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AGENDA
Ore 14.30 – 16.16 | SESSIONE 1

Apertura GRS ExpoNetwork FORUM 2025

Maria Chiara Nicoletti (GRS Research & Strategy)

Purpose Driven Transformation

Corrado Facco (GRS Research & Strategy)

Geopolitica e Mercati Globali: Il Futuro delle Fiere 

nell’Economia che Cambia
Carlo Altomonte (SDA Bocconi)

Strategie efficaci per l’Evoluzione del Settore

Antonio Intiglietta (Ge.Fi)
Andrea Sozzi (Fiera Milano)
Valeria Santolin (VeronaFiere)

Enrico Zannini (BolognaFiere)
Moderatore: Enrico Gallorini (GRS Research & Strategy)

Ore 15.25 – 15.35 | Open Forum

Ore 16.45 – 18.30 | SESSIONE 2

Percezioni, Esperienze e Aspettative: il punto di vista 

dell'Espositore
Fabio Franchina (Framesi SpA)
Maurizio Marchesini (Rhoss SpA)

Moderatore: Enrico Gallorini (GRS Research & Strategy)

Branding e Posizionamento: La Brand Experience negli Eventi

Francesco Gili (MIDO)
Massimiliano Pierini (Reed Exhibition)
Sabetta (Salone del Mobile)

Moderatore: Silvia Tracchi (Università Bocconi)

Agentic AI e automazione intelligente

Stephan Forseilles (Easyfairs)

Human 2 Human – Chiusura GRS ExpoNetwork FORUM 2025

Enrico Gallorini (GRS Research & Strategy)

Ore 16.15 – 16.45 | Coffee Break
Ore 18.30 – 19.30 | Networking Cocktail



Purpose driven trasformation
 Rispondere al mondo che cambia con senso e visione 

Corrado Facco

Presidente GRS



Geopolitica e Mercati Globali: Il Futuro 

delle Fiere nell’Economia che Cambia
Come le dinamiche globali influenzano il mercato fieristico 

e quali strategie adottare per restare competitivi

Carlo Altomonte

SDA Bocconi



Carlo Altomonte

GRS ExpoNetwork Forum 2025

GEOPOLITICA E MERCATI GLOBALI: 

IL FUTURO DELLE FIERE NELL’ECONOMIA CHE CAMBIA



SicurezzaEnergia

Mercati

Egemone unipolare

(Stati Uniti)
Accesso a fonti fossili

(Medio Oriente – Russia)

IL MODELLO DI GOVERNANCE: 1989-2021

Globalizzazione (Cina)



SicurezzaEnergia

Mercati

24 Febbraio 2022
8   Marzo 2022

5 Novembre 2024
20 Gennaio 2025

LE FRATTURE NEL MODELLO DI GOVERNANCE



LA FRATTURA RUSSA (2022)

UN General Assembly Resolution ES-11/1 (8 March 2022)

35 paesi si astengono 
dal condannare 
l’invasione russa in 
Ucraina, pari a circa 3 
miliardi di persone



LA FRATTURA AMERICANA (2025)

Mercati

Sicurezza

Gli USA minacciano tariffe che il mondo 
non vedeva da oltre un secolo, e 
mettono in discussione la NATO



USARussia

China

?

ESISTE OGGI UN ORDINE GLOBALE ?

Secondo il Financial Times l’ordine 
economico globale post guerra 
fredda ‘è morto’

In realtà quell’ordine economico è 
diventato progressivamente 
instabile...

Vediamo perché



USARussia

China

?

GLI SQUILIBRI USA E LA GOVERNANCE GLOBALE

Negli ultimi venti anni gli USA hanno 

accumulato oltre 23trl di passivo con il 

resto del mondo, di cui 13trl negli ultimi 

dieci anni.

Non ci sarà un equilibrio futuro senza un 

ribilanciamento degli squilibri USA.

Questo comporta minori flussi finanziari 

dall’estero vergo gli USA, ossia:

➢ Minore deficit commerciale (dazi)

➢ Minore deficit pubblico (DOGE)

➢ Svalutazione del dollaro US



RIEQUILIBRIO TRAMITE DAZI: COMPLICATO E COSTOSO

• Un piccolo aumento dei dazi US è
nell’ordine delle cose (‘mild
decoupling’), ed ha effetti negativi
sulla crescita

• Un aumento nell’ordine del
‘Liberation Day’ (‘selective
decoupling’) è molto più costoso,
e non gestibile in termini di
stabilità finanziaria (v. prox slides)

• Un ritorno al protezionismo
globale (‘Severe decoupling’) …
meglio non pensarci



DAZI E BORSA AMERICANA



DAZI, DOLLARO E TASSI

Dollaro USA Tassi 10 anni



QUALI IMPLICAZIONI PER IL SETTORE FIERISTICO ?

