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Introduction

A new opportunity in live events is coming. Born from the 
rapid digitization and innovation caused by the pandemic, 
a new event landscape now allows brands to maximize the 

value of their events across all types (seminars, trainings, sum-
mits) and formats (in-person, virtual, hybrid). You’re no longer 
limited to going to a convention hall and passing out pens and 
tchotchkes. Thanks to the rise of virtual event technology, the 
entire world (or at least your key audiences) is available to reach, 
engage, and cultivate into loyal customers and long-standing 
relationships.

You’re probably thinking: “But digital technology has been 
around for a while. Why are we just now seeing its potential to 
fundamentally remake the event space?”

As with most “paradigm shifts” (pardon the marketing lingo), 
people had to be shoved kicking and screaming out of the status 
quo by an outside force. In this case, the pandemic.

Perhaps no other marketing channel was more impacted by the 
pandemic than meetings and events. When in-person events 
stopped, it was survival of the fittest, with evolution taking place 
in real time. Marketers and event planners were thrown together. 
The lines between traditional webinars and virtual events became 
blurred. Marketers imagined what was possible with meetings 
and events, and how to incorporate marketing methodologies 
into the newly digitized events channel. Both sides realized the  
potential of virtual events — great audience expansion, multiple 
data points of capture, digital engagement, lead scoring, and more.

Digital is critical, but taking advantage of this shift in how we 
manage events isn’t just streaming your presentation or hosting 
an online webinar. It demands a fundamental mindset shift, from 
planning events one at a time to viewing every virtual, in-person, 
and hybrid event as part of a holistic event marketing channel.

Marketers have the opportunity to rethink how they see, plan, 
produce, and even attend events. Marketers can also stand to cre-
ate value and drive revenue for their organizations by aligning 
their technology, teams, and strategy to scale the events channel 
to sharpen this tool in their overall marketing mix.
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The opportunity is bigger than just virtual. All of the event  
formats can use their individual strengths and work together to 
deliver more impact:

 » Virtual: Bigger audiences and more leads

 » In-person: Highest levels of engagement

 » Hybrid: Combines best of both virtual and in-person

About This Book
Event Marketing Strategy For Dummies, Cvent 2nd Special Edition shows 
how event marketing must become part of your company’s entire 
marketing mix. From choosing event type, to determining event 
format, to post-event strategies for success, this book shows you 
how to drive revenue and results by making every event fit into 
your overall marketing strategy. This book highlights the advan-
tages of events, including how your teams work together; how 
to optimize registration conversation; attracting and converting 
audiences; engaging audiences with event tech; scoring insights; 
and more.

Icons Used in This Book
The little icons in the left margin of this book point your way to 
useful information. Be on the lookout for them:

The information marked by this icon is important enough to 
emphasize. In other words, don’t forget it!

Look for this icon when you want a few tricks of the trade for suc-
cessful event marketing.

Beyond the Book
If you want resources beyond what this book offers, visit  
www.cvent.com to discover more.

http://www.cvent.com
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Chapter 1

IN THIS CHAPTER

 » Understanding old school event pitfalls

 » Realizing an event’s potential

 » Avoiding the causes of underperforming 
events

(Re)Learning Event 
Marketing

Meetings and events are critical parts of your marketing 
strategy. According to a 2021 study by Forrester 
Consulting B2B  organizations still spend up to 24% of 

their marketing program budget on their events program. This is 
because events still present some of the more valuable ways to 
reach and engage your prospects and customers.

The global disruption caused by the pandemic hasn’t changed 
that. In fact, it has created new opportunities to converge digital 
marketing methods with live events. Hybrid and virtual event for-
mats only add to the opportunity and to the challenge.

Put simply, you’re investing so much into your events, but are you 
achieving your goals?

Events are instrumental in reaching, engaging, and convert-
ing prospects into customers to drive revenue. In this book, we 
walk you through how to align your event teams, technology, and 
strategy in order to maximize the impact of your events channel 
for any event type and event format, no matter if they’re virtual, 
in-person, or hybrid.
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Adding more digital components to in-person events and consid-
ering virtual-only event formats is a fundamental mindset shift 
to how we used to think about event marketing. There may be 
some bumps along the way, but never fear! In this chapter, we 
walk through how to avoid pitfalls in the first place, identify the 
common symptoms and causes of underperforming programs, 
and move forward into the brave new world of post-pandemic 
event marketing.

Out with the Old: Learning from the Past 
and Looking to the Future

The only constant in marketing is change. Both traditional and 
digital marketing evolve every day to keep up with the newest 
trends, including — you guessed it — events. And nothing cre-
ated change faster in the events channel than the digitization and 
technology explosion brought about by the pandemic.

Whether you’re hosting or attending, virtual or in-person, events 
have unique advantages over other marketing activities and often 
don’t receive the attention they deserve. In the following sections, 
we consider how organizations have historically approached 
events and what pitfalls to avoid.

Moving beyond audience  
generation only
Attendee counts are important, but they’re not everything. If 
2,000 people come to your event, but only a fraction end up buy-
ing from you, that’s a waste of your marketing dollars. Ultimately, 
the value of the event is its impact on your organization.

Moving beyond focusing only on how many people attend will pro-
vide you with a much better return on investment, or ROI for short. 
Falling into the pitfall of focusing only on attendee numbers may 
even have a negative ROI because more attendees often increase 
costs. Being able to prove the business value of those attendees is 
crucial, especially when presenting to key stakeholders.
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You may be thinking: “But wait. Isn’t one of the big advantages of 
virtual events the expanded reach?” This goes back to your event 
goals. Some events are all about driving awareness and large 
numbers, but some events should consciously be less concerned 
about numbers and focus on higher conversion.

Future chapters will walk through different metrics to evaluate 
ROI through the development and monitoring of key performance 
indicators (KPIs).

Diversifying with multiple event types 
and formats
We get it; “if it works once, it’ll work again” is an age-old mar-
keting maxim. Change is hard! But avoiding change may also 
mean missing opportunities. A marketing strategy cannot live by 
one event type or format alone. 

