTURE OF
EXHIBITIONS WILLEXHIBITIONS WILL
NOT BE ABOUTNOT BE ABOUT
REPLACING HUMANSREPLACING HUMANS
WITH TECHNOLOGY.WITH TECHNOLOGY.

THE FUTURE OF
EXHIBITIONS WILL
NOT BE ABOUT
REPLACING HUMANS
WITH TECHNOLOGY.

IT WILL BE ABOUTIT WILL BE ABOUT
USING TECHNOLOGYUSING TECHNOLOGY
TO MAKE HUMANTO MAKE HUMAN
INTERACTION MOREINTERACTION MORE
VALUABLE.VALUABLE.

IT WILL BE ABOUT
USING TECHNOLOGY
TO MAKE HUMAN
INTERACTION MORE
VALUABLE.

Informal conversations.Informal conversations.Informal conversations.

YOUR ITINERARYYOUR ITINERARYYOUR ITINERARY

Serendipity.Serendipity.Serendipity.

Exhibitor preferencesExhibitor preferencesExhibitor preferences

Contacts to meetContacts to meetContacts to meet

Next best actionsNext best actionsNext best actions

6.6.6.

7.7.7.

MeetingsMeetingsMeetings

SessionsSessionsSessions

Trust.Trust.Trust.

IndustryIndustryIndustry

Job roleJob roleJob role
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SUSTAINABILITY WILL MOVE
FROM PROMISE TO
PERFORMANCE
Sustainability is no longer a talking point — it is becoming a
core part of exhibition strategy and delivery. Organisers and
exhibitors are working together to reduce impact across every
stage.

AREAS TOAREAS TO
MANAGE FORMANAGE FOR
A LOWERA LOWER
IMPACTIMPACT

AREAS TO
MANAGE FOR
A LOWER
IMPACT

Stand construction
Logistics
Freight
Energy consumption
Visitor travel
Catering
Waste
Printed materials
Temporary infrastructure

9. GLOBAL EXHIBITIONS WILL
BECOME MORE REGIONAL
Regional exhibitions are growing in importance, bringing
business closer to opportunity. Local knowledge and
connections create stronger, more relevant outcomes.

LOCALLOCAL
INTELLIGENCEINTELLIGENCE
DRIVES GLOBALDRIVES GLOBAL
RELEVANCERELEVANCE

LOCAL
INTELLIGENCE
DRIVES GLOBAL
RELEVANCE

Local markets

Local industries

Local regulations

Local buyer behaviour

Cultural expectations

Regional supply chains

Government priorities

10. THE RISE OF THE
EXPERIENCE-LED EXHIBITION
Exhibitions are becoming destinations for discovery, inspiration
and connection. Experiences that engage the senses and spark
emotions leave a lasting impact.

EXPERIENCEEXPERIENCE
MOMENTSMOMENTS
THAT MATTERTHAT MATTER

EXPERIENCE
MOMENTS
THAT MATTER

A remarkable product demonstration

A live performance

An unexpected networking experience

A hands-on innovation zone

An immersive installation

A powerful keynote

A curated buyer programme

A meaningful conversation

The strongest exhibition experiences will combine
information, interaction and emotion.

8.
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GLOBAL
EXHIBITIONS
IN 2026
Recovery Is Over.Recovery Is Over.
What Comes Next?What Comes Next?
Recovery Is Over.
What Comes Next?
The next era is about better growth,The next era is about better growth,
audience quality, measurable valueaudience quality, measurable value
and reinvention.and reinvention.

The next era is about better growth,
audience quality, measurable value
and reinvention.
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Growth alone is no longer enough.
The next phase will be defined by audience
quality, measurable business outcomes,
technology, experience and adaptability.

Growth alone is no longer enough.
The next phase will be defined by audience
quality, measurable business outcomes,
technology, experience and adaptability.

The pandemic upended the rhythms of our industry. Calendars
collapsed, venues went dark and borders closed. Travel ceased.
Budgets were cut. And for many organisations, the value and
even the necessity of physical events were called into question.
It was a shock to a system built on human connection.
We learned a great deal during that time.

RECOVERY HAS LARGELY PASSEDRECOVERY HAS LARGELY PASSED

Audiences have returned. Halls are busy again. Exhibitions once
more occupy a central place in corporate marketing, trade
development and professional networking. The medium proved
its resilience—and its relevance. In face-to-face environments,
people build trust, discover solutions, form partnerships and
make decisions with confidence.

FROM REBUILDING TO TRANSFORMATIONFROM REBUILDING TO TRANSFORMATION

We are now beyond recovery. The challenge ahead is not
simply to restore what was, but to reimagine what works. That
means designing for outcomes, not just attendance. It means
using data and technology to deepen connection and extend
value. It means creating experiences that are intentional,
inclusive and measurable. The industry is moving—from
rebuilding toward transformation—and the organisations that
lead this shift will shape what comes next.

Recovery Is Over.
What Comes Next?

The event may last three days,
but the relationship with the
visitor can begin months before
opening and continue long after
the exhibition closes.

Attract the right
audience, start
conversations,
build anticipation
and set objectives.

DURING EVENTDURING EVENT
Deliver meaningful
experiences,
facilitate valuable
interactions and
capture intent.

Follow up with
insights, nurture
relationships and
convert opportunities
into outcomes.

T
H

E
 B
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G

E
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 P
IC

T
U

R
E

A DISRUPTION UNLIKE ANY OTHERA DISRUPTION UNLIKE ANY OTHER

POST-EVENTPOST-EVENTPRE-EVENTPRE-EVENT

02
PAGE
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What the Numbers
Are Telling the
Industry
Industry benchmarks help us cut through the noise
and focus on what matters. The CEIR Index tracks
the health of the U.S. B2B exhibition industry
relative to a pre-pandemic benchmark.

U.S. B2B EXHIBITION INDEX
Relative to 2019 Benchmark (Index = 100)

1

2026 CEIR Index
forecast:

+2.1%
growth in the overall

U.S. B2B exhibition index

2025 CEIR result:
overall index at

93.6
relative to the 2019

benchmark

Professional
attendance:

+4.7%
during 2025

Real exhibition
revenues:
more than

10%
below the pre-pandemic

level

Visitor recovery and
revenue recovery are
not necessarily the
same thing.

The CEIR Index measures the U.S. B2B
exhibition industry and is not a direct
statistical measurement of every global
exhibition market.

2019      2020      2021      2022      2023      2024      2025F     2026F

100

90

80

70

60

THE BIGGER PICTURE

TAKEAWAY

2 3 4
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MANUFACTURING
BUYERS AND

PROCUREMENT HEADS

MANUFACTURING
BUYERS AND

PROCUREMENT HEADS

STAND
CONSTRUCTION

LOGISTICS
&

TRANSPORT

TRAVEL
&

ACCOMMODATION

PRODUCT
TRANSPORT

HOSPITALITY
&

ENTERTAINMENT

0202 The NewThe New
Meaning of GrowthMeaning of Growth
More exhibitors, visitors, floor space and revenue still matter.
But they are no longer sufficient on their own.
More exhibitors, visitors, floor space and revenue still matter.
But they are no longer sufficient on their own.

Today, growth means attracting the right audience, creating more high-
quality meetings, generating more qualified leads and unlocking
commercial opportunities that continue long after the show.

Today, growth means attracting the right audience, creating more high-
quality meetings, generating more qualified leads and unlocking
commercial opportunities that continue long after the show.

How many
people came?

How much meaningful
business happened?

AUDIENCE VALUE IS THE NEW GROWTH ENGINE

RELEVANT
AUDIENCES
RELEVANT

AUDIENCES

Source equipment,
components, and

solutions that improve
productivity, quality and

reliability.

Source equipment,
components, and

solutions that improve
productivity, quality and

reliability.

Discover innovations,
evaluate technologies and

build supplier
relationships that improve

outcomes.

Discover innovations,
evaluate technologies and

build supplier
relationships that improve

outcomes.

FOOD IMPORTERS
AND DISTRIBUTORS

FOOD IMPORTERS
AND DISTRIBUTORS

Identify reliable
suppliers, negotiate

better terms and
expand product

portfolios.

Identify reliable
suppliers, negotiate

better terms and
expand product

portfolios.

TECHNOLOGY
ENTERPRISE

CUSTOMERS, INVESTORS
AND STRATEGIC PARTNERS

TECHNOLOGY
ENTERPRISE

CUSTOMERS, INVESTORS
AND STRATEGIC PARTNERS

Explore solutions, assess
partnerships and invest in

what drives the future.

Explore solutions, assess
partnerships and invest in

what drives the future.

QUALIFIED PROSPECTSQUALIFIED PROSPECTS LEADS & OPPORTUNITIESLEADS & OPPORTUNITIES

The Exhibitor Is
Becoming More Selective
Stand construction, logistics, travel, staffing, product transport and
hospitality all increase the total investment.
Exhibitors now judge participation by the business value they expect
to achieve, not just by visibility.

TOTAL INVESTMENTTOTAL INVESTMENT

Exhibitors
increasingly want
the organiser to
become a partner in
their success rather
than simply a
provider of  floor
space.

REAL GROWTH IS MEASURED BY THE BUSINESS THAT BEGINS AT THE SHOW

The best exhibitions connect the right people, create meaningful meetings and convert interest into long-term
commercial success.

REAL GROWTH IS MEASURED BY THE BUSINESS THAT BEGINS AT THE SHOW

The best exhibitions connect the right people, create meaningful meetings and convert interest into long-term
commercial success.

Attracting the right people leads to more meetings, more qualified leads
and more commercial opportunities.

BUSINESS
OUTCOMES

BUSINESS
OUTCOMES

QUALITY
MEETINGS
QUALITY

MEETINGS

HEALTHCARE
SPECIALISTS

HEALTHCARE
SPECIALISTS

STAFFING
&

TRAINING
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From Event
to Ecosystem
Exhibitions no longer start with the doors
open. The most value comes from creating
connections before, delivering experiences
during, and building relationships after.

The Organiser’s
Role Is Changing

Organisers are becoming connectors,
not just event managers. Their remit
now spans five critical roles that extend
far beyond the show floor.

Media platforms that create
and distribute content.

Community builders who
foster ongoing relationships.

Business facilitators who drive
measurable outcomes.

Technology Is Changing
the Economics of Events

AI, analytics and CRM tools create value
when they solve real problems.

Match with purpose.
AI-powered matching connects
buyers and exhibitors based on fit,
intent and goals.

Understand behaviour.
Analytics reveal how visitors
engage, what matters most, and
where to improve.