• Riconfigurazione delle catene del valore

• Global core centres vs. interconnecting hubs 

• Rimodulazione delle politiche industriali in UE

• Centralità dei temi di decarbonizzazione e innovazione

• Ruolo del sistema di regole

• Da sistemi ‘rule-based’ a sistemi ‘trust-based’ (human to human)



LA RICONFIGURAZIONE DELLE CATENE DEL VALORE

• Dopo il 2022 il commercio 
internazionale si è orientato 
all’interno dei ‘blocchi’ 
politici (Ovest – Est), con un 
ruolo crescente di paesi 
‘terzi’ (p.e. India, Vietnam, 
Messico)

• Dunque meno 
globalizzazione e più 
regionalizzazione



LA RICONFIGURAZIONE DELLE CATENE DEL VALORE

Source:  ECB

?

?

• Dopo il ‘Liberation Day’
occorre capire come si
riconfigura il commercio tra
blocchi (esiste ancora un
blocco ‘occidentale’ ?)

• Probabilmente vedremo una
intensificazione degli accordi
bilaterali di libero scambio
tra paesi



SicurezzaEnergia

Mercati

LA RIMODULAZIONE DELLE POLITICHE INDUSTRIALI IN EUROPA

• Decarbonizzazione
• ‘Clean Industrial Policy’

• Innovazione & Investimenti High Tech
• Unione del Mercato dei Capitali

• Autonomia strategica ‘aperta’
• Politica di difesa



Geopolitica e Mercati Globali: Il Futuro 

delle Fiere nell’Economia che Cambia
Come le dinamiche globali influenzano il mercato fieristico 

e quali strategie adottare per restare competitivi

Carlo Altomonte

SDA Bocconi



Strategie efficaci per l’Evoluzione del 

Settore
Strategie, strumenti e best practice per trasformare i 

cambiamenti in opportunità di crescita

Enrico Zannini

Bologna Fiere

Valeria Santolin

Veronafiere

Andrea Sozzi

Fiera Milano

Antonio Intiglietta

Ge. Fi.

MODERATORE

Enrico Gallorini (GRS)



GLOBAL GROWTH IN NET RENTED SPACE

24© GRS, All Rights Reserved. 



EXHIBITION CX TRENDS



EXHIBITION NPS SIGNIFICANTLY HIGHER VS. PRE-PANDEMIC

Annual exhibitor KPI benchmarks 2017 - 2024 (mean average per year)
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pandemic

Exhibitors: Net Promoter Score

26



EXHIBITOR NPS SHIFTS SHARPLY UPWARD POST-PANDEMIC

27

Exhibitor NPS distribution curves - pre vs post-pandemic

© GRS, All Rights Reserved. 
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Strategie efficaci per l’Evoluzione del 

Settore
Strategie, strumenti e best practice per trasformare i 

cambiamenti in opportunità di crescita

Enrico Zannini

Bologna Fiere

Valeria Santolin

Veronafiere

Andrea Sozzi

Fiera Milano

Antonio Intiglietta

Ge. Fi.

MODERATORE

Enrico Gallorini (GRS)



Percezioni, Esperienze e Aspettative: il 

punto di vista dell'Espositore
Comprendere le nuove esigenze e aspettative delle aziende 

e degli operatori del settore nell'attuale scenario globale

Maurizio Marchesini

Rhoss SpA

Fabio Franchina

Framesi SpA

MODERATORE

Enrico Gallorini (GRS)



Branding e Posizionamento: La Brand 

Experience negli Eventi
Valorizzare il settore fieristico attraverso esperienze di 

marca coinvolgenti

Marco Sabetta

Salone del Mobile

Massimiliano Pierini

Reed Exhibition

Francesco Gili

MIDO

MODERATORE

Silvia Tracchi

Bocconi



Agentic AI e automazione intelligente
IA e Fiere: Opportunità o Rischio? L’intelligenza artificiale 

sta cambiando il mondo degli eventi: quali sono le 

implicazioni strategiche?