In fact, organizations may want to deploy all event formats in 
their marketing mix to maximize benefit. For example, host a vir-
tual event to maximize reach and awareness with new accounts 
and titles. Later, host an in-person event to build a pipeline and 
close more deals. Now, event formats and types can work together 
to deliver marketing results.

Events play a central role in helping your marketing and sales 
teams create leads and accelerate those deals. Having multiple 
events, offered in different formats, support prospective custom-
ers properly at every stage of the buyer’s journey and work in 
concert with your other marketing efforts, as shown in Figure 1-1.

FIGURE 1-1: Having multiple events means supporting customers at every 
stage of their journey.
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Recreate Figure 1-1 for your organization. Include key touchpoints 
in your buyer’s journey.

Utilizing events to support existing 
customers
The value of events doesn’t stop after a prospect becomes a cus-
tomer. It’s time to think outside the event box!

Many event types are well-suited for supporting new and existing 
customers and continuing to engage them. Post-purchase events 
help to

 » Drive adoption

 » Expand usage of your products and services

 » Build advocacy

 » Increase lifetime customer value

Even after the initial point of purchase, events of many types and 
varying formats can support the customer’s journey (see Figure 1-2).

Events are valuable touchpoints that can support both the buy-
er’s journey and the customer’s journey. They should be well- 
integrated — and supported by — the rest of your marketing mix.

FIGURE 1-2: Post-purchase events further support customers on their journey.
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Adding events you attend  
to your strategy
Your hosted events can be an effective part of your overall market-
ing strategy. But when you only host events, you’re only getting 
one piece of the event pie. Attending external events is important 
for the buyer’s journey because you meet an audience that you 
didn’t know or have access to before, increasing your touchpoints 
with prospective customers.

Be sure to track and measure the data from events you attend, 
adding that data to what you know about your customers and 
prospects, to avoid missing all the touchpoints from the events 
you attend.

Including hosted events in your plan
Just as some organizations limit themselves to hosting events, 
other organizations fall into the trap of only attending events. 
While hosting events requires more work, they are powerful lead 
generators and lead accelerators. During the customer’s journey, 
hosted events engage customers and increase overall lifetime 
value. Event marketing and management technology has made 
hosting impactful events much more manageable and efficient, as 
you’ll see in the coming chapters.

Don’t forget that hosting post-purchase events focusing on 
existing customers adds value to your relationship with those 
customers!

Combining in-person and virtual events
Excluding digital or virtual events from your marketing event 
strategy is a major missed opportunity. Whether virtual or 
hybrid — a combination of virtual and in-person — these now 
popular event formats expand your reach like never before. By 
adding a virtual component to your event planning, you’re no 
longer bound by the four walls of the convention hall. You can 
engage customers and audiences across the world and around the 
clock  — many of whom you may have never “seen” or served 
using only traditional, in-person events.
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However, a more common problem than simply not having  virtual 
events, is not fostering communication between those individuals 
who support in-person events and your  digitally minded teams. It’s 
important to share resources and best  practices so that  webinars 
and more digital-first events reap the benefits of in- person strat-
egy, and vice versa. Basically, it’s not just  important to do virtual; 
you have to do it right. And that means working together.

Siloing digital events, including webinars, from your in-person 
event strategy is a missed opportunity. Remember to keep your 
digital and in-person events under one roof and aligned to the 
same overall event marketing strategy.

Finding a way to prove impact
Marketing 101: Showing how a strategy in your marketing mix 
makes money can help prevent your budget for that activity from 
decreasing — or being eliminated.

Companies don’t partake in events just for fun, though they 
can and should be fun! Your events must have a positive — and  
provable — effect on the organization’s bottom line. Proving that 
your events are a significant contributor to a successful, holistic 
marketing strategy increases your chances of hosting and attend-
ing more events in the future (more on this in Chapter 7).

Improving Underperforming  
Event Programs

You put time, energy, and money into organizing, running, or 
attending events, and they fall flat. It can happen to a company 
at any time.

Underperforming events may make it more difficult to get 
approval to host or attend any in the future.

When your event underperforms, the best thing you and your 
team can do is learn from the mistakes and utilize the lessons to 
ensure that you overcome the challenges the next time.

Thankfully, the symptoms of an underperforming events pro-
gram are easily recognizable — and fixable!
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Attracting and converting audiences  
to attend
Reduced event attendance is a sure sign that something is wrong. 
Turn to the following strategies to address potential causes if you 
are experiencing difficulty driving attendance:

 » Update the audience list.

 » Consider hosting during a different time of year.

 » Diversify the event experience.

 » Create subject matter that is more interesting to your target 
audience.

Improving lead follow-up
You’ve hosted a successful event and you’ve met potential cus-
tomers, now what? Improving lead follow-up post-event will 
help you convert potential customers to actual customers. Watch 
out for the following pitfalls, and employ the related strategies to 
turn that slow ship around:

 » Lead “melt” at your trade shows: Your event staff is 
working hard collecting leads. Take those leads to the next 
stage of the process by entering them into your customer 
relationship management (CRM) system. This will ensure 
that the sales team will have the opportunity to follow up on 
them.

 » Languishing leads: Too often, leads take too long to get to 
sales and marketing. Interest wanes, leads get “cold,” and 
follow-up becomes less effective. Don’t delay in your follow 
up, giving the competition time to set the playing field in 
their favor.

Time is money! If you don’t treat leads with urgency, chances 
are your competitors will beat you to the punch.

 » Generic follow-up: The attendee took the time to come to 
the event for a reason. Tailor your follow-up to the subjects 
or products they care about to show your interest in them  
as well.
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Learning to execute at scale
As event volume grows and teams execute more events per year 
(often simultaneously), manual tasks put you at risk of costly 
human errors and avoidable delays. Turn to automation of tasks 
as you are able to streamline event prep and execution.

Similarly, if you lack automation, you may not be able to replicate 
what you’ve done for past events. This can cost your team both 
time and money. Have you found the perfect formula for hosting 
a successful event? Learn to reproduce it to keep from needing to 
start from square one each time.

Overcoming an “offline” mentality
At a time when most components of marketing are automated 
and have moved online, in-person or “offline” events in partic-
ular are often mistakenly viewed as outside of a typical digital 
marketing mix.