Communicate better.
CRM and automation enable timely,
relevant outreach before, during and
after the event.

Technology reduces friction, increases relevance
and improves return on time for everyone involved.

The Experience
Economy

Physical events remain powerful because
concentrated human interaction is
difficult to reproduce digitally.

Trust is built in person.
Conversations, body language
and shared moments build
confidence.

Ideas spark in real time.
Serendipity and energy drive
innovation and action.

Commitment is strengthened.
Face-to-face experiences turn
interest into loyalty.

Experiences create the memory.
Memories drive decisions.

The future is not physical versus digital.
It is digital tools making the physical experience more valuable.

BEFORE EVENT DURING EVENT

CONTENT MEETINGS COMMUNITY

Connectors who bring the
right people together.

Data platforms that turn
insight into action.

YEAR-ROUND
CONTENT AND
ENGAGEMENT

AFTER EVENT

222111 333

PRE-
SCHEDULE

COMMUNI-
-CATION

LIVE
SUPPORT

ENGAGEMENTMATCHING COMMUNITIES FOLLOW-UP NEXT STEPSANALYTICSMEETINGS
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From Recovery
to Reinvention
Exhibitions have proved their resilience. Now,
the task ahead is to convert momentum into
meaning and growth into impact.

1. Global Reach,
Real-World Factors
International participation offers access to
markets, suppliers, distributors, investors and
partners, expanding opportunity and
perspective. Yet travel costs, visas,
geopolitics, trade restrictions and currency
movements can influence who participates
and how.

2. Sustainability:
From Promise to Performance
Sustainability must move from intention to
action. Reusable systems, modular
construction, digital signage, waste
reduction, responsible sourcing and efficient
energy use deliver better events—and a
better future.

3. Preparing for 2027
Looking ahead, organisers should invest in
personalisation, exhibitor insight, intelligent
technology, strategic internationalisation,
measurable sustainability and business
value. These priorities will shape exhibitions
that lead, not follow.

FIVE QUESTIONS FOR LEADERS

Are we attracting the right
audience, or simply a larger
audience?

Can we demonstrate measurable
business value to our exhibitors?

Are we using technology to
improve the experience?

Are we building relationships
that continue after the
exhibition closes?

5 What makes our event
important enough to return
to year after year?

The next era of exhibitions is not
simply a story about growth.
It is a story about better growth.

Industry data referenced in this article primarily draws upon the 2026 CEIR Index and related IAEE/CEIR research.
The CEIR Index measures the U.S. B2B exhibition industry and should not be interpreted as a direct statistical
measurement of the global exhibition market.

1

2

3

4
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FROMFROMFROM
FOOTFALLFOOTFALLFOOTFALL
TO ROITO ROITO ROI
The New Economics of ExhibitionsThe New Economics of ExhibitionsThe New Economics of Exhibitions

Why the future of exhibition
success will be measured not only
by how many people walk through
the doors, but by the quality of
connections, opportunities and
business generated after they leave.

Exhibition Globe | October 2026Exhibition Globe | October 2026Exhibition Globe | October 2026
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The Economics
Are Becoming
More Complicated
Footfall has long been a visible measure of exhibition

success, but visitor numbers alone cannot show

whether the right audience attended, meaningful

conversations took place, qualified leads were

generated, relationships progressed or

revenue followed.
Focused conversations are the

foundation of measurable outcomes.

The industry is moving
from footfall to business value.

Quality Can Matter
More Than Quantity

1,000 contacts are not automatically more valuable

than 250 contacts containing 100 highly relevant

prospects. Relevance, intent and timing determine

the real value of engagement—and the return

your exhibition investment can deliver.

The goal is not more
people. The goal is the
right people, engaged
in the right way, at the
right time.

The Visitor-to-Value Pathway

Qualified
Lead
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Smart exhibitors
invest beyond the
stand. They measure
more, learn more and
achieve more.

Smart exhibitors
invest beyond the
stand. They measure
more, learn more and
achieve more.

The Real Cost
of Exhibiting
Stand space is only one part of the investment. Successful
exhibiting requires budget for everything that gets your
team to the show, delivers a compelling experience, and
turns conversations into opportunities.

The true cost of exhibiting is
the total cost of participation.
The true cost of exhibiting is
the total cost of participation.

VISIBLE COSTVISIBLE COST

Exhibition Space
The cost of booking floor
space at the event.

Exhibition Space
The cost of booking floor
space at the event.

VS.VS. WIDER INVESTMENTWIDER INVESTMENT

Construction
Stand design, build, graphics
and installation.

Construction
Stand design, build, graphics
and installation.

Freight
Shipping, customs clearance
and on-site handling.

Freight
Shipping, customs clearance
and on-site handling.

Staffing
Salaries, training and
team preparation.

Staffing
Salaries, training and
team preparation.

Marketing
Pre-show promotion, advertising
and campaign activity.

Marketing
Pre-show promotion, advertising
and campaign activity.

Hospitality
Client entertainment and
stand events.

Hospitality
Client entertainment and
stand events.

Follow-up
Lead management and
post-show engagement.

Follow-up
Lead management and
post-show engagement.

The value of exhibiting extends far beyond the
show floor. It creates commercial outcomes that
strengthen your business today and build
opportunity for tomorrow.

Customer
Retention
Customer
Retention

Market
Intelligence

Market
Intelligence

Access to
Decision-Makers

Access to
Decision-Makers

TAKEAWAYTAKEAWAY
Plan the full cost of participation.
Measure the full value of engagement.
Plan the full cost of participation.
Measure the full value of engagement.

A clear view of total investment and total value
leads to better decisions and stronger results.

SMARTER MEASUREMENT |  BETTER FOLLOW-UP /  STRONGER BUSINESS OUTCOMESSMARTER MEASUREMENT |  BETTER FOLLOW-UP /  STRONGER BUSINESS OUTCOMES

ROI Does Not Always
Mean Immediate Sales

Travel
Flights, visas and local transport.
Travel
Flights, visas and local transport.

FROM FOOTFALL TO ROI  |  PAGE 3FROM FOOTFALL TO ROI  |  PAGE 3

What it takes to succeedWhat it takes to succeed What’s easy to see What’s easy to see

Distributor
Relationships

Distributor
Relationships

Qualified LeadsQualified Leads

Brand
Visibility

Brand
Visibility

PartnershipsPartnershipsDirect SalesDirect Sales
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Every successful exhibition begins with a clear business intent.
Before you book a stand, define what you want the show to
achieve. Your objectives will shape your audience targeting,
messaging, stand experience, team training and follow-up.

Exhibitors typically attend to: generate sales, enter a market,
meet distributors, launch a product, strengthen customer
relationships, build brand recognition or understand competitors.

Generate qualified
leads and build
a pipeline that
converts into
revenue.

Enter new markets,
test demand and lay
the foundation for
local success.

Distribution

Identify and recruit
distributors, agents
or channel partners.

Introduce new
products, generate
excitement and
collect feedback.

Strengthen loyalty,
meet key accounts
and deepen
partnerships.

Brand building

Increase brand
awareness and
position your
company for long-
term growth.

The exhibition budget should follow the business objective.

The Booth Is Not the Strategy

A beautiful stand attracts attention. But it cannot compensate for
unclear objectives, untrained staff or poor follow-up. Strategy
comes first. Design, staffing and tools must support the outcome
you have defined. Execution without clarity is expensive noise.
Purposeful planning turns participation into performance.

Clear value proposition
Make your message simple and
relevant.

Disciplined follow-up
Act quickly and convert interest
into results.

DEFINE YOUR OBJECTIVE: A DECISION FRAMEWORK

Prepared staff
Equip your team to engage with
confidence.

Clear objectives align your team, budget and outcomes.

Useful lead capture
Collect the right data & insights.

Right audience
Attract the people who matter.

Customer
relationships

EXECUTION CHECKLIST

03
The Business Case
Begins Before the Show

Product launchMarket entrySales leads

02 03 04 05 0601
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The Most Important
Question: What Is a
Qualified Lead?

A qualified lead is a meaningful connection
between the visitor's profile, business need,
purchasing potential and the exhibitor's offering.

Marketing and sales need to agree on
what makes a lead meaningful and actionable.

THE FOUR-STEP QUALIFICATION FRAMEWORK

Understand who the visitor is,
their role, industry, company
size and key responsibilities.
The right people make the
authority or influence to
create change.

Discover the specific challenge or
opportunity driving their visit.
What outcome are they trying to
achieve and why now? Needs
create urgency and relevance.

Assess budget availability,
decision-making authority and
timeline. Determine whether
there is a realistic path to
purchase within an acceptable
timeframe.

Evaluate how well your solution
addresses their need and
differentiates from alternatives.
Strong fit increases value,
confidence and the likelihood of
action.

People Still Drive Exhibition ROI
Technology can make exhibitions smarter,
but it is people who make them meaningful.
Knowledgeable representatives, thoughtful
opening questions, product understanding
and staff preparation determine whether
interactions become meaningful.

Your team brings context, builds trust
and helps visitors see how your solution
advances their goals. That human
difference is what converts conversations
into qualified leads—and leads into ROI.

Start with
the conversation

The goal is not to deliver a pitch.
It is to understand the visitor's
business or challenge. Listen first,
ask with purpose and uncover what
matters most.

Better conversations.
Better leads. Better ROI.

Meaningful connections at exhibitions begin with understanding
people, their needs and the value you can deliver.

FROM FOOTFALL TO ROI

PURCHASING POTENTIALPURCHASING POTENTIALPURCHASING POTENTIAL FIT WITH THE OFFERINGFIT WITH THE OFFERINGFIT WITH THE OFFERINGVISITOR PROFILEVISITOR PROFILEVISITOR PROFILE BUSINESS NEEDBUSINESS NEEDBUSINESS NEED
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0505

The Exhibition
Should Not Begin
on Opening Day

The Exhibition
Should Not Begin
on Opening Day

The most effective exhibition strategy can begin
weeks or months before the event through priority-
account planning, customer communication, product
launch announcements, demonstrations, invitations
and digital awareness.

The most effective exhibition strategy can begin
weeks or months before the event through priority-
account planning, customer communication, product
launch announcements, demonstrations, invitations
and digital awareness.

0101

Digital channels
create anticipation

Digital channels
create anticipation

Targeted outreach, content
and announcements build

interest and qualify audiences.

Targeted outreach, content
and announcements build

interest and qualify audiences.

0202

The exhibition
creates interaction

The exhibition
creates interaction

Face-to-face engagement,
demonstrations and conversations
convert interest into opportunity.