Stephan Forseilles

Easyfairs



IN THE EXHIBITION INDUSTRY



THE
STATE
OF AI

“AI” IS
IRRELEVANT

HOW
EASYFAIRS
USES AI

USE CASES:
AI MAKING
YOU A
BETTER YOU

WHAT’S
NEXT

I’ll show you how to…

• Be popular on LinkedIn
• Create a podcast
• Be an Instagram 

influencer

… while you sleep.

Is the hype still up? I’m fed up with hearing
about it.

Some serious work
done here!

The exciting part.
Or the scary part.

You chose.
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THE
STATE
OF AI

Is the hype still up?



Generative AI investment skyrockets

Source: https://spectrum.ieee.org/ai-index-2024





Source: https://nypost.com/2025/01/21/us-
news/trump-announces-500b-ai-project-with-biz-
titans-saying-it-can-cure-cancer
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Source: https://www.cnbc.com/2025/05/21/openai-buys-iphone-
designer-jony-ive-device-startup-for-6point4-billion.html



Foundation models have gotten super expensive

Source: https://spectrum.ieee.org/ai-index-2024
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Source: https://www.vice.com/en/article/telling-chatgpt-please-and-thank-you-costs-openai-millions-ceo-claims/



Source: https://www.thescottishsun.co.uk/tech/14117368/tech-toothbrushes-ai-doctors
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Source: https://www.thesun.co.uk/tech/35103970/us-
unveils-worlds-first-supersonic-artillery-shell/



https://www.wsj.com/articles/ai-agents-are-everywhereand-nowhere-87e38703



Source: https://www.economist.com/science-and-
technology/2025/02/12/ai-is-being-used-to-model-football-matches



https://theconversation.com/ai-is-transforming-the-search-for-new-materials-that-can-help-create-the-technologies-of-the-future-249392



Source: https://youtu.be/2dV5s6v2v8Q?si=KpTKkd2tZWxUrVID



Source: 
https://www.thetimes.com/uk/politic

s/article/parlex-ai-to-advise-
ministers-on-how-policies-will-be-

received-99txwlwph





Costs go down, revenues go up

Source: https://spectrum.ieee.org/ai-index-2024





Will generative AI affect our industry?

86%

82%

62%

57%

54%

54%

62%

58%

45%

40%

30%

34%

Sales, Marketing & Customers relations

Research & Development

Event Production

Human Resources

Other support functions

Finance & Risk Management

20252023
UFI Global Barometer



Will generative AI affect our industry?
UFI Global Barometer

45%

66%

12%

31%

2023 2025

Do you use it?

33%

35%
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“AI” IS
IRRELEVANT

I’m fed up with hearing
about it.

















MISCONCEPTION:

AI IS THE SOLUTION TO 
EVERY PROBLEM



FACT:

AI IS A MEANS TO SOLVE 
SPECIFIC CHALLENGES

Focus on outcomes (efficiency, 
accuracy, customer satisfaction) rather 

than 'using AI.'







DATA-HEAVY TASKS
Sifting through large data sets and 
find groupings, tendencies and 
anomalies.

Summarising, analysing, finding 
meaning.



ENHANCING HUMAN 
CREATIVITY
Generating text, images, videos, 
sounds and music.

Animating photos, generating infinite 
variations.



REPETITIVE TASKS
Repeating the same task but 
adapting each step to a specific 
situation.

Never get bored…

Encapsulate 1. and 2. in automated 
workflows.
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Functions mapping



PREDICTIVE AI: NO SHOW PREDICTION

• Use all historical registration data
• Predict conversion Registered → Visitor

• A/B-test and optimise conversion strategies



PREDICTIVE AI: EASYSCORE



LLM: EASYSUMMARY



LLM: EASYSUMMARY



LLM: EASYSUMMARY





ENHANCING HUMAN 
CREATIVITY
Generating text, images, videos, 
sounds and music.

Animating photos, generating infinite 
variations.
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USE CASES:
AI MAKING
YOU A
BETTER YOU

I’ll show you how to…

• Be popular on LinkedIn
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… while you sleep.





WARNING
This may look funny.

This may look pointless.