Remember to partner with your digital and in-person event plan-
ning, working together towards the same overall event marketing 
strategy. This was particularly true in the pre-pandemic world 
where in-person event formats dominated.

Overcome the hurdles of an offline mentality by utilizing technol-
ogy to collect event data in order to track your event’s ROI.

Remember to integrate your events program into the rest of your 
marketing strategy to avoid missing opportunities. It’s common for 
companies to treat events as islands — stand-alone occurrences 
that aren’t connected to the rest of the company’s marketing activ-
ities. Combine offline and online strategy for better overall results!

Your event strategy is now broken into event types (meetings, 
conferences, training) and event formats (in-person, online, 
hybrid). In Chapter 3, we’ll take a closer look at how to leverage 
both types and formats to meet your business goals.

Making the Data Work for You
Just as keeping different event formats in separate silos and part 
of separate strategies leads to missed opportunities, data silos 
also prevent you from making the most of the information your 
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team collects at events. Include these preventative measures in 
your event planning to make the data work for you.

Overcoming data silos
You’ve planned and promoted your event, everything has gone off 
without a hitch, and everyone has gone home happy. Now what?

Event data often remains disconnected — or stuck in data silos — 
because multiple manual processes or point solutions across dif-
ferent event types or formats (webinars versus in-person) are 
being used to collect it. In other words, the data you’ve gathered 
from the online portion of your event is being maintained in a 
separate system than the data you gathered from the in-person 
portion of your event. Siloed data means marketers cannot get a 
single, clear picture of attendees, a data standard of engagement, 
making it difficult to determine the next action to take. Integrate 
all data sets following events with your organization’s systems of 
record, such as marketing automation or CRM systems.

Creating processes to manage data
While a successful event is certainly a win, it may lead to a post-
event problem: an overwhelming volume of data. Manual pro-
cesses of data management simply can’t keep up with the amount 
of data that’s collected at events. This is especially true now that 
much of your program is also virtual and can collect even more 
data across your entire channel of events. It can quickly become 
disorganized and unruly.

Avoid inefficient data management by avoiding a fragmented 
point product strategy. It wastes time and energy when your 
teams have to know several products, use several systems (for 
example, webinar providers or virtual-only solutions), manage 
multiple vendors, and even deal with different security, privacy, 
and operational policies across products. Just as you’ve integrated 
your event teams and your event data, integrate your data man-
agement tools for a more effective post-event strategy.

Proving impact through organization
A successful event is only truly successful if you’re able to attrib-
ute revenue as a direct result of your event. You know you should 
be able to attribute revenue to your events, but you can’t seem to 
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nail it down. Avoid these pitfalls when trying to prove the ROI of 
your event:

 » Poor data organization

 » Not collecting the right data

 » Data overload — collecting too much information

If you can’t prove the positive financial impact of your events, 
then you risk that part of your marketing budget being reallocated 
or eliminated.

Event marketing and management technology  — covered in 
depth in Chapter 5 — can help you rethink event marketing and 
realize the full potential and value of your events program. It 
can automate your processes, save time and energy, and — most 
importantly — increase your measurable ROI at all stages of the 
customer journey.
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Chapter 2

IN THIS CHAPTER

 » Getting the most out of events

 » Considering the buyer’s and customer’s 
journeys

 » Determining the role of live events

 » Approaching event strategies and 
programming

Understanding the Value 
of Event Marketing

According to research from Harvard Business Review 
Analytic Services, 93 percent of companies say hosting 
events is a priority. More than 50 percent believe events 

are the most effective marketing channel they have. Meanwhile, 
73 percent of organizations say demand marketing is responsible 
for setting event strategy according to a Forrester Consulting 
Study, February 2021.

Why are organizations so confident about events as a marketing 
channel, so much so that a majority believe demand marketing 
should set event strategy?

The answer is simple: because events deliver deep engagement, 
and engagement leads to better marketing-driven outcomes.

Whether you’re hosting or attending, or whether those events 
are virtual, in-person or hybrid, it’s important that you’re maxi-
mizing and capturing attendee engagement and that you are 
able to measure your results. Approaching event marketing with 
a  holistic, data-driven view will help you optimize your events 
 program and deliver more impact.

This chapter takes a look at different ways to gauge event results and 
define success, including using past data to make future decisions.
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Making the Most of Your Event Channel
A successful event program is about crafting, executing, and 
measuring your events to move prospects through the buyer’s  
journey. From awareness to purchase, and even post-purchase, 
events are key elements of your overall marketing mix.

Maximizing the impact of your event channel requires viewing 
your events and events program from a broader perspective. It 
also requires aligning the teams, technology, and strategy you use 
to produce your events.

There are four elements to keep in mind when broadening your 
event marketing focus to a more holistic view:

 » Event strategy, promotion, execution, and impact

 » Events types and formats, including those you host and 
attend, those that are in-person, and those that are virtual or 
hybrid

 » The integration of your events program into the rest of your 
marketing channels and strategy

A cross-channel strategy, shown in Table 2-1, further breaks out 
these four elements.

TABLE 2-1	 Taking a More Holistic View of Your Event  
Marketing Strategy

Not This This

Just event promotion Strategy, promotion, execution, and evidence  
of impact

About a single event or type All events, all types

In-person In-person, virtual, webinars, and hybrid events

Only events you host Events you host and attend

Just about the event channel Integrating all marketing channels
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To help you understand why a broader view is necessary, the next 
section takes a look at how integrated events have become a vital part 
of the buyer and customer journey. As organizations of all kinds seek 
to deliver seamless purchase and customer experiences, live events 
have become integral parts of larger programs and campaigns.

Driving the buyer’s journey
Events help your team generate leads and accelerate existing sales 
opportunities, driving revenue. They also provide opportunities 
for people to interact with your brand both during the event and 
afterward (for example, via social media). People are more likely 
to purchase from companies they feel connected to. Events help 
make sure your company is one of them.

Different types of events can engage prospects at each of the 
 different stages of the buyer’s journey, as shown in Figure 2-1.