Face-to-face engagement,
demonstrations and conversations
convert interest into opportunity.

0303

Post-event communication
creates continuity

Post-event communication
creates continuity

Timely follow-up, valuable content
and relevant offers turn conversations

into long-term relationships.

Timely follow-up, valuable content
and relevant offers turn conversations

into long-term relationships.

Digital Marketing
Can Extend the Value
Digital Marketing
Can Extend the Value

Email, LinkedIn, search marketing,
video and social media create
awareness, drive engagement and
nurture prospects before, during and
after the exhibition.

Consistent messaging across digital
touchpoints keeps your brand top of
mind and amplifies the impact of every
conversation.

Email, LinkedIn, search marketing,
video and social media create
awareness, drive engagement and
nurture prospects before, during and
after the exhibition.

Consistent messaging across digital
touchpoints keeps your brand top of
mind and amplifies the impact of every
conversation.

The exhibition
becomes the centre of
an integrated
marketing campaign.

The exhibition
becomes the centre of
an integrated
marketing campaign.

Plan early.
Engage consistently.
Convert conversations
into measurable
business value.

Plan early.
Engage consistently.
Convert conversations
into measurable
business value.

FROM FOOTFALL TO ROIFROM FOOTFALL TO ROI
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MEASURING
WHAT
REALLY
MATTERS
Beyond sales. Beyond the show.
Real exhibition ROI.

Exhibitions create value in many ways, not only
through direct sales. The real question is what
happens before, during and after the event.

THE MOST IMPORTANT
QUESTION:
WAS IT A QUALIFIED LEAD?
A lead should be more than a business card or a name
scanned at the stand. The meaningful question is whether
the visitor has a genuine need, decision-making relevance, a
realistic timeframe and a clear next step.

A lead is valuable
when it is linked to a
real business opportunity.

2 QUALITY CAN MATTER
MORE THAN QUANTITY
A smaller number of highly relevant contacts can
be more valuable than a large volume of weak
contacts. Focus on the right people, not the largest
possible list.

Highly relevant people
with real potential.

Many contacts with
limited relevance.

3 ROI DOES NOT ALWAYS
MEAN IMMEDIATE SALES
Exhibition value goes far beyond sales closed
during the event. It may include:

Customer relationships
Market intelligence
Brand visibility
Partnerships
Future pipeline
New market entry

4 THE BUSINESS CASE SHOULD
BE CREATED BEFORE THE SHOW
Define your objectives and success criteria before you
take part. Clarity at the start ensures every decision
supports your purpose. Align your goals with what
matters for your business, such as:

Launching a product
Entering a new market
Building strategic relationships
Generating qualified opportunities

THE
VALUE
CHECK

Relevance

EXHIBITION GLOBE PERSPECTIVE

1
FEWER, STRONGER MORE, WEAKER

Next stepTimingNeed
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THE STRATEGY
BEHIND
THE STAND
People, preparation and matchmaking
turn exhibition presence into business value.

A booth is only one part of an exhibition strategy. The
strongest results come from clear objectives, prepared
teams, meaningful conversations and disciplined follow-
up.

5
THE BOOTH IS
NOT THE STRATEGY

A visually impressive stand cannot replace
clear objectives, the right audience, prepared
staff, relevant content and a plan for
converting conversations into next steps.

Objective

Audience

Message

Team

Follow-up

6 PEOPLE STILL DRIVE
EXHIBITION ROI

Trained and prepared people determine
whether opportunities are recognised,
questions are answered, conversations are
qualified and relationships are built.

Great
conversations
create lasting
business value.

7
THE ROLE OF
MATCHMAKING IS GROWING
Technology-supported matchmaking can
help connect exhibitors and visitors based on
shared interests, needs, expertise and
commercial relevance, while still depending
on human judgement and follow-through.

MEASURE
WHAT
MOVES THE
BUSINESS

The future of exhibition ROI will
depend less on how many people
pass a booth and more on how
many meaningful business
opportunities are created,
developed and converted.

FROM PRESENCE TO PROGRESS

Connect Follow up ConvertPrepare Qualify
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FROM LEADS TO
LONG-TERM
VALUE
Measuring what happens before, during and
after the exhibition.

Exhibition ROI extends beyond the show floor. The real
value is created through digital engagement, disciplined
follow-up, organiser support, sponsorship, relevant
metrics and long-term business outcomes.

DIGITAL MARKETING CAN
EXTEND THE VALUE OF THE
EXHIBITION

The relationship between exhibitions and
digital marketing is becoming
increasingly important. Email campaigns
can invite customers to a stand. Social
media can create real-time engagement
and the event. Video can introduce
products before visitors arrive. Content
marketing and digital follow-up
can extend the reach and life of
exhibition participation well
beyond the show dates.

POST-EVENT FOLLOW-UP IS
WHERE ROI IS WON OR LOST

One of the biggest gaps in exhibition marketing
occurs after the exhibition ends. The hall closes,
the team returns home, and hundreds of business
cards, badge scans and contact remain in the
CRM. A strong post-event strategy should begin
immediately. Prioritize qualified opportunities,
brander meetings, opportunities to reach, most
without inquisit notes into the CRM,
somerecueintpostexhibition, and pvn1gri-value
prospects personal follow-up. The exhibition
generates the opportunity. The follow-up
converts the opportunity.

ORGANISERS HAVE
A ROLE TO PLAY

Exhibitor success is shaped by the
commercial environment organisers
create. Strong audience understanding,
useful data, matchmaking, effective
pre-event communication and post-
event insights can help exhibitors reach
relevant prospects, measure
engagement and create productive
meetings. The organiser becomes
a partner in creating value.

SPONSORSHIP ROI
IS ALSO CHANGING

Sponsorships may want access to a specific
audience, speaking opportunities, qualified
leads, content exposure, networking
opportunities or association with an industry
conversation. Strong packages can combine
venue branding, speaking opportunities, pre-
event interviews, digital promotion, social
media exposure and
post-event content distribution.

The value proposition becomes
broader than a banner or logo.

THE VALUE JOURNEY

Before
the event

During
the event

After
the event

Measured
outcome

  The real value is
created through the
complete journey,
not only the
moment of contact.

8 9

10 11
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ME ASURING
WHAT
MATTERS

WHAT
EXHIBITORS
SHOULD
MEASURE

WHAT
ORGANISERS
SHOULD
MEASURE

THE FUTURE IS NOT ABOUT MORE LEADS.
IT IS ABOUT BETTER LEADS.

THE MEASUREMENT SHIFT

Better leads, better follow-up
and stronger business outcomes.
The future of exhibition measurement is moving
from volume to value. The objective is not simply
to collect more leads, but to understand which
interactions create meaningful commercial
progress.

THE NEW
ROI EQUATION
There is no single formula that
works for every exhibitor. Total
participation value should be
considered against total
investment.

Value can include immediate sales, qualified
opportunities, future pipeline, customer
relationships, partnerships, brand exposure and
market intelligence. Investment includes booth
space and the wider cost of participation. ROI
begins with defining the objective.

Market entry, immediate
sales, relationship building
and brand objectives require
different success criteria.

Audience was reached. Meetings should
follow the depth of engagement.
Opportunities indicate potential
commercial value. Pipeline value shows
future business generated. Conversion
rate reveal follow-up effectiveness.
Customer acquisition and revenue
demonstrate direct financial outcomes.

Audience quality
Qualified leads
Meetings
Opportunities
Pipeline
Conversion
Engagement
Follow-up
Commercial outcomes

Organisers should increasingly
understand exhibitor retention,
attendee satisfaction, audience quality
and meeting activity, as
well as revenue performance. The
successful exhibition is becoming the
exhibition that can measure its own
value.

Audience quality
Exhibitor satisfaction
Sponsor performance
Content engagement
Networking activity
Repeat participation
Measurable business outcomes

More useful data. More meaningful meetings. Better
follow-up. Stronger business outcomes.

Engagement OutcomesFollow-upVolume Quality

12 13 14
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AI IN EVENTS

LEAD CAPTURE IS ABOUT TO
BECOME MORE INTELLIGENT

AI can scan, score and qualify leads in real time,
helping exhibitors focus on the right conversations. It
can suggest follow-up actions, personalise outreach
and even predict which leads are most likely to
convert after the event. Instead of chasing every
business card, exhibitors can priorise high-value
prospects and build stronger connections.

AI AND THE EXHIBITION
SALES TEAM

AI tools can help sales teams identify the best
exhibitions to attend, based on market trends,
audience fit and past performance. They can also
automate exhibitor outreach, answer common
questions and schedule follow-ups – freeing up the
team to focus on meaningful conversations.

AI CAN ALSO CHANGE
EVENT OPERATIONS

Behind the scenes, AI can support logistics, forecast
attendance, manage budgets and identify risks. It can
flag potential issues early – like low registration or
exhibitor drop off – and suggest solutions. The
result? Smoother planning, fewer surprises and better
outcomes.

AI AND EVENT
CONTENT

AI can summarise sessions, generate highlights and
repurpose content into blog posts, social media and
videos. It helps extend the life and reach of your event
while saving the team hours of manual work. From
live captioning to content suggestions, AI makes it
easier to deliver more value to more people.

THE RISE OF THE 
AI EVENT ASSISTANT

These smart chatbots can answer visitor questions in
real time, guide them through the agenda,
recommend sessions and connect them with the right
people.

AGENTIC AI: THE NEXT
STEP

Looking ahead, agentic AI will take things even
further. These intelligent agents won’t just answer
questions — they’ll take action. They can help
visitors register, build personalised agendas, book
appointments, and engage with the public. For
organisers, that means more engaged attendees. For
exhibitors, that means warmer leads. And for
everyone, that means a smoother, shorter even
experience.

EXAMPLES IN ACTION FINAL THOUGHT

1 2 3

4 5 6

Where is the keynote happening?

Which exhibitors offer sustainability solutions?

SMARTER
FUTURE
STRONGER
CONNECTIONS.Hello! How can I

help you today?

Find sessions

Meet exhibitors

Get directions

Ask a question

Al isn't here to replace the human touch – it's here
to enhance it. By handling the repetitive, time-
consuming tasks, AI gives events professionals
more time to focus on what matters most: building
relationships and creating unforgettable
experiences. The events industry moves fast. With
AI, we can move smarter.