But this shows the possibilities
That are available today to you and your teams

To improve your business
Using Youtube tutorials
Never writing any code

Each PoC took mere hours, sometimes minutes
And with less than $200/month





“What’s the problem with the Canadian Prime Minister?” DEFAULT  SETTINGS
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At a given 
time

“Create a short podcast title based on the news 
in this script. Include company names when 
possible. Only give the title. Don't surround the 
title with quotes.”

“Create a short podcast description based on 
the script provided. Don't surround it with 
quotes.”







Find my script Add conclusion Get full content Make a video!



















Create an insightful, motivational and inspiring 
quote relative organising trade shows and 
conferences. It should provide useful insight 
and tips. Do not put quotes or double quotes 
around the result. It must be less than 26 
words long. Do not start with 'Success' or 
'Great'. Your tone can be funny or even a bit 
ironic.

Give two influential hashtags relative to the 
trade shows and event industry, and event 
technology. Just the hashtags, no text, no 
quotes around them. They should
also be related top this image.





Use ML, LLMs and automations!

• Content creation
• Text
• Images
• Music
• Video

• Social  media automation
• Personalised outreach
• SEO optimisation
• Chatbots

MARKETING & PROMOTION

• Networking
recommendations

• Smart agenda
• Real-time translation
• Q&A and Polls

EXPERIENCE & ENGAGEMENT

• Lead qualification
• FAQ assistants
• Booth and products

descriptions
• Packages proposal

SUPPORT

• Scheduling & coordination
• Navigation assistance
• Sessions summaries &

transcripts

LOGISTICS & OPERATIONS

• Deduplication
• Data cleaning & sorting
• Sentiment analysis
• Survey analysis & debriefing
• Attendance forecasting
• Competitive benchmarking

DATA ANALISYS

• Predictions
• Value
• Conversion
• Visitors interest

• Upselling proposals
• Contact point optimisation

SALES
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Make an in-depth study of the evolution of the exhibition industry since 2018. 
Thoroughly research your facts and figures. Generate a clear and easy to read PDF 
including graphs. Make sure you consider the geographical and market differences. 
Don't forget the impact of COVID, AI and technology in general. Include a specific 
section on event technology. Include an executive summary at the start. Make sure 
you end with all your references.











You act as Stephan, the CTO of the company Easyfairs, organising trade shows. 
Stephan manages all technology for this company and he gets a lot of call from 
vendors who want to get his time and try to have a meeting to show their 
products.

Your role is to pick up the phone as Stephan and find out about what the 
salesperson is selling. Then you try and have a conversation with the 
salesperson for as long as possible. You do this by asking as many relevant 
questions as you can, all related to the technology and product of the vendor. 
You NEVER commit to anything. You don't accept calls or meetings, claiming 
that you are too busy and get too many requests. You will not buy anything.





ChatGPT

Code

Python

Scrape

SerpApi

Search

ChatGPT

Validate &
Summarise Handle Call





Try it yourself!
(Caution UK number +44)



• PROGRESS AND INVESTMENTS ARE NOT SLOWING DOWN
• AI IS EVERYWHERE ALREADY
• OUR INDUSTRY IS FOLLOWING THE TREND
• AI IS GOOD AT ❶ DATA-HEAVY TASKS, ❷ ENHANCING 

HUMAN CREATIVITY, AND ❸ REPETITIVE TASKS
• AGENTS WORK FOR YOU. TIRELESSLY.
• EXPERIMENTING IS FAST AND CHEAP. ANYONE CAN DO IT.
• FOCUS ON OUTCOMES, NOT ON THE TECHNOLOGY



PREDICTIVE AI / MACHINE LEARNING

LLM / TEXT GENERATION

IMAGE GENERATION

VIDEO GENERATION

VOICE GENERATION

AGENTS

DATA VISUALISATION

CODE GENERATION INTEGRATION

MUSIC

Stephan Forseilles – 2025 ai@forseilles.net



ai@forseilles.net

Like to chat?

https://www.linkedin.com/in/stephanforseilles/

Stephan Forseilles
CTO at Easyfairs
www.easyfairs.com

tradeshow2406

mailto:ai@forseilles.net
https://www.linkedin.com/in/stephanforseilles/
http://www.easyfairs.com/


Agentic AI e automazione intelligente
IA e Fiere: Opportunità o Rischio? L’intelligenza artificiale 

sta cambiando il mondo degli eventi: quali sono le 

implicazioni strategiche?