Regardless of where the buyer is in their journey, you  shouldn’t 
see events only as a channel unto themselves. Meetings and events 
should be an integral part of a holistic marketing strategy. They 
are a unique, high-engagement, and measurable channel whose 
value is maximized when integrated into a larger, multichannel 
marketing strategy.

Events are a way to provide a human touch that moves the sales 
process along more quickly and smoothly. Nothing can replace the 
value of meeting face-to-face — even when done virtually — and 
events can accelerate deals better than other marketing channels.

FIGURE 2-1: Events that support the buyer’s journey.
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Navigating the customer’s journey
Events are essential drivers of the customer’s journey. They pro-
vide powerful engagement points alongside your other marketing 
channels.

Events aren’t only for potential customers! Events also give 
existing customers a chance to interact with your brand, helping 
you drive adoption, renewal, loyalty, and ultimately upsells and 
cross-sells

Figure 2-2 illustrates the customer’s journey, giving examples of 
events that drive the customer’s lifecycle.

Emphasizing the role of events
Events play a valuable role in a company’s overall marketing mix. 
Events are

 » Generators of expressed interest: When attendees spend 
time away from the office, as well as hundreds or thousands 
of dollars, their investment level is high. They “vote with their 
feet” in the sessions they attend, appointments they have, 
and booths they visit.

Because of the significant investments the attendee and 
their company make, chances are high they’re interested in 
your product or service.

 » Lead accelerators: When you send out content-based “drip” 
campaigns, also known as nurtures, months can pass before 
a sale is made. At an event, you are oftentimes face-to-face 

FIGURE 2-2: Events that support the customer’s journey.
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with leads, allowing you to define customer pain points 
quickly and clearly, thereby giving you opportunities to 
present solutions on the spot.

 » Trust builders: According to Harvard Business Review, 
people are 34 times more likely to make a purchase in a 
face-to-face interaction. Despite the explosion of digital 
channels to reach and engage customers and prospects, at 
the end of the day, people buy from people they trust.

 » Brand connectors: Events help connect the right prospects 
to the right people to help them make their purchase 
decision, improving brand sentiment, brand equity, and 
brand affinity.

Integrating Event Marketing
For event marketing to be truly effective, it should work in con-
junction with your other marketing tactics, a different approach 
from what is typical in many organizations.

In order for your events to be successful — both the ones you host 
and the ones you attend — you should approach them with the 
following four elements in mind:

 » Intelligent event strategy

 » Effective and targeted promotion

 » Data capture and activation

 » Proof of the impact of your events program

Designing event strategy  
and program architecture
A successful event marketing strategy should not only be fully 
integrated into your overall marketing strategy, but also include 
all event types and event formats in order to serve the audience 
and intended goals.
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Event types include categories such as meetings, conferences, and 
training, while event formats are the method in which the event is 
 delivered: in-person, virtual, or hybrid.

Different events serve different purposes, so it’s important to 
know which past events were successful based on their individ-
ual KPIs and to match the event type with the goal for each target 
audience. Deploying the right type of event, in the right format, 
for what you want to accomplish is key to crafting a purposeful 
event strategy.

Virtual, hybrid, and in-person events should set strategy. In this 
new event landscape, you can place different event formats in 
your mix based on what you are trying to achieve. For example, 
is your goal maximizing reach? A virtual event may work best. Is 
your goal to close pipeline and build relationships? An in-person 
event may be the answer. Think strategically about why you’re 
choosing a particular mix of event formats.

KPIs — Key Performance Indicators — should reflect the event’s 
purpose. An event hosted for lead generation should be meas-
ured differently than an event that was hosted to increase brand 
awareness. Your goals also may be best served in a particular for-
mat (virtual, hybrid, in person) to achieve the outcome.

When you host events, you’re in charge of the attendee list, so you 
can hone in on your target audience. You also likely have some 
baseline information about your audience and their interests, 
helping you plan your event content accordingly.

When you attend events, you don’t have that same level of control 
over attendee lists. However, you can identify the events that have 
a similar audience to the one you’re trying to reach and content 
that aligns well with your products and services.

Promoting events
Attendees make or break events. However, not all attendees are 
created equal. Many companies make the mistake of focusing on 
bringing in people, any people, in the hope of converting atten-
dance to effective engagement. That’s like throwing spaghetti at 
the wall and hoping some sticks!

This strategy doesn’t just happen with event promotion; it 
 happens with any marketing activity. But event marketing must 
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be planned with data that targets the proper audience. Giving the 
right audience the right experience achieves the right outcome.

Event promotion begins and maintains a branded, personalized 
experience for attendees, and can be accomplished in various 
ways, including the event website and registration flows. The 
team can also utilize social media to spread the word.

Your event promotion is the potential audience’s first look at your 
event — and at your company. Put your best foot forward with 
careful planning and intentional strategy.

It’s all about spreading the word and creating an experience that 
lasts through the event and beyond. Event promotion sets the 
stage, educates invitees, and builds excitement and  anticipation —  
driving invitees to become attendees (and customers).

In short, effective event promotion is about

 » Matching the right audience to the right event

 » Personalizing the communication strategy and message 
based on the audience

 » Continuing that personalization on the event website and 
registration flow

Promotion only serves your goals if it engages audiences! Promo-
tion without engagement is just noise. The best way to engage 
audiences is to identify their particular needs or pain points and 
demonstrate how your program content can help them. Now is 
not the time to sell. The event promotion stage is simply the time 
to reach out and engage. Always be thinking of how you’re pro-
viding value to the prospect, and make sure that shines through 
in your promotion.

Event marketing and management software manages all aspects 
of events, even promotion and capturing registrations. These 
 registrations serve an even bigger purpose, one that we discuss 
in the next section.

Capturing and activating data
One of the most important benefits of event marketing and man-
agement technology is gathering data. If you don’t capture the 
right attendee data and use it to activate your sales and marketing 
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teams, you’re missing out on one of the key advantages of host-
ing events.

Data capture and activation should be automated so that attendee 
data does not quickly become disorganized, rendering it useless 
without heavy manual intervention.