Predictive
attendance and
performance
insights

Content
summarisation
and repurposing

Real-time lead
scoring

Automated
follow-ups after
meetings

AI tools
suggesting
session &
exhibitor
matches

Chatbots
answering
FAQs

The Exhibition Stand
Could Have Its Own
AI Assistant
How Artificial Intelligence Is
Redefining the Way Exhibitions Are
Planned, Managed and Experienced
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AI HAS ENTERED
THE EXHIBITION FLOOR
How Artificial Intelligence Is Redefining the Way Exhibitions
Are Planned, Managed and Experienced

From personalised visitor journeys and intelligent matchmaking to
smarter lead management and event operations, artificial intelligence
is beginning to change almost every stage of the exhibition lifecycle.

Artificial intelligence has moved rapidly from a technology sector
discussed primarily by the technology sector to a practical
business tool across industries. The exhibition industry is now
entering this conversation in a significant way. For an industry
built around people, information, marketing, logistics,
matchmaking and enormous volumes of data, AI has particular
potential.

AI will not simply make event
technology faster. It has the
potential to make exhibitions more
intelligent, personalised, measurable
and responsive.

FROM EVENT TECHNOLOGY TO EVENT
INTELLIGENCE

Traditional systems primarily record what happened. AI can
potentially analyse activity, identify patterns and recommend
what should happen next. The technology moves from
recording activity to interpreting activity.

A PERSONALISED
VISITOR JOURNEY

AI can recommend relevant exhibitors, conference
sessions and networking opportunities, creating
individual event journeys. The objective is not to
communicate more. It is to communicate more relevant
information.

INTELLIGENT MATCHMAKING

Intelligent systems can potentially analyse professional
profiles, product interests, business requirements and previous
interactions to identify relevant connections. AI makes it easier
for people to discover the right opportunities.

AI COMES TO THE
EXHIBITION STAND

An AI-powered product assistant could answer routine
questions, explain product specifications, recommend
relevant products or provide information in multiple
languages. AI should not replace the human
representative. It should create more time for meaningful
human interaction.

FROM LEAD CAPTURE TO
LEAD INTELLIGENCE

AI enables lead systems to potentially classify interactions
according to business requirement, product interest,
purchasing timeframe and next action. The goal is not simply
to generate more leads. It is to generate more actionable leads.

THE POST-EVENT
OPPORTUNITY

AI can potentially assist by summarising conversations,
organising contacts, drafting personalised follow-up
communication and identifying prospects that require
immediate attention. The exhibition creates the
opportunity. Follow-up converts the opportunity.

Agentic AI

THE HUMAN
CONNECTION REMAINS
The ideal role of AI is not to replace
human interaction. It is to make
human interaction more relevant
and more valuable.

1

3

5

2

4

6

LOOKING AHEAD

AI event
assistants

Smarter
operations

Year-round
content

Trust and
responsible data
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EXHIBITION
GLOBE
PERSPECTIVE
Artificial intelligence will change
exhibitions, but the transformation
should not be measured by the number
of AI tools installed at an event. It should
be measured by what those tools enable.

Better discovery.

Better visitor experiences.

Better leads.

Better follow-up.

Better business outcomes.

The smartest exhibition of the future may not be the one
with the most technology. It may be the one where
technology works so intelligently that people have more
time to do what exhibitions have always done best—meet,
connect, discover and do business.

Better matchmaking.
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THE VENUE OF
THE FUTURE
From destination infrastructure to a global
exhibition gateway

India's new exhibition infrastructure also needs to respond
to changing expectations. Modern venues are evolving, and
they need to support exhibitions, conferences, meetings,
hospitality, networking, technology and entertainment
within a connected environment.

MULTI-FORMAT VENUES

The exhibition of the future will
increasing combine exhibition,
conference, networking, business
meetings and experience. 
Healthy spaces for an transfer and
combine will become a competitive
advantage.

TECHNOLOGY WILL
DETERMINE THE NEXT LEVEL

AI-powered matchmaking, digital
registration, intelligent event apps,
lead management, visitor analytics
and process communication can
help international communicators
use limited time productively.

SUSTAINABILITY AS A
COMPETITIVE FACTOR

Energy efficiency, waste
management, reusable structures,
logistics planning and digital
communication are becoming more
important. Responsible event
practices may strengthen India's
appeal to international participants.

THE OPPORTUNITY FOR
INDIAN EXHIBITORS

Domestic exhibitions provide
access to large professional
audiences, while specialised trade
shows can help MSMEs
demonstrate products, meet
distributors and understand
market requirements directly.

BUILDING A GLOBAL EXHIBITION
BRAND FROM INDIA

Indian industry associations,
organisers and businesses can create
events that originate in India and
expand into other markets. Indian
exhibitors can become international
businesses.

WHAT INDIA NEEDS NEXT

The next phase requires stronger
connectivity, efficient visa and
approval processes, skilled event
professionals, city-level business
events strategies, international
yearbook and other data about
economic impact.

The goal is to
build a system
where an
international
organiser sees not
simply a large
market, but a
complete
business-events
ecosystem.

FROM DESTINATION TO GLOBAL GATEWAY

International
buyers

Indian
manufacturers

Investment and
partnerships

Tourism and
hospitality

EXHIBITION GLOBE PERSPECTIVE
India's exhibition story is no longer only about hosting trade shows. It is about building the
platforms through which India's next generation of global trade can take place.

1 2

3 4

5 6

Knowledge
exchange

”
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INDIA SPECIAL

BEYOND
MUMBAI & DELHI
India's Next MICE Cities

India's exhibition and MICE story is entering a more distributed,
specialised and destination-led phase. Mumbai, Delhi NCR,
Bengaluru, Hyderabad and Chennai reman established hubs,
while Goa, Udaipur, Jaipur, Kochi, Varansi and Indore are
becoming increasingly attractive because of infrastructure,
cultural appeal and cost advantages.

Nima projects around 12–14% annual growth
for India's MICE and destination-wedding
segment over the next three to five years.

THE GEOGRAPHY OF INDIAN
MICE IS EXPANDING
Manufacturing clusters, technology ecosystems,
tourism infrastructure, airport, ports, and
shopping beyond beyond the traditional metros.
Cities can build identities around the industries,
experiences and audiences that naturally belong
to them.

AHMEDABAD: BUSINESS,
INDUSTRY AND MICE

With Gujarat's manufacturing, pharmaceuticals,
chemicals, engineering, textiles, and more. With
visible energy strengths, Ahmedabad can
become a high-value business-events gateway for
western India, connecting industrial hubs, ports,
and remote and international buyers.

JAIPUR: WHERE HERITAGE
BECOMES AN ECONOMIC ASSET
Jaipur combines convention capability with
heritage, hospitality and destination appeal. For
incentives, association meetings, corporate
retreats and destination hotels. Each location
itself can become part of the event programme.

HYDERABAD: THE
METROPOLITAN MODEL
HITEX, the Hyderabad International
Convention Centre and strong technology,
pharmaceutical, healthcare and life-sciences
industries support an integral role in key
industries around venues, hotels, convention
marketing and government facilitation.

KOCHI AND INDORE:
DESTINATION-LED GROWTH
Kochi can combine business events with
wellness, Ayurveda, coastal experiences and
leisure. Indore can turn geographic centrality
into commercial hubs, academic hubs, and
meeting grounds, incentive programmes,
industry conferences and exhibitions.

India does not need one new MICE capital. It
needs a network of strong destinations with
distinct capabilities: technology, healthcare,
manufacturing, heritage, tourism, cleanliness
and regional connectivity.

The question is no longer simply where India can host a large event. It is where
India can create an event ecosystem that gives organisers, exhibitors, delegates
and visitors a compelling reason to come.

Connectivity Hotel inventory Convention
infrastructure Local suppliers Government

support
Destination
experience

EXHIBITION GLOBE PERSPECTIVE
India's next MICE revolution is unlikely to be about finding a single new
exhibition capital. It will be about building a connected ecosystem of cities with
distinct strengths.

INDUSTRY PROJECTION

A NETWORK, NOT A
HIERARCHY

2

4

6

1

3

5

Measurable
business outcomes
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DUBAI
THE GLOBAL BUSINESS PLATFORM

20302030
From Exhibition Destination to Global Business
Platform
Dubai has evolved from being a convenient place
to hold an international exhibition into a
business platform where exhibitions, conferences,
investment, tourism, technology, logistics and
global trade increasingly intercept.

Dubai World Trade Centre hosted
401 events in 2025, representing 60%
of global growth, with nearly three
billion participants across its venues.

Dubai's Economic Agenda, D33, aims
to double the size of Dubai's economy
by 2033.

FROM VENUE TO BUSINESS
ECOLOGY

Dubai's proposition increasingly begins with the
ecosystem surrounding the venue: exhibition
infrastructure, hotels, aviation connectivity,
logistics, hospitality, corporate facilities, and a
sophisticated service economy. The venue hosts
the event. The ecosystem makes the event work.

THE SCALE OF THE
EXHIBITION CALENDAR

Food and hospitality, technology, healthcare,
travel, real estate, energy, construction, finance,
beauty, tourism, and a diverse year-round
economic engine rather than an exhibition
economy dependent on a single flagship show.

GLOBAL BRANDS
CREATE GLOBAL FLOWS

Gulfoed and GIFTEX have developed identities
that extend beyond the UAE. Global exhibitors
bring international buyers, more buyers increase
exhibitor value, and stronger events attract
further participation.

GEOGRAPHY AS A
MEETING POINT

Dubai connects Europe, Asia, Africa and the
Middle East through international aviation
and concentrated access to regional markets.
Its role is increasingly that of a meeting point
between markets, not simply a destination.

THE EXPO LEGACY AS
THE NEXT PLATFORM
Dubai Exhibition Centre at Expo City Dubai
extends the wider business events proposition.
Exhibition is a blend of urban, business
infrastructure, hospitality and urban
development into one long-term economic
geography.

EXHIBITIONS AS GATEWAYS
TO INVESTMENT
Trade shows can connect exhibitors with
distributors, investors, regional partners and
market entry investors. Discover, Meet,
Demonstrate, Negotiate, Invest, Expand.

The venue
hosts the
event. The
ecosystem
makes the
event work.

THE DUBAI BUSINESS-EVENTS MODEL

Global
connectivity

Public-private
partnership

Experience
economy

Data-led demand
generation

EXHIBITION GLOBE
PERSPECTIVE
The next era of exhibitions will
belong to those who do not have
fill halls. They will come from key
markets, generate investment and
create measurable economic
activity.

