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Show organizers push space sales primarily on the value of the opportunity to bring buyers and sellers together.  While this is the main reason that companies buy space at shows, there are other values that these organizations who exhibit gain from participation in shows.

One of the best side benefits is access to large press contingencies.  It is a benefit seldom discussed beyond the fact that an exhibiting company will have access to key press during the show.  Many high tech shows have done a credible job in promoting press access as an advantage, and it is one of the most compelling reasons to exhibit in shows today.  
But, how do you translate that value to exhibitors?  Here are a couple of ideas.

If the exhibiting company were to assemble a press event on their own, there would be a cost associated with that venture.  The cost includes booking a venue, accommodations, preparing invitations and doing the follow up, hospitality, internal staff to coordinate the event and so on.  When a show organizer invites the press, an exhibiting company can often times use their booth or convention center as the venue, thus gaining added value for the investment into that particular show.  
In most cases, the show organizer has already targeted the leading media sources to attend the event anyway, so the press list is also prepared if an exhibitor should ask for that information. 

Value to the exhibiting company also comes in the form of translating the gained media coverage into what it would have cost them had they bought an ad of similar size and placement.  Public Relations Society of America says unpaid media coverage is more credible than a paid ad and they have given it a scoring factor of 2.5.  The factor is applied by multiplying the value of an equivalent ad by 2.5 for a total dollar value to the featured company.  

Media exposure is an asset to most all companies. Exhibitors need to be reminded that you’ve created an event complete with built-in media coverage.  And, if your organization has a good track record in attracting the leading media sources, all the better!  
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