What kind of data can you collect from events? We’re glad you 
asked! We go into greater detail in Chapter 5, but here are some 
examples:

 » During registration

• Name

• Job title

• Contact information

• Industry

• Reason for attending (e.g., education, product/service 
evaluation, or networking)

 » During the event

• Session attendance

• Real-time polls and surveys

• Mobile event app usage (collecting questions for speak-
ers, or session sign-up and sign-in)

• Visits at exhibitor and product showcase booths

 » Post-event

• Attendee satisfaction

• Survey responses and feedback (about speakers, 
sessions, venue, exhibitors, sponsors, accommodation, 
and travel)

The core principle here is that all event formats (virtual, hybrid, 
and in-person) deliver massive amounts of data. That data can 
and should be captured across events to paint a fuller picture of 
attendee interest.

Knowing a person’s reason for attending can help you plan and 
shape event content.
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Proving impact
One of the most important things you can do with event mar-
keting and management technology is capture and sync the data 
you collect with your systems of record. Examples include CRM —  
customer relationship management — or marketing automation 
software such as Eloqua, Marketo, or Salesforce. This data can 
help prove your impact and helps you plan future events.

A system of record is simply a data management term for what-
ever information storage system you use to maintain data.

Another way to prove your impact is to measure it against com-
pany KPIs. KPIs can include revenue, leads, or the amount and 
types of data collected (such as the number of attendees and event 
sentiment).

The main factor that your company’s executive team will look at 
is ROI. The best way to measure ROI is combining KPIs with the 
amount of revenue brought in. If the benefit outweighs the cost, 
your event can be considered a success.

ROI stands for return on investment. In other words, how valua-
ble was your event compared to the resources you invested in it?

Connecting your events program to the rest of your marketing 
channels and systems of record helps you drive more revenue, 
show impact, and prove the overall value of your events program.
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Chapter 3

IN THIS CHAPTER

 » Determining your target audience

 » Aligning event goals to the buyer’s and 
customer’s journey

 » Identifying event types and event 
formats

 » Understanding teams needed to execute

 » Assessing event technology needs

Aligning Event Strategy, 
Teams, and Technology

A well-planned strategy is an essential road map for any  
revenue-driving and value-driving endeavor. Think of it 
as a checklist for all the key items needed to make your 

events program a success. What is success? Success is both having 
the data to see what happened at that event and using it to make 
better, more informed decisions about future events. If an event is 
providing value at any level, you need a solid plan before, during, 
and after.

Understanding the Purpose of  
Your Events

Business events exist for a reason. We don’t simply gather just to 
gather. Here are the basic building blocks to consider prior to the 
start of any marketing event program:

 » Audience: Who is your target audience for the event? 
Prospects? Customers? A certain segment of your  
customer base?
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 » Business goal: What is the goal of this event for the 
audience? Do you want to build brand awareness with them? 
How about customer loyalty? More leads? Close deals?

 » Region: In what area of the country or world is this event 
taking place, and how does that impact your ability to attract 
an audience?

 » Event topic: What is the overall theme or what are the 
content objectives of your event? How is this content 
relevant to your target audience?

 » Department/business unit: Is the event a corporate event 
or built to support a specific line of business with unique 
needs and positioning?

Identifying Your Audience
The first step in any marketing activity is identifying your audi-
ence. If you don’t know who you’re targeting, you’re likely wast-
ing time and money.

Outline the different personas you’re targeting with each event. 
Depending on the types of events you have in mind, your target 
personas may be one or more groups. That’s okay, as long as you 
start with your audience in mind when developing your market-
ing strategy.

If you’re an established company with a marketing department, 
you likely have access to a lot of data about your target audience. 
Even if you don’t have data from your past event marketing activ-
ities (yet), your audience data from your digital marketing chan-
nels is a great place to start when identifying your target audience.

After you’ve defined the audience, you need information about 
them so that you can tailor your events program and marketing 
approach to target that audience. This data includes the 
following:

 » Demographics: What genders, age groups, education levels, 
and maybe even marital statuses do you want to target?
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 » Psychographics: What are the audience’s needs, wants, and 
interests? What are its goals and expectations for the 
professional events it attends?

 » Professional lives: What roles do the audience members 
have in their companies or organizations? What challenges 
do they face and how can you address them?

 » Motivations: What is the audience’s motivation for attend-
ing conferences, conventions, or trade shows? What criteria 
do audience members use to decide which events to attend?

 » Location: What are the best places to interact and market 
your events to the audience? Be sure to know where they 
hang out, both online and offline.

Setting the Goals of Your Events
All events you host or attend should support the wants and needs 
of your target audience. Not every type of event is appropriate for 
every audience. Likewise, not every event format is appropriate 
for every audience and every desired event outcome.

Your audiences want and need different things, and these can be 
achieved through a variety of experiences. The key is to align dif-
ferent event types with formats to serve each stage of the cus-
tomer journey.

It is important to become familiar with the goals of the customer 
journey and how different event metrics and data can help prove 
success at different stages of the customer journey. For example:

 » Awareness Stage: The primary goal during the awareness 
stage of the customer journey is to create brand awareness 
or affinity as indicated through NPS, search volume, and 
social sharing. Success towards this goal may be informed by 
the following event data:

• Total number of registrations

• Social media mentions, posts, likes, and shares using 
designated event hashtag on each platform
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• Number of total event check-ins compared to registra-
tions as a percentage

• Live event app polling

 » Consideration and Evaluation Stage: As potential custom-
ers increase their engagement with your brand and express 
intention to buy your products or services, events can help 
attendees progress to leads for sales. Success towards this 
goal may be informed through the following event data:

• Attendee status

• Session check-ins or on-demand views

• Lead scans, qualifications, and form submissions

• Polls, chat, questions

• Survey responses and ratings

• Appointments created, accepted, and attended

• Booth visits

 » Purchase Stage: At this stage of the customer journey, 
potential customers transition to actual customers. Success 
towards this goal may be informed through the following 
event data:

• Closed won/lost opportunities tied to event campaign

• Attributed revenue

• Event ticket sales

 » Adoption Stage: During the adoption stage, event market-
ing can positively impact how much or how many products 
or services customers use. Success towards this goal may be 
informed through the following event data:

• Attendee status

• Session check-ins or on-demand views

• Polls, chat, questions

• Survey responses and ratings

 » Advocacy Stage: Finally, events targeting customers in the 
loyalty stage should positively impact your retention rate or 
age of customer. Success towards this goal may be informed 
through the following event data:

• Total events registered/attended

• Speaker status, abstract submissions
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• Session check-ins or on-demand views

• Polls, chat, questions

• Survey responses and ratings

• Social media interaction

Discovering Different Event Types
Each event type within your events program serves its own unique 
purpose. Sometimes different event types overlap because some 
events are large and complex enough to target more than one 
audience group. Through the following sections we’ll take a look 
at a few of the main event types.