Sector
diversity
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FROM
EXHIBITION CITY
TO GLOBAL
BUSINESS PLATFORM

FROM
EXHIBITION CITY
TO GLOBAL
BUSINESS PLATFORM

333
AI can influence matchmaking, visitor journeys, lead
qualification, personalised recommendations,
translation, content generation, exhibitor analytics and
operational planning. The larger opportunity lies in
connecting AI with Dubai's broader business ecosystem.
An intelligent business itemary could recommend
exhibitors, arrange meetings, suggest conferences,
identify networking opportunities and connect visitors
with investment or tourism experiences.

AI can influence matchmaking, visitor journeys, lead
qualification, personalised recommendations,
translation, content generation, exhibitor analytics and
operational planning. The larger opportunity lies in
connecting AI with Dubai's broader business ecosystem.
An intelligent business itemary could recommend
exhibitors, arrange meetings, suggest conferences,
identify networking opportunities and connect visitors
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The exhibition will still matter. But it will no longer exist in isolation.The exhibition will still matter. But it will no longer exist in isolation.The exhibition will still matter. But it will no longer exist in isolation.

THE NEXT
PLATFORM
THE NEXT
PLATFORM

Operational
sustainability
Operational

sustainability

 EXHIBITION GLOBE PERSPECTIVE EXHIBITION GLOBE PERSPECTIVE
The destination itself is becoming part of the business proposition.The destination itself is becoming part of the business proposition.

WHAT DUBAI 2030
COULD LOOK LIKE
WHAT DUBAI 2030
COULD LOOK LIKE

Continuous
communities
Continuous
communities

Digital
convenience

Digital
convenience

AI-powered
journeys

AI-powered
journeys

Connected
investment
Connected
investment
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The strongest destinations
are not those that build one
spectacular event. They are
those that continuously
improve the environment
around thousands of events.
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WHAT OTHER
EXHIBITION
DESTINATIONS
CAN LEARN

WHAT OTHER
EXHIBITION
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From venue-led growth to a
connected global business ecosystem
From venue-led growth to a
connected global business ecosystem

Dubai’s model cannot simply be copied. Every
destination has different economic strengths,
geography, infrastructure and market conditions.
But several principles are relevant globally.

SEVEN PRINCIPLESSEVEN PRINCIPLES

Build an ecosystem
rather than a venue.

Connect exhibitions
to the wider economy.

Develop globally
recognisable
event brands.

Make the destination
easy to access and easy
to navigate.

Integrate business
and tourism in a
and investment.

Treat data as
strategic
infrastructure.

Keep investing after
the headline project
is complete.

THE ROAD TO 2030THE ROAD TO 2030

Dubai’s exhibition story is moving
in another phase. The city has
already demonstrated that it can
host some of the world’s largest and
most internationally connected
trade events. The next question is
more ambitious: Can Dubai become
one of the world’s most important
places for industries to meet,
transact, invest and build long-term
business relationships?

THE NEXT DESTINATION STANDARDTHE NEXT DESTINATION STANDARD

ConnectivityConnectivity Business
opportunity
Business
opportunity

ExperienceExperience Economic
impact
Economic
impact

The next generation of exhibition
destinations will not compete only on
square metres.

EXHIBITION GLOBE
PERSPECTIVE

EXHIBITION GLOBE
PERSPECTIVE

Dubai’s greatest exhibition-industry asset
may not be its skyline, its venues or even its
location. It is the way these assets have been
connected into an ecosystem. The more
meaningful question is: “What can this
destination do for the business beyond the
exhibition?”

Exhibition Globe | Dubai 2030Exhibition Globe | Dubai 2030

INTERNATIONAL
TRADE

INTERNATIONAL
TRADE

INVESTMENTINVESTMENT

TECHNOLOGYTECHNOLOGY

HOSPITALITYHOSPITALITY

IntelligenceIntelligence

AVIATIONAVIATION

TOURISMTOURISM
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BEYOND
THE BOOTH
Why Experience Is Becoming the
New Competitive Advantage in Exhibitions
For decades, the exhibition stand was at the centre of an
exhibitor's strategy. That model is now being reconsidered.
The physical exhibition has to deliver something that
digital channels cannot reproduce with the same depth: an
opportunity to interact with products, people,
environments, and ideas in real time.

THE EXPERIENCE ECONOMY HAS REACHED
THE EXHIBITION FLOOR
Exhibitions combine physical presence, professional interaction and
participation in ways most digital channels cannot completely replicate.
Visitors can see a machine operating, discuss its application, compare
solutions and meet potential suppliers in the same environment.
Experience is becoming one of the mechanisms through which
commercial value is created.

THE VISITOR IS NO LONGER A PASSIVE AUDIENCE
Today's professional visitor increasingly expects to participate rather
than simply observe. Product tests, simulations, workshops and
conversations with technical specialists can make the visitor an active
participant in discovery.

THE STAND IS BECOMING A STAGE
The exhibition stand is evolving into a multifunctional environment
where demonstrations, meetings, content creation, product education
and customer engagement happen together. A carefully designed
journey can turn attention into engagement and business opportunity.

FROM VISUAL IMPACT TO EMOTIONAL MEMORY
Visual impact remains important, but memorable experiences give
visitors a reason to become involved. A live demonstration, useful
consultation, expert conversation or interactive product experience can
reinforce the commercial proposition more powerfully than another
branded wall or screen.

EXPERIENCE BECOMES VALUABLE WHEN
PARTICIPATION LEADS TO UNDERSTANDING
Engineering, software and healthcare brands can use simulations, real
business problems and interactive demonstrations to make complex
solutions easier to understand. The experience works when it connects
directly with the visitor's professional interests.

The central
question is shifting

from 'How
impressive is our

stand?' to 'What does
a visitor actually
experience when

engaging with our
brand?'

THE EXPERIENCE ADVANTAGE

EXHIBITION GLOBE PERSPECTIVE

Human connection Commercial valueUnderstandingParticipation

3

5

2

4

1

Discovery
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BEYOND THE BOOTH

EXPERIENCE
IS THE NEW
COMPETITIVE
ADVANTAGE
From demonstration and personalisation to
people, content and the complete visitor journey
The exhibition experience is becoming more than a stand.
It is a connected journey in which demonstrations, human
interaction, personalisation, content and organiser services
help visitors move from awareness to understanding and
commercial consideration.

Technology should enhance the experience
rather than become the experience.

DEMONSTRATION IS MORE
POWERFUL THAN DESCRIPTION
A live demonstration can show a product operating in
a real or simulated environment. In complex B2B
sectors, exhibitions compress education into a physical
setting where questions are answered immediately,
competing solutions can be compared and multiple
decision-makers can join the same conversation.

TECHNOLOGY SHOULD
SERVE THE EXPERIENCE
Augmented reality, virtual reality, projection systems,
interactive displays, 3D visualisation and real-time data
can help visitors understand a value proposition. But
technology should change the experience rather than
become the experience.

PERSONALISATION MAKES THE
EXPERIENCE MORE RELEVANT
A CEO, technical manager, procurement professional,
distributor and journalist may each arrive with a
different objective. Registration, event apps,
matchmaking platforms and AI-based systems can
help recommend relevant exhibitors, sessions,
meetings and networking opportunities.

THE RISE OF THE
EXPERIENCE-LED BRAND
The way a company welcomes visitors, explains
solutions, conducts demonstrations and
facilitates conversations can communicate
competence, accessibility, innovation and
confidence. The environment, the people and the
quality of the conversation become part of the
brand.
PEOPLE REMAIN THE MOST
IMPORTANT PART
A knowledgeable representative, technical expert
or executive can turn a general enquiry into a
meaningful business discussion. Staff preparation
is therefore an integral part of experience design,
helping teams recognise visitor intent and
communicate complex subjects accessible.
THE EXHIBITION FLOOR IS
BECOMING A CONTENT STUDIO
Demonstrations can become videos, executive
interviews can become podcasts or articles, panels
can generate social content and interactive
installations can encourage user-generated
content. The physical interaction creates the
original story while digital channels extend its
reach.THE COMPLETE VISITOR

JOURNEY

Before arrival
Research, plan and

set objectives.

Discovery
Explore solutions,

sessions and
new ideas.

Participation
Attend, experience

and engage
hands-on.

Meaningful
conversation

Connect with the right
people and solutions.

Post-event
connection

Follow up, build
relationships and act.

ORGANISERS HAVE AN EXPERIENCE RESPONSIBILITY TOO
The event should be designed as a complete visitor journey,
rather than a collection of halls, stages and exhibitors.

Exhibition Globe   |   Beyond the Booth
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FROM
FOOTFALL TO
ENGAGEMENT
Why value density, business
objectives and meaning will define
the exhibition stand of 2030

The experience economy is changing how exhibition
success should be evaluated. The industry is moving
from volume-based measurement to value-based
measurement, where meaningful engagement, useful
interaction and commercial outcomes matter more
than footfall alone.

The future of
stand design is likely to
be measured less by
physical scale and
more by value density.

1. FROM FOOTFALL
TO ENGAGEMENT

A visitor walking past a stand
contributes to footfall statistics, but
a visitor who discusses a specific
business challenge, attends a
demonstration and requests a
meeting may represent substantially
greater value. Exhibitors and
organizers should measure audience
quality, meaningful conversations,
content engagement, networking,
qualified opportunities and post-
event outcomes alongside
attendance.

2. THE EXHIBITION
STAND OF 2030

The most effective stands may
contain fewer static graphics and
brochures and more interactive
demonstrations, useful digital
resources and personalised
engagement. One space could
operate as a showroom, meeting
environment, content studio,
product laboratory, networking
area and data-gathering point.
The future metric is value density,
not physical scale.

3. DESIGNING AROUND
BUSINESS OBJECTIVES

Before developing an experience,
define what the visitor should
understand, which problem it
should help solve, who the visitor
should meet, what action should
follow and how the interaction will
continue after the event.
Experience design should remain
connected to awareness,
understanding, relationships, leads,
sales opportunities and long-term
brand equity.

4. MEANING, NOT
SPECTACLE

As exhibition technology becomes
more accessible, technology itself will
become less distinctive. What remains
difficult to replicate is a useful and
memorable human experience that
combines spontaneous interaction,
tactile engagement, face-to-face trust
and discovery. Physical exhibitions do
not need to compete with digital;
they need to do what physical
interaction does uniquely well and
connect it with the digital ecosystem.

THE VALUE-DENSITY FORMULA

Useful
demonstrations

Content and
relationships

EXHIBITION GLOBE PERSPECTIVE
The competitive advantage will be meaning, not spectacle.