Stephan Forseilles

Easyfairs



Human 2 Human
Summing Up, Conclusioni e Chiusura 

GRS ExpoNetwork Forum 2025

Enrico Gallorini

CEO GRS



EXHIBITIONS SECTOR UPDATE
- CX PERFORMANCE

- PERCEPTIONS

- OPPORTUNITIES

June 2025
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EXHIBITION MARKET TRENDS



ASIA THE MAIN GROWTH ENGINE, BUT ME LEADING IN GROWTH RATES

144



ASIA & MIDDLE EAST WILL DRIVE GLOBAL GROWTH IN NET RENTED SPACE

145© GRS, All Rights Reserved. 



THE GLOBAL EXHIBITION MARKET ALREADY SURPASSED 2019 REVENUE LEVELS

146© GRS, All Rights Reserved. 



EXHIBITION CX TRENDS



EXHIBITION CX TRENDS
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EXHIBITOR SATISFACTION CONSISTENTLY HIGHER POST-PANDEMIC

Annual exhibitor KPI benchmarks 2017 - 2024 (mean average per year)

Exhibitors: Overall Satisfaction
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EXHIBITOR LIKELIHOOD OF RETURN REMAINS HIGH POST-PANDEMIC

Annual exhibitor KPI benchmarks 2017 - 2024 (mean average per year)
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Exhibitors: Likelihood of Return
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EXHIBITIONS ARE PERCEIVED AS MORE IMPORTANT POST-PANDEMIC

Annual exhibitor KPI benchmarks 2017 - 2024 (mean average per year)

3.64 3.65
3.68

3.91 3.92 3.93

2017 2018 2019 2020 2021 2022 2023 2024

pandemic

Exhibitors: Event Importance

151



EXHIBITION NPS SIGNIFICANTLY HIGHER VS. PRE-PANDEMIC

Annual exhibitor KPI benchmarks 2017 - 2024 (mean average per year)
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Exhibitors: Net Promoter Score
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SUSTAINED GROWTH IN EXHIBITOR KPIS POST-PANDEMIC

Annual exhibitor KPI benchmarks 2017 - 2024 (mean average per year)

Overall Satisfaction
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ASIA PACIFIC & MEA DRIVE POST-PANDEMIC EXHIBITOR KPI GROWTH

154

Annual exhibitor KPI benchmarks 2019 – 2025 per region (mean average per year)

© GRS, All Rights Reserved. 

Overall Satisfaction (exhibitors) 2019 2020 2021 2022 2023 2024 2025

Americas 3.61 3.77 3.83 3.78 3.82

Europe 3.51 3.76 3.77 3.79 3.79

ME & Africa 3.71 3.93 4.00 3.78 3.78

Asia Pacific 3.30 3.84 4.06 3.74 3.84

Likelihood of return (exhibitors) 2019 2022 2023 2024 2025

Americas 3.96 4.13 4.11 4.04 4.13

Europe 3.82 3.98 4.00 3.93 3.96

ME & Africa 3.94 4.17 4.35 4.02 4.10

Asia Pacific 3.71 4.04 4.12 4.07 4.26

Importance of event (exhibitors) 2019 2022 2023 2024 2025

Americas 3.75 3.90 3.92 3.89 3.93

Europe 3.66 3.81 3.87 3.85 3.87

ME & Africa 3.94 4.16 4.16 4.09 4.05

Asia Pacific 3.43 3.83 4.02 3.74 4.05

Net Promoter Score (exhibitors) 2019 2022 2023 2024 2025

Americas -6 +12 +12 +13 +17

Europe -17 +5 +6 +6 +6

ME & Africa -7 +14 +24 +7 +15

Asia Pacific -30 +5 +13 +4 +18



EXHIBITOR NPS SHIFTS SHARPLY UPWARD POST-PANDEMIC
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Exhibitor NPS distribution curves - pre vs post-pandemic
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CHANGE ON EXHIBITION PERCEPTIONS



WHAT HAS CHANGED?