Conferences
Conferences are a great way to engage with existing customers, 
clients, or delegates, and forge relationships with new ones. Many 
organizations use these large gatherings to achieve multiple goals 
through training, educational sessions, product demos, keynote 
addresses, entertainment, networking events, and more.

Roadshows
Roadshows allow you to present your latest products to customers 
and business partners. This event type is unique because it can 
involve people outside of marketing and sales.

Roadshows are great opportunities to get other company employ-
ees such as engineers, designers, or product managers to speak 
with and listen to customers and prospects. These types of events 
can help you keep customers engaged, give you face time with 
them, provide previews of your product road map, and help them 
understand how they can improve or expand their use of your 
products or services.

When other departments participate in your events, interacting 
with customers and prospects, they can use that information to 
improve upon the company’s products and services.
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Industry events
Organizations attend trade shows and expos as a way to increase 
reach and generate new leads. Hosting a trade show can reinforce 
the organization’s image as an industry leader.

Planning these events involves negotiating sponsorship rates for 
booth space, advertising, promotion, and speaking opportunities 
for company leadership. Held in large spaces, industry events are 
great ways to showcase the products and services of hundreds of 
vendors.

Experiential events
Experiential events, sometimes referred to as engagement events, 
are common in B2C marketing to bring brands to life. This event 
type is interactive and exciting while involving attendees to create 
a memorable event experience. When that happens, an emotional 
connection is formed with attendees, often leading to future loy-
alty to a company’s products or services.

People like to buy from brands they feel an emotional connec-
tion to. Experiential events are an excellent way to establish that 
connection.

Seminars and webinars
Seminars and webinars are a great option when you want to get 
the word out about what a company does and educate customers 
and prospects on products and services. These events are usu-
ally shorter than other event types. Organizations plan and hold 
seminars with targeted audiences and provide them with relevant 
information. In a seminar, the audience remains together in one 
space or could be held virtually and will be promoted as a webinar. 
One or more speakers may be on the program.

VIP events and retreats
VIP events and retreats are a great way to increase brand loy-
alty among existing customers and drive sales with coveted pros-
pects. These events can go a long way toward increasing revenue 
because the attendees are decision makers.
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A VIP event or retreat can be stand-alone or part of another event. 
For example, at an event you host, you might have a dinner or 
reception for VIPs. Or, at an event you attend, you might have an 
“event within an event” off the trade show floor.

Customer events or user groups
Customer events are a great way to have some face-to-face time 
with existing customers and showcase new products and services. 
They can be held by your business or even hosted by your cus-
tomers for peer-led interaction! These events give you the oppor-
tunity to set up clients for success by sharing best practices for 
current and future products and services.

Product launches
Product launches can range from internal meetings to inform 
employees about upcoming products to full-blown launch parties 
that create a buzz among customers and the media.

These events are typically meant to generate media coverage prior 
to product releases.

DISCOVERING THE THREE 
ESSENTIAL EVENT FORMATS
Regardless of the event type you’ve chosen, using the right event  
format is crucial to connecting with your audience and achieving your 
goals. While event types can be thought of as the “what” of the event, 
event formats can be thought of as “where” the event is being held, 
whether in-person or digital. They are not mutually exclusive and 
can — and should — ideally work together.

The three main event formats include:

• Virtual: Events that happen exclusively online

• Hybrid: Events that include both virtual (online) and in-person 
elements

• In-Person: Events that take place in a traditional, face-to-face 
environment
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Mixing Event Types and Formats  
to Meet Goals

While hosting and attending events can be enjoyable, the most 
successful events programs keep business goals in mind and use a 
combination of event types and formats to achieve goals. They use 
past event data to influence future decisions about which types 
and formats work best.

Just as each type of event supports different stages in the buyer’s 
and customer’s lifecycles, different types of events support dif-
ferent business goals, as seen in Figure 3-1. Focus on these goals 
when planning, executing, and following up on an event.

Assembling the right team
Now that you know what you’re doing and why, it’s time to 
assemble the teams and technology to do it.

• Event planning team: Leads the strategy and overall 
shape of the event. This leadership group deals with 
sourcing, event registration, travel, housing, managing 
budgets, content production, staffing, and evaluating 
feedback.

This team is not exclusive to supporting in-person events. 
Their experiences transcend to all event types and 
formats in this new landscape of events.

FIGURE 3-1: Event types and the business objectives they support.
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 » Event marketing team: Determines which channels to use 
for promotions. This team is in charge of campaigns and 
information sharing on the web.

 » Communications team: Handles social media manage-
ment; PR pre-, during, and post-event; and attendee emails.

 » Content team: Determines the messages, stories, themes or 
presentations that are delivered in the program. Remember, 
if you’re planning a hybrid event, you have to develop a 
content library that can be utilized by both the virtual and 
in-person audience. You team should include:

• Content and resource expert who will know what’s 
available and will oversee all the content used

• Person(s) who will be creating, producing, and editing 
all forms of content

• Person to repurpose content that already exists

 » Creative team: Brings the event and your organization’s brand 
to life by ensuring that the overall experience is connected 
through event branding, messaging, and tone. They also ensure 
the consistency and quality of the visual elements of both the 
in-person environment and virtual audience experience.