Exhibition Globe  |  Beyond the Booth

BEYOND THE BOOTH

Meaningful
engagement

Commercial
opportunity

Qualified
meetings
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THE
ROAD
AHEAD
Why the next generation of
exhibitions will compete on
engagement, memory and action

The exhibition industry has spent decades
becoming better at attracting people into
exhibition halls. The next stage will require
equal attention to what happens once those
people arrive.

The next generation of exhibitions will compete
for more than visitor attention; they will compete
for visitor engagement, memory and action.

PRODUCTIVITY IS
THE NEW EXPECTATION

Visitors will increasingly judge
an event by whether their time
was productive, whether they
discovered something relevant,
whether they met the right
people and whether the
experience provided value that
could not have been obtained
as efficiently online.

BEYOND THE
CONVENTIONAL BOOTH

Exhibitors need to design
environments in which
products, experts, content and
customers interact naturally.
Organisers need to treat the
entire event lifecycle as an
experience, from the first
registration interaction to
post-event engagement.

EXPERIENCE IS NOT
ENTERTAINMENT

The experience economy
recognises that business
decisions are made by people,
who respond not only to
information and price but
also to relevance, trust,
participation, confidence and
memory.

THE MOST
VALUABLE MOMENT

The most successful
exhibitions of the next
decade will not necessarily
be the loudest or the most
technologically extravagant.
They will make visitors feel
that their time, attention
and presence were genuinely
valuable.

Learn something
useful

Discover a
relevant solution

Meet an
important contact

Experience what a
screen cannot replicate

Build a lasting
relationship

EXHIBITION GLOBE PERSPECTIVE
The future of exhibitions will not be determined by who builds the biggest stand. It will be
determined by who creates the most relevant, useful and memorable experience—and converts that
experience into lasting business relationships.

Exhibition Globe | Beyond the Booth

THE EXPERIENCE VALUE CHAIN

BEYOND THE BOOTH

 40 /exhibitionglobe.com |  Oct 2026



FROM
RENDER TO
REAL TIME
How Boothlane is changing the way
exhibition stalls are designed, reviewed
and approved.
Exhibition stall design has run on the same loop for
years: brief a designer, wait days for a render, request
changes, wait again. Every round trip costs time, and
exhibitors usually lock in a design before they've really
seen it, how it looks lit up, how it feels standing next
to it.

01 A BROWSER TAB,
NOT ANOTHER ROUND TRIP
Boothlane replaces that loop with a browser tab. Fast to build
in, smooth to use, and priced well under a traditional design
cycle.

02 FROM RENDER TO REAL TIME
Pick a premade fascia for a 1, 2, 3 or 4 side open stall, or draw a
custom one in 2D or 3D. The 160+ item catalogue covers
furniture and structure, OR1/PBX import brings in whatever
you already have. A full build, branding included, is under 15
minutes to an HQ render.

03 ONE SESSION,
FINISHING TOUCHES INCLUDED
Branding, logos, backlit panels, fabric graphics, hanging
signs, video on a panel, goes on in the same session, not as a
separate revision request. Lighting and LED strips follow,
so what the client sees already has its finishing touches, not
a description of where they'll go later.

04 WHY AR IS THE REAL UNLOCK
A high-res render and a cinematic video cover the pitch deek.
But the AR preview is the shift that matters: a phone browser,
and the stall appears at true scale in a real room. For a client
deciding between two floor layouts, or a marketing team trying
to picture 20 square metres in a specific hall, that's a different
kind of decision than staring at a flat image.

AGENCIES
Build and share through options
live instead of trading emails.

FREELANCERS
Build and share without
studio software.

IN-HOUSE TEAMS
Get internal sign-off before a
single fabrication quote goes out.

FABRICATORS 
& AGENCIES
Finished stalls export as FBX or
OBI, so nothing dead-ends in
Boothlane; it moves straight into
the 3D pipeline already in use.

Boothlane doesn't touch
fabrication. The engineering & the
build still belong to the fabricant.
What it changes is how much gets
decided, and shown, before that
conversation even starts.

THE NEW DESIGN LOOP

WHO THIS SPEEDS UP

EXHIBITION TECHNOLOGY

ApprovePreviewBrand LightBuild
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THE FASTEST,
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OWN STALL

BOOTHLANE:
THE FASTEST,
EASIEST WAY TO
DESIGN YOUR
OWN STALL
Build, review and share a complete exhibition stall
before fabrication begins.
Build, review and share a complete exhibition stall
before fabrication begins.

You’ve done it before. A designer sends one render,
you squint at it on your phone, and you sign off on a
stall you’ve never stood inside. By the time you see
the real thing, the fabrication money is already spent.
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Boothlane, from EaseMyExpo, exists to kill that
moment. It’s browser-based 3D software: build your
stall yourself, view it from every angle, share it with
your team, then hand your client a phone and let
them walk around it in AR. Nothing to install. A full
stall, branded and rendered in HQ, takes under 15
minutes.

Boothlane, from EaseMyExpo, exists to kill that
moment. It’s browser-based 3D software: build your
stall yourself, view it from every angle, share it with
your team, then hand your client a phone and let
them walk around it in AR. Nothing to install. A full
stall, branded and rendered in HQ, takes under 15
minutes.

A catalogue of 160+ pieces: fascia for 1, 2, 3 and 4 side
open stalls, tables, reception counters, chairs, sofas
A catalogue of 160+ pieces: fascia for 1, 2, 3 and 4 side
open stalls, tables, reception counters, chairs, sofas

Custom fascia, drawn in 2D or 3D, or your
own OBJ/PBX files imported straight in
Custom fascia, drawn in 2D or 3D, or your
own OBJ/PBX files imported straight in

Branding on walls and fascia, backlit and fabric
panels, hanging signs, even video on signage
Branding on walls and fascia, backlit and fabric
panels, hanging signs, even video on signage

Lighting, LED strips and decor added in the
same session, not a separate revision round
Lighting, LED strips and decor added in the
same session, not a separate revision round

High-res renders, a cinematic video, or a full 360°
view once the design is done
High-res renders, a cinematic video, or a full 360°
view once the design is done

An AR preview a client opens on their own
phone browser, no app required
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Exhibitors who want to see the
stall before they brief anyone
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Freelance designers building
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Freelance designers building
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Marketing teams chasing internal
sign-off before committing budget
Marketing teams chasing internal
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THE DESIGN STEP, NOT THE FABRICATION STEP

One thing Boothlane doesn’t do: fabrication. It’s the design
and visualization step. Your fabricator still handles the
engineering and the build, this just makes sure everyone agrees
on what’s being built before the quote goes out. It also runs
fine on a mid-range laptop, turn off shadows if it lags.
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and visualization step. Your fabricator still handles the
engineering and the build, this just makes sure everyone agrees
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BUILD
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BUILD
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VIEW
EXPLORE IT
FROM EVERY
ANGLE

VIEW
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SHARE
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YOUR TEAM
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SHARE
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PREVIEW
OPEN IN AR ON
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BROWSER

PREVIEW
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EXPORT
EXPORT
FBX/OBJ AND
DELIVER

EXPORT
EXPORT
FBX/OBJ AND
DELIVER

SEE YOUR OWN STALL IN 15 MINUTES.SEE YOUR OWN STALL IN 15 MINUTES.
https://easemyexpo.comhttps://easemyexpo.com

ABOUT EASYMYEXPO: EASEMYEXPO IS A BENGALURU-BASED EXHIBITION TECHNOLOGY
COMPANY. ITS PRODUCTS INCLUDE BOOTHLANE, 3D BOOTH DESIGN SOFTWARE, AND

LEADLINE, A LEAD GENERATION PLATFORM FOR EXHIBITORS.

ABOUT EASYMYEXPO: EASEMYEXPO IS A BENGALURU-BASED EXHIBITION TECHNOLOGY
COMPANY. ITS PRODUCTS INCLUDE BOOTHLANE, 3D BOOTH DESIGN SOFTWARE, AND

LEADLINE, A LEAD GENERATION PLATFORM FOR EXHIBITORS.

EXHIBITION TECHNOLOGYEXHIBITION TECHNOLOGY

WHO THIS IS FORWHO THIS IS FORWHAT YOU GETWHAT YOU GET

 42 /exhibitionglobe.com |  Oct 2026



PRODUCT LAUNCHPRODUCT LAUNCHPRODUCT LAUNCH

BOOTHLANE
BRINGS
EXHIBITION
STALL DESIGN
INTO THE
BROWSER
3D design, high-resolution
rendering and AR previewing,
without an install.

BENGALURU, INDIABENGALURU, INDIABENGALURU, INDIA
EaseMyExpo has launched Boothlane, browser-based
3D software for designing, rendering and previewing
exhibition stalls in augmented reality. A full stall, HQ
rendered and AR-ready, takes under 15 minutes, no
install required.

FROM IDEA TO AR-READYFROM IDEA TO AR-READY
STALLSTALL
FROM IDEA TO AR-READY
STALL
Boothlane ships with a catalogue of 160+ items,
including premade fascia for 1, 2, 3 and 4 side open
stalls, furniture and branding elements, or accepts
your own OBJ and FBX imports. Finished designs
export as high-resolution renders, cinematic videos, or
an AR preview a client can open directly on their
phone, placing the stall in a real space before it's built.

-VIKRAMADITYA SHUKLA-VIKRAMADITYA SHUKLA-VIKRAMADITYA SHUKLA

We built Boothlane so the 12th revisionWe built Boothlane so the 12th revision
takes minutes, not your weekend. Everytakes minutes, not your weekend. Every

element - counter, branding, fascia,element - counter, branding, fascia,
product placement - editable right insideproduct placement - editable right inside

your 3D design.your 3D design.

We built Boothlane so the 12th revision
takes minutes, not your weekend. Every

element - counter, branding, fascia,
product placement - editable right inside

your 3D design.

BUILT FOR THE PEOPLE WHO MOVE EXHIBITIONS FORWARDBUILT FOR THE PEOPLE WHO MOVE EXHIBITIONS FORWARDBUILT FOR THE PEOPLE WHO MOVE EXHIBITIONS FORWARD

EXHIBITORSEXHIBITORSEXHIBITORS AGENCIESAGENCIESAGENCIES FREELANCE DESIGNERSFREELANCE DESIGNERSFREELANCE DESIGNERS CORPORATE MARKETINGCORPORATE MARKETING
TEAMSTEAMS

CORPORATE MARKETING
TEAMS

Engineering and fabrication stay with the fabricant.

https://easemyexpo.com

EaseMyExpo’s suite also includes Leadline, a
lead generation platform for exhibitors.

