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Event directors at the Radiological Society of    

North America (RSNA) wanted to offer exhibitors a little 

something extra at their 2007 Annual Meeting in Chicago, IL.  The theme of the 

meeting that year was Connecting Radiology and the event directors decided to 

follow suit by making it possible for exhibitors to more effectively connect with 

attendees. 

The Challenge 

The ultimate goal was to implement a way for the exhibitors to better understand the 

behavior and preferences of the attendees that visited their booths.  Past methods 

of monitoring booth traffic, such as videotaping, only provided information about the 

volume of traffic at any given time.  The event directors wanted to find a way to 

provide data that went more in depth than just headcounts. 

The Solution 

RSNA solicited Alliance Tech and Experient to tackle the objective of designing a 

strategy that would provide exhibitors with insight into attendees’ product interest 

levels.  The approach they formulated was a pilot program that employed Radio 

Frequency Identification (RFID) technology to measure visitor activity and how long 

they stayed at certain product stations within each booth. 

An RFID tag was affixed to the back of every attendee badge, which then 

communicated with readers that were mounted in strategic locations throughout 

each booth.  The read-range could be adjusted anywhere from a few inches up to 

15 feet, so that attendees at a large product station would be captured just as 

effectively as at a more hands-on demonstration. 

Each exhibitor was given access to a reporting site that provided them with real-time 

information about the traffic within their booth.  The reported data included  
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attendance and traffic patterns segmented by formerly unattainable demographics, 

such as job function, geography, and organization.   

 

Post-event, the exhibitors were provided with data that was broken down further to 

reflect Leads versus Visitor.  With these reports, they can evaluate and improve 

upon their current marketing strategy and identify new lead-potential. 

 

The Result 

When all was said and done, the strategy proved to be an undisputed success, with 

nine exhibitors participating in the pilot and more than 150,000 visits recorded.  For 

the first time, the participating exhibitors were able to gain meaningful insight into 

the attendees’ product interest level. 

 

“With this innovative solution, exhibitors were able to increase their return on 

investment by gaining valuable insight that would be otherwise unattainable. Our 

reporting engine provides exhibitors the ability to analyze visitor traffic in their 

booths with product area drill downs to derive a more accurate score of a visitor’s 

buying potential,” says Art Borrego, CEO of Alliance Tech.   

 

Alliance Tech and Experient will be re-deploying their RFID Exhibitor Solution at this 

year’s 2008 Annual Meeting. 

 

 