 » Tech specialists, digital teams, AV provider: Handles all 
the added technology you need to accommodate the digital 
components of your events. They will

• Determine and manage software and production 
tools, including virtual platforms, video resources,  
and streaming platforms

• Run physical equipment such as cameras, lighting, 
and audio

• Help produce the run of the show; serve as a tech 
resource and provide support as needed to both a virtual 
and in-person audience
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You also should consider speaker and sponsor management. Make 
sure that your team is ready to

 » Coach speakers regarding content and formats

 » Moderate events if needed

 » Manage speaker and sponsor deliverables (such as 
bios, headshots, e-signed agreements, and website 
descriptions)

 » Manage speaker timelines, record sessions, and practice 
dry runs

Utilizing the right technology
It’s important to have one integrated tech solution for all event 
types and formats to ensure consistency across the entire cus-
tomer journey. This integrated technology should be able to per-
form the following functions:

 » Website and registration: The place where your prospects 
become registrants. Used to succinctly inform your prospect 
about your brand and your event or presentations, and 
compel them to sign up to attend.

 » Online event platform (with web and mobile 
 applications): These technologies deliver a personalized 
event experience at scale for attendees and a wealth of data 
for organizers. Features include real-time event updates, 
community forums, social media groups, polls, private 
meeting scheduling, personalized agendas, exhibitor listings, 
trade show floor maps, and attendee profiles.

 » Video streaming: Used for sharing live or recorded video to 
an online audience. This technology enables you to deliver 
your event content live or on-demand to your audience 
through a video player that can include engagement tools 
such as chat and Q&A. Providers include Cvent, Vimeo, 
Livestream, Facebook, LinkedIn, and Brightcove.

 » Video conferencing: Best used for internal meetings,  
client meetings, sales meetings, and breakout rooms. This 
technology shines when you want interactivity, and the 
size of your audience is limited to less than 50–100 people. 
Providers include Cvent, Zoom, WebEx, GoToMeeting, 
Adobe Connect, and Microsoft Teams.
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 » Virtual networking: Used for conferences, career 
fairs, meetings, and trade shows. It allows attendees 
to make appointments or visit a virtual booth to network 
with other attendees or meet with exhibitors and sponsors. 
This technology allows attendees to engage with exhibitions 
outside of the official sessions.

 » Session scanning tools:  Session trackers allow the event 
host to track attendees in and out of presentations. They can 
manage invitation lists in case some sessions are closed. This 
can be done using a scanner or radio-frequency identifica-
tion (RFID) to passively track attendees’ activities.

 » On-site check-in technology:  Say goodbye to long queues 
with technology that can quickly check in attendees, print 
their name badges, and easily accommodate and register 
walk-ins.

 » Appointment scheduling tools:  It’s important to have a 
web-based appointment scheduling tool at hand at all times. 
Some important features to look for are customizable intake 
forms, embeddable calendars, third-party application 
calendar synchronizing, and group scheduling for 
 workshops/sessions.

 » Feedback surveys:  Get the specific information you want 
by utilizing feedback surveys sent out via email or handed 
out in person at the conclusion of the event.

 » Lead retrieval tools/beacons:  These tools connect to a 
database containing attendees’ contact information. Each 
attendee wears a badge during the event. Exhibitors use 
lead retrieval devices to scan the badges to access the 
attendees’ information from the database. Beacons do the 
same thing through Bluetooth and an app on the attendees’ 
phones.
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Chapter 4

IN THIS CHAPTER

 » Deciding on a promotion strategy

 » Choosing tactics and channels

 » Utilizing an event website

Promoting Your Events

Companies are constantly competing for their target mar-
kets’ time and attention. Even if you’re the attendee, you 
can easily become overwhelmed with options. Throw in the 

fact that marketers use so many channels to reach their audience, 
and the result can often be marketing overload.

It is important to drive the right audience  — your target  
audience — to the hosted events in your events program.

The new event landscape (virtual, in-person, hybrid) opens up 
new event promotion opportunities and challenges. If your event 
is virtual, you can target and reach more prospects than ever 
before. On the other hand, if your event is hybrid, your promotion 
strategy must clearly communicate the value of the event to the 
respective audiences (virtual versus in-person), so they can make 
the best decision for them.

The key is to tailor your promotional strategies to best speak to 
your desired attendees and have a consistent, branded experience 
from start to finish.
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Determining Your Promotion Strategy
In Chapter 3, we covered the importance of having an integrated 
event strategy that includes in-person, virtual, and hybrid — a 
combination of the two — events. Once you’ve created your over-
all events program strategy, it’s time to dive into the details. One 
of the most important details is how you’re going to get the word 
out about your events program.

Where, when, and how you promote your events program has to 
be strategic — and all strategies are not created equal. For exam-
ple, the best approach to promoting a large-scale conference with 
various sessions is going to be different from how you’d approach 
promoting a small roadshow or an experiential event. Likewise, 
hosting a virtual webinar requires a different promotion approach 
than a hybrid presentation.

Each event format requires special consideration as well. When 
promoting a hybrid event, you need to capture in-person inter-
est first because of the commitment to travel. In-person events 
require larger lead time for promotion. Virtual events, or the vir-
tual component of a hybrid event, can be marketed on a shorter 
time frame; new registrants can come in right up to the start time.

Approach event promotion the same way you’d approach any mar-
keting campaign: Start by defining the who, what, why, and how.

EVENT TECHNOLOGY AND YOUR 
AUDIENCE
Because the event marketplace is so crowded, and your audience is 
getting invited to everyone else’s events too, your message has to be 
clearly relevant to your target audience. Event marketing and man-
agement software makes audience and list segmentation easier and 
more efficient by allowing you to target each audience with personal-
ized, relevant messaging at scale. It also monitors and tracks past 
behavior (email opens, email interactions, registrations) so you can 
better understand how large your email lists should be and what 
messages resonate.
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Determining Where and How to Promote
Once you’ve gathered the information about your target audience 
and know the experience you’re planning to deliver, it’s time to 
identify how you’re going to reach them. Because different audi-
ences respond to different methods of communication, a multi-
channel promotional approach is oftentimes the most effective.

With event marketing, you can utilize a number of channels and 
tactics when promoting your event. In the following sections, 
we’ll take a closer look at a few of the main promotional channels 
and tactics.