Exhibitors are 
more selective

Exhibitors are 
more intentional

Attendee quality 
is up

Focus more on 
lead quality Tech & data Change Scope of Exhibiting
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EXHIBITORS INCREASINGLY FOCUS ON EXISTING CUSTOMER ENGAGEMENT
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Achievement of exhibitor objectives pre vs post-pandemic (Δ in 1-5 score)

-0.13

0.02 0.08
0.12

0.16 0.16

0.21
0.25

0.32

0.37
0.4

0.43

0.56

0.68

Meeting with 
existing 

customers

Launching a 
new brand, 
product or 

service

Entering new 
markets 

or 

geographies

Generating 
leads / 

collecting 

target 
customer data

Market 
information 
gathering

Market 
position / 

brand 

awareness

Monitoring 
competitors

Meeting with 
new 

customers or 

business 
contacts

Generating 
press 

coverage

General 
networking

Finalising 
contracts or 
taking orders

Market 
research

Demonstrating 
or showcasing 

existing 

products
Finding new 
distributors, 
agents or 

partners



MEETING EXISTING CUSTOMERS DRIVES HIGHER ROI & ADVOCACY

KPI variance for exhibitors that had the objective of ‘meeting with existing customers’ vs those that don’t

Overall Satisfaction Return on InvestmentNet Promoter Score

3.99
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objective

Does not have 'existing

customer' objective
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Does not have 'existing
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NEW WAYS OF LEVERAGING THE EXHIBITION EXPERIENCE



EXHIBITIONS VALUED AS HIGH-IMPACT, TIME-WORTHY EXPERIENCES

The growing perception of Exhibition as the most “luxury" channel due to escalating
time pressures, especially among senior executives and influential industry figures.

Exhibitors and Visitors increasingly seek more than transactional value:

◼ They desire meaningful community connections

◼ High level networking opportunities

◼ Heightened sense of belonging

◼ Events and Experiences in and out the Exhibition Floor

Visitor ROT (Return on Time)
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THERE IS SPACE TO CREATE PRICING PACKAGES

Exhibitions are transitioning towards more sophisticated pricing structures, creating the best packages and on "optimal pricing modelling"

◼ Visitors Paying

▪ More Revenues for organizers

▪ Distribution of Revenues outside the Exhibitors / Sponsors model

▪ Higher Value Perceived for Visitors

▪ Segmentations based on visitors choices

▪ New typology of attendees

▪ …

◼ For Exhibitors

▪ More Value Perceived

▪ Better marketing tool

▪ Higher Quality

▪ …
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Strategic Pricing Models for Attendees
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THE BRAND OF THE EXHIBITION IS BECOMING MORE & MORE AN ASSET

The significance attention on brand value:

◼ Brand traction

◼ Brand value perceive

◼ Brand benchmarks

◼ Brand awareness

Establish comprehensive brand tracking initiatives to measure, understand, and strategically influence

brand perceptions and strengths across targeted industry communities, stressing the brand value.

◼ Investing in Brand Value and Brand Identity

163

Brand Health and Value
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EXHIBITION CONTENT: THE NEED TO FOCUS ON VALUE CREATED



CONTENT & PERCEIVED VALUE

Exhibitions remain essential hubs for industry innovation and future-oriented collaboration, predominantly

through exhibitor displays and structured content such as keynotes and panels.

◼ Escalating participation costs unrelated to direct value creation in term of contents:

▪ Increasing participation costs

▪ Increasing booth costs

▪ Increasing logistics costs

▪ Increasing content costs

◼ Necessity to refocus exhibitor resources towards compelling, strategically curated contents.

▪ Event Organizer Opportunities

▪ Establish "Future Trends Zones" and dedicated "Innovation Hubs" to spotlight the most significant industry

advancements

▪ Develop ongoing qualitative observatories involving exhibitors, high profiling attendees, and industry leaders to

pre-identify and highlight crucial future trends and innovation opportunities, to ensure contents driven

experiences

Exhibitor Challenges
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CONTENT & PERCEIVED VALUE

Decreasing attendance at traditional conference sessions indicates a significant disconnect between offered

content and visitor expectations

Current conference management tends to prioritize logistical execution over substantive, impactful content

experiences (wonderful layout, but bad presentation, contents and speakers)

Given free online content availability (YouTube, AI-generated insights), conference presentations must evolve into

engaging, immersive experiences that genuinely captivate and deliver unique value.

Execute in-depth, observational studies focusing only on conference dynamics, benchmarks on competitors,

speaker effectiveness, content relevance, and audience engagement to substantially elevate the attendee experience.

Conference Contents Challenges
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GRAZIE! 

CI VEDIAMO PRESTO

GRS ExpoNetwork Forum Team
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