JOIN NOW ATJOIN NOW ATJOIN NOW AT

PREVIEWPREVIEWPREVIEWRENDERRENDERRENDER EXPORTEXPORTEXPORTDESIGNDESIGNDESIGN
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BOOTHLANE:
THE FASTEST,
EASIEST WAY
TO DESIGN
YOUR OWN
STALL
Build, review and share a complete
exhibition stall before fabrication begins.

You've done it before, A designer sends one render,
you squint at it on your phone, and you sign off on a
stall you've never stood inside. By the time you see the
real thing, the fabrication money is already spent.

Boothlane, from EaseMyExpo, exists to kill that
moment. It's browser-based 3D software: build your
stall yourself, view it from every angle, share it with
your team, then hand your client a phone and let them
walk around it in AR. Nothing to install. A full stall,
branded and rendered in HQ, takes under 15 minutes.

WHAT YOU
GET

A catalogue of 160+ pieces: fascia for 1, 2, 3 and 4
side open stalls, tables, reception counters, chairs, sofas

Custom fascia, drawn in 2D or 3D, or your
own OBJ/FBX files imported straight in

Lighting, LED strips and decor added in the
same session, not a separate revision round

An AR preview a client opens on their
own phone browser, no app required

Export as FBX or OBJ for whatever 3D
software your fabricator already uses

WHO THIS IS
FOR

Exhibitors who want to see
the stall before they brief anyone

Agencies pitching 3D and
AR instead of a flat drawing

Freelance designers building and
sharing without studio software

Marketing teams chasing internal
sign-off before committing budget

One thing Boothlane doesn't do: fabrication. It's the
design and visualisation step. Your fabricator still handles
the engineering and the build, this just makes sure
everyone agrees on what's being built before the quote
goes out. It also runs fine on a mid-range laptop; turn off
shadows if it lags.

BUILD VIEW SHARE PREVIEW EXPORT

SEE YOUR OWN
STALL IN 15 MINUTES. https://easemyexpo.com

About EaseMyExpo: EaseMyExpo is a Bengaluru-based exhibition technology company. Its products
include Boothlane, 3D booth design software, and Leadline, a lead generation platform for exhibitors.

Branding on walls and fascia, backlit and fabric
panels, hanging views, even video on signage

High-res renders, a cinematic video, or a
full 360° view once the design is done

EXHIBITION TECHNOLOGY
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CANTON FAIR - PHASE 3
31 October- 4 Nov 2026 | Guangzhou,
China

EG GLOBAL CALENDAR

ASIA

OCTOBER 2026
A month of sourcing, manufacturing,
technology & international trade

CANTON FAIR-PHASE 2
23-27 October 2026 | Guangzhou, 
China

I N D I A

AUTOTECHNICIA

STEEL
CONSTRUCTION
EXPO 2026

CHINA

2026

Focus:
Consumer goods Home Kitchenware : Gifts.
Decorations Building & furniture

Focus:

OCTOBER BUSINESS WATCH

What buyers should watch

Manufacturing technology

Consumer sourcing

Automotive

Electronics

Fashion: Textiles Sports Food Healthcare.
Personal care Toys Baby products

Construction

Industrial supply chains

AUTOTECHNICIA 2026
22-24 October 2026 | Mumbai, India
Focus: Automotive technology,
components and aftermarket

STEEL CONSTRUCTION EXPO 2026
27-29 October 2026 | Mumbai, India
Focus: Steel construction Infrastructure.
Engineering

EG TRAVEL TIP

October =
Sourcing Season
For companies looking at international
sourcing, October offers an unusually
strong combination of Asian  
manufacturing, consumer goods and
technology exhibitions.

CPCA SHOW PLUS 2026
27-29 October 2026 | Shenzhen, China

Focus: Electronics • PCB.
Manufacturing technology

Plan meetings
before arriving.
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NOVEMBER-DECEMBER 2026
From industrial technology to healthcare,
construction and global business

UAE - DUBAI

GERMANY - DÜSSELDORF

USA - ORLANDO

UAE - DUBAI

DECEMBER 2026

Messe
Düzsddort

THE YEAR-END WINDOW
December traditionally becomes a quieter
period for major global B2B exhibitions
compared with October and November.
For organisers and exhibitors, that makes
it an important period for:

GULFOOD MANUFACTURING 2026
3-5 November 2026
Dubai World Trade Centre, UAE
Focus: Food manufacturing Processing.
Packaging Automation Ingredients.
Technology

MEDICA 2026
16-19 November 2026
Messe Düsseldorf, Germany
Focus: Medical technology Diagnostics.
Digital health Healthcare equipment

IAAPA EXPO 2026
17-20 November 2026
Orange County Convention Center, Orlando, USA
Focus: Attractions, theme parks.
Family entertainment technology.
Guest experience

BIG 5 GLOBAL
23-26 November 2026
Dubai World Trade Centre, UAE
Focus: Construction Infrastructure.
Urban development Building technology

2,800+
Global Exhibitors

85,000+
Attendees

EG CALENDAR - THE 90-DAY VIEW

MONTH KEY MARKETS DOMINANT THEMES

165+
Participating Countries

Event dates and venue
information are subject to
change. Readers should
confirm details with the
official event organiser
before making travel or
participation arrangements.

EG WATCH

Food manufacturing
is becoming a
technology story.
Al, automation,
robotics, digitalisation
and production
efficiency are
increasingly central
to the sector.

EG WATCH

Healthcare + Technology
The convergence of
medical devices, digital
health and Al continues
to create new exhibition
opportunities.

EG WATCH

EG WATCH
Construction is
becoming a technology
industry.
Smart buildings,
sustainable materials,
Al, geospatial technology
and advanced
construction systems
are increasingly
important to the sector.

EG EDITOR'S PICK
THE THREE MARKETS TO WATCH

Manufacturing
+ Global SourcingCHINA

OCTOBER China, India Sourcing Manufacturing
Trade

Construction +
Food
Manufacturing
+ Regional Trade

UAE
NOVEMBER UAE, Germany,  USA

Technology Healthcare.
Construction F&B

R E V I E W PLAN BOOK DECEMBER Global Planning Strategy.
2027 Preparation

INDIA
Automotive.
Manufacturing +
Infrastructure

BUILD 2027

EG FINAL THOUGHT
The exhibition calendar is not simply a list of dates. It is a map of where
industries aregrowing, where buyers are searching and where new
business relationships are being created.

M E A S U R E A N A L Y S E
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Experience is becoming
technology-driven.
Immersive attractions,
digital experiences, Al
and guest technology
are reshaping the
attractions industry.
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Stronger Connections.
A Brighter Future.
From global markets to local opportunities,
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	From Exhibitions to Business Ecosystems
	By Kamlesh Dubey
	BEYOND THE BOOTH
	The exhibition therefore becomes more than a three-day gathering. It becomes a year-round business ecosystem.


	FROM FOOTFALL TO BUSINESS VALUE
	Measuring what matters in the next generation of exhibitions
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	Were they the right audience?
	Did meaningful meetings take place?
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	TO BUSINESS PLATFORM
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	AI WILL BECOME PART OF THE EVENT INFRASTRUCTURE
	AI can move from being a technology feature to becoming an event infrastructure layer.
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	MAKE IT IMMERSIVE
	A booth must offer something a website cannot:
	AN EXPERIENCE.
	DATA WILL BECOME
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	FROM FOOTFALL TO ROI
	Exhibition success is measured by outcomes, not just activity. Use clear metrics and the right tools to turn engagement into measurable business value.
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	How many meetings were completed?
	What is the value of our pipeline?
	How many leads converted into customers?
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	5.
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	The customer journey doesn’t start at the show and doesn’t end when the lights go down. Build a connected experience that drives engagement before, during and after the exhibition.
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	DURING THE EXHIBITION:
	AFTER THE EXHIBITION:
	The exhibition brand can consequently evolve into a business media and networking platform.
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	7.
	HUMAN CONNECTION WILL BECOME MORE VALUABLE — NOT LESS
	While technology makes events smarter, it’s human connection that makes them meaningful.
	Trust.
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	Physical product interaction.
	Informal conversations.
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	Private business discussions.
	THE FUTURE OF EXHIBITIONS WILL NOT BE ABOUT REPLACING HUMANS WITH TECHNOLOGY.
	IT WILL BE ABOUT USING TECHNOLOGY TO MAKE HUMAN INTERACTION MORE VALUABLE.
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	Cultural expectations
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	10.
	THE RISE OF THE EXPERIENCE-LED EXHIBITION
	Exhibitions are becoming destinations for discovery, inspiration and connection. Experiences that engage the senses and spark emotions leave a lasting impact.
	EXPERIENCE MOMENTS THAT MATTER
	The strongest exhibition experiences will combine information, interaction and emotion.
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	Recovery Is Over. What Comes Next?
	The next era is about better growth, audience quality, measurable value and reinvention.
	THE BIGGER PICTURE


	Recovery Is Over. What Comes Next?
	Growth alone is no longer enough.
	The next phase will be defined by audience quality, measurable business outcomes, technology, experience and adaptability.
	A DISRUPTION UNLIKE ANY OTHER
	RECOVERY HAS LARGELY PASSED

	The event may last three days, but the relationship with the visitor can begin months before opening and continue long after the exhibition closes.
	FROM REBUILDING TO TRANSFORMATION
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	THE BIGGER PICTURE
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	TAKEAWAY
	Visitor recovery and revenue recovery are not necessarily the same thing.


	From Recovery to Reinvention
	Exhibitions have proved their resilience. Now, the task ahead is to convert momentum into meaning and growth into impact.
	1. Global Reach,
	Real-World Factors
	2. Sustainability:
	From Promise to Performance
	3. Preparing for 2027
	FIVE QUESTIONS FOR LEADERS
	Are we attracting the right audience, or simply a larger audience?
	Can we demonstrate measurable business value to our exhibitors?
	Are we using technology to
	improve the experience?
	Are we building relationships that continue after the exhibition closes?
	What makes our event important enough to return to year after year?


	The next era of exhibitions is not simply a story about growth.
	It is a story about better growth.
	FROM
	FOOTFALL

	TO ROI
	The New Economics of Exhibitions
	Why the future of exhibition success will be measured not only by how many people walk through the doors, but by the quality of connections, opportunities and business generated after they leave.
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	The Economics Are Becoming More Complicated
	FROM FOOTFALL TO RO——
	Footfall has long been a visible measure of exhibition success, but visitor numbers alone cannot show whether the right audience attended, meaningful conversations took place, qualified leads were generated, relationships progressed or
	revenue followed.

	The industry is moving
	from footfall to business value.
	Quality Can Matter More Than Quantity
	1,000 contacts are not automatically more valuable than 250 contacts containing 100 highly relevant prospects. Relevance, intent and timing determine the real value of engagement—and the return
	your exhibition investment can deliver.
	The goal is not more people. The goal is the right people, engaged in the right way, at the right time.
	The Visitor-to-Value Pathway
	Qualified
	Lead
	Visıtor
	Conversatıon
	Opportunıty
	Proposal
	Negotıatıon
	Customer




	The Real Cost of Exhibiting
	The true cost of exhibiting is the total cost of participation.
	What’s easy to see
	What it takes to succeed

	ROI Does Not Always Mean Immediate Sales
	The value of exhibiting extends far beyond the show floor. It creates commercial outcomes that strengthen your business today and build opportunity for tomorrow.
	Smart exhibitors invest beyond the stand. They measure more, learn more and achieve more.
	TAKEAWAY
	Plan the full cost of participation.
	Measure the full value of engagement.
	A clear view of total investment and total value leads to better decisions and stronger results.
	FROM FOOTFALL TO ROI



	The Most Important Question: What Is a Qualified Lead?
	A qualified lead is a meaningful connection between the visitor's profile, business need, purchasing potential and the exhibitor's offering.
	Marketing and sales need to agree on
	what makes a lead meaningful and actionable.
	THE FOUR-STEP QUALIFICATION FRAMEWORK
	VISITOR PROFILE
	BUSINESS NEED
	FIT WITH THE OFFERING


	People Still Drive Exhibition ROI
	Start with
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	FROM FOOTFALL TO ROI
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	Digital Marketing
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	Convert conversations into measurable business value.
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	Beyond sales. Beyond the show. Real exhibition ROI.
	Exhibitions create value in many ways, not only through direct sales. The real question is what happens before, during and after the event.
	THE MOST IMPORTANT QUESTION:
	WAS IT A QUALIFIED LEAD?
	A lead should be more than a business card or a name scanned at the stand. The meaningful question is whether the visitor has a genuine need, decision-making relevance, a realistic timeframe and a clear next step.

	QUALITY CAN MATTER
	MORE THAN QUANTITY
	A smaller number of highly relevant contacts can be more valuable than a large volume of weak contacts. Focus on the right people, not the largest possible list.
	A lead is valuable
	when it is linked to a
	real business opportunity.

	ROI DOES NOT ALWAYS
	MEAN IMMEDIATE SALES
	THE BUSINESS CASE SHOULD
	BE CREATED BEFORE THE SHOW
	Exhibition value goes far beyond sales closed during the event. It may include:
	Define your objectives and success criteria before you take part. Clarity at the start ensures every decision supports your purpose. Align your goals with what matters for your business, such as:
	Customer relationships
	Market intelligence
	Brand visibility
	Partnerships
	Future pipeline
	New market entry
	Launching a product
	Entering a new market
	Building strategic relationships
	Generating qualified opportunities

	THE
	VALUE
	CHECK
	Need
	Relevance
	Timing
	Next step


	THE STRATEGY BEHIND
	THE STAND
	People, preparation and matchmaking
	turn exhibition presence into business value.
	THE BOOTH IS
	NOT THE STRATEGY
	PEOPLE STILL DRIVE EXHIBITION ROI
	Great conversations create lasting business value.

	THE ROLE OF
	MATCHMAKING IS GROWING
	MEASURE
	WHAT
	MOVES THE BUSINESS
	FROM PRESENCE TO PROGRESS
	Prepare
	Connect
	Qualify
	Follow up
	Convert


	FROM LEADS TO LONG-TERM VALUE
	Measuring what happens before, during and after the exhibition.
	DIGITAL MARKETING CAN EXTEND THE VALUE OF THE EXHIBITION
	POST-EVENT FOLLOW-UP IS WHERE ROI IS WON OR LOST

	SPONSORSHIP ROI
	IS ALSO CHANGING
	ORGANISERS HAVE
	A ROLE TO PLAY
	The real value is created through the complete journey,
	not only the moment of contact.
	THE VALUE JOURNEY


	EXHIBITION

	GLOBE
	PERSPECTIVE
	Artificial intelligence will change exhibitions, but the transformation should not be measured by the number of AI tools installed at an event. It should be measured by what those tools enable.
	Better discovery.
	Better matchmaking.
	Better visitor experiences.
	Better leads.
	Better follow-up.

	Better business outcomes.
	The smartest exhibition of the future may not be the one with the most technology. It may be the one where technology works so intelligently that people have more time to do what exhibitions have always done best—meet, connect, discover and do business.
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	BEYOND
	THE BOOTH
	Why Experience Is Becoming the
	New Competitive Advantage in Exhibitions
	For decades, the exhibition stand was at the centre of an exhibitor's strategy. That model is now being reconsidered. The physical exhibition has to deliver something that digital channels cannot reproduce with the same depth: an opportunity to interact with products, people, environments, and ideas in real time.
	THE EXPERIENCE ECONOMY HAS REACHED
	THE EXHIBITION FLOOR

	The central
	question is shifting from 'How impressive is our stand?' to 'What does a visitor actually experience when engaging with our brand?'
	THE VISITOR IS NO LONGER A PASSIVE AUDIENCE
	THE STAND IS BECOMING A STAGE
	FROM VISUAL IMPACT TO EMOTIONAL MEMORY
	EXPERIENCE BECOMES VALUABLE WHEN PARTICIPATION LEADS TO UNDERSTANDING
	THE EXPERIENCE ADVANTAGE


	BEYOND THE BOOTH

	EXPERIENCE
	IS THE NEW
	COMPETITIVE ADVANTAGE
	From demonstration and personalisation to people, content and the complete visitor journey
	The exhibition experience is becoming more than a stand. It is a connected journey in which demonstrations, human interaction, personalisation, content and organiser services help visitors move from awareness to understanding and commercial consideration.

	Technology should enhance the experience rather than become the experience.
	DEMONSTRATION IS MORE
	POWERFUL THAN DESCRIPTION
	THE RISE OF THE
	EXPERIENCE-LED BRAND
	The way a company welcomes visitors, explains solutions, conducts demonstrations and facilitates conversations can communicate competence, accessibility, innovation and confidence. The environment, the people and the quality of the conversation become part of the brand.
	A live demonstration can show a product operating in a real or simulated environment. In complex B2B sectors, exhibitions compress education into a physical setting where questions are answered immediately, competing solutions can be compared and multiple decision-makers can join the same conversation.

	TECHNOLOGY SHOULD
	SERVE THE EXPERIENCE
	PEOPLE REMAIN THE MOST
	IMPORTANT PART
	A knowledgeable representative, technical expert
	or executive can turn a general enquiry into a meaningful business discussion. Staff preparation is therefore an integral part of experience design, helping teams recognise visitor intent and communicate complex subjects accessible.
	Augmented reality, virtual reality, projection systems, interactive displays, 3D visualisation and real-time data can help visitors understand a value proposition. But technology should change the experience rather than become the experience.

	THE EXHIBITION FLOOR IS
	BECOMING A CONTENT STUDIO
	PERSONALISATION MAKES THE EXPERIENCE MORE RELEVANT
	A CEO, technical manager, procurement professional, distributor and journalist may each arrive with a different objective. Registration, event apps, matchmaking platforms and AI-based systems can help recommend relevant exhibitors, sessions, meetings and networking opportunities.
	Demonstrations can become videos, executive interviews can become podcasts or articles, panels can generate social content and interactive installations can encourage user-generated content. The physical interaction creates the original story while digital channels extend its reach.


	THE COMPLETE VISITOR JOURNEY
	ORGANISERS HAVE AN EXPERIENCE RESPONSIBILITY TOO
	The event should be designed as a complete visitor journey, rather than a collection of halls, stages and exhibitors.
	Exhibition Globe   |   Beyond the Booth

	EXHIBITION TECHNOLOGY


	BOOTHLANE:
	THE FASTEST, EASIEST WAY TO DESIGN YOUR OWN STALL
	Build, review and share a complete exhibition stall before fabrication begins.
	WHAT YOU GET
	A catalogue of 160+ pieces: fascia for 1, 2, 3 and 4 side open stalls, tables, reception counters, chairs, sofas
	Custom fascia, drawn in 2D or 3D, or your own OBJ/PBX files imported straight in
	Branding on walls and fascia, backlit and fabric panels, hanging signs, even video on signage
	Lighting, LED strips and decor added in the same session, not a separate revision round
	High-res renders, a cinematic video, or a full 360° view once the design is done
	An AR preview a client opens on their own
	phone browser, no app required
	Export as FBX or OBJ for whatever 3D software
	your fabricator already uses

	WHO THIS IS FOR
	Exhibitors who want to see the stall before they brief anyone
	Agencies pitching 3D and AR
	instead of a flat drawing
	Freelance designers building
	and sharing without studio software
	Marketing teams chasing internal sign-off before committing budget
	THE DESIGN STEP, NOT THE FABRICATION STEP



	SEE YOUR OWN STALL IN 15 MINUTES.
	https://easemyexpo.com

	BOOTHLANE:
	THE FASTEST, EASIEST WAY
	TO DESIGN
	YOUR OWN STALL
	WHAT YOU GET
	WHO THIS IS FOR
	Exhibitors who want to see
	the stall before they brief anyone
	A catalogue of 160+ pieces: fascia for 1, 2, 3 and 4
	side open stalls, tables, reception counters, chairs, sofas
	Custom fascia, drawn in 2D or 3D, or your
	own OBJ/FBX files imported straight in
	Agencies pitching 3D and
	AR instead of a flat drawing
	Branding on walls and fascia, backlit and fabric
	panels, hanging views, even video on signage
	Freelance designers building and sharing without studio software
	Lighting, LED strips and decor added in the
	same session, not a separate revision round
	Marketing teams chasing internal sign-off before committing budget
	High-res renders, a cinematic video, or a
	full 360° view once the design is done
	An AR preview a client opens on their
	own phone browser, no app required
	Export as FBX or OBJ for whatever 3D
	software your fabricator already uses

	BUILD
	VIEW
	SHARE
	PREVIEW
	EXPORT
	SEE YOUR OWN
	STALL IN 15 MINUTES.
	https://easemyexpo.com
	About EaseMyExpo: EaseMyExpo is a Bengaluru-based exhibition technology company. Its products include Boothlane, 3D booth design software, and Leadline, a lead generation platform for exhibitors.
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