Event marketing and management technology helps you personalize 
the promotional messages to your attendees in two ways:

• Segmenting your audience so you can send different groups of 
invitees different messages

• Utilizing data tags that let you easily personalize messages with 
information like an attendee’s name, company name, and so on

Event marketing and management technology also helps you create 
audience profiles to include

• Firmographics such as industry, size, geography, and relationship 
with the brand

• Demographics such as role, title, persona, needs, and pain points

You can quickly segment your audience by the personas you created, 
including

• Prospects versus customers

• Buyer type

• Region or location

• Industry or vertical
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Promoting with email
Even after all these years, email is still a key marketing channel. 
However, you should keep a couple of things in mind when utiliz-
ing it:

 » Segmentation and content targeting are critical. 
Messaging your entire email list, regardless of where they 
are on the customer’s journey, means you haven’t 
researched who they are or what they want/need.

Before using an email campaign to promote your event, 
think about the experience you’re offering and who it’s 
intended for. Email is an effective way to promote your 
events to audiences who are engaged with your brand as 
well as audiences you’re reaching out to for the first time, as 
long as you’ve properly segmented your recipient list and 
sent targeted messaging.

 » Email communication doesn’t have to stop at registra-
tion. It’s a great way to send reminders and inform attend-
ees about event details. Email keeps attendees engaged, 
lessens attrition, and keeps your brand top-of-mind.

Event marketing and management technology enable you to cus-
tomize the messages for each audience segment, making them 
more personal and therefore more effective.

Targeting through search
Search engine marketing (SEM), whether paid or organic, gets 
highly targeted messages to your intended audiences for a rea-
sonable cost. It’s the perfect promotional method for attracting 
prospects who have an interest in what you have to say but may 
not be familiar with your brand or products.

Organic search doesn’t cost you anything but time, and it is often 
just as effective as paid — sometimes more.

One of the biggest things to keep in mind with both paid and 
organic search promotion is search engine optimization (SEO) 
and your use of keywords.

While you should use the keywords you’ve researched — don’t for-
get to research! — and chosen in all online content related to your 
event, don’t simply throw in keywords for the sake of checking 
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the SEO box. Take the time to implement your keywords in your 
content using your brand voice in an organic, authentic way.

Narrowing down and targeting keywords ensures that your event 
messages get in front of the most relevant people, presenting 
them with information they care about.

Getting high up on the search engine results pages (SERPs) can 
take time, so make sure you plan accordingly. Make sure you’re 
also targeting keywords for localization purposes. If you’re host-
ing an artificial intelligence event in Chicago, target keywords like 
“artificial intelligence events” as well as long-tailed keywords 
like “artificial intelligence events in Chicago.”

Connecting via social media and  
online channels
Social media is one of the most cost-effective and easiest ways to 
promote your events program. Because you have a built-in audi-
ence, chances are good that a large portion of them are the perso-
nas you’re targeting anyway.

You can always run paid online ads to get your message out 
beyond your existing follower base through various social media 
platforms’ robust audience targeting capabilities.

The online platforms you use to spread the word about your event 
should be the same ones you’ve used successfully for past engage-
ment. Whether you’re on Google, Facebook, LinkedIn, Twitter, 
Instagram, or another platform, make sure that you’re tailoring 
your message for those audiences. Not every type of content per-
forms well across all channels.

Engagement is an important metric to measure the success of 
your activities, and how much the content is shared by follow-
ers plays a key role. Whenever you post something to any of your 
social platforms, ensure that it’s easily shareable.

Enlisting your customer-facing teams
If your organization uses sales or client services teams, these 
individuals are typically interfacing with potential and actual cus-
tomers frequently. They know customer pain points as well as 
your products’ or services’ features. Because of that, they’re the 
perfect people to help get the word out about your events program.
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Make sure that you provide these teams with content and tools 
to communicate your event so they can spread the message to 
their contacts. It’s one thing to inform a potential customer on 
the phone; it’s an entirely different thing to email that person 
more information about the event that they’re interested in.

CRM — Customer Relationship Management — systems seam-
lessly manage customer data to help you build a full picture of 
customer interest. Add your sales and client services teams’ data 
to your past event data, lists of engaged contacts, across your 
marketing touchpoints and events (virtual, in-person, hybrid) for 
an incredible level of information.

Engaging key influencers
Influencers can be individuals and organizations that have a 
vested interest in the success of your event, including exhibitors, 
sponsors, speakers, customer advocates, and favorable media 
partners. A credited and validated speaker is also a great way to 
drive attendance, boosting your event’s exposure.

Having someone well-known to your target audience inform their 
audience of your event can be invaluable. After all, people are more 
receptive to information when it comes from someone they trust.

The cost depends on a number of factors, including the size of their 
following and how creative you want their endorsement to be.

There are organizations that focus solely on connecting compa-
nies with influencers that are best suited for the company’s needs. 
If your event would benefit from going the influencer word- 
of-mouth marketing route, get in touch with one of these compa-
nies because they do the heavy lifting for you.

Understanding the Importance  
of an Event Website

Having a branded and fully optimized event website is so impor-
tant that we gave it its own section.

Its the digital storefront to your event, and often the single most 
important way to convey the value of your event to potential 
audiences.
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However, it isn’t enough just to have an event website. You want 
to make it the start of the entire branded experience for your 
invitees and attendees from registration to post-event follow-up. 
Clearly communicate the what, when, and how they’ll be access-
ing your event — especially since in-person, virtual, and hybrid 
offerings are part of your mix and your audiences will need to 
know which format they’re signing up for. You want to give them 
an appropriate amount of information that convinces them to 
register!

If you’re going to be hosting or attending numerous events each 
year, your brand messaging must be consistent and memorable 
throughout the entire promotional process. The invitee, regis-
trant, and attendee should have a personalized, memorable expe-
rience from the first email or social post, to the event website, to 
the visuals the day of the event.

Visitors to your event’s website need to find the information 
they’re looking for and clearly see the event’s value. Make sure 
your website answers the question, “What’s in it for me?”

The registration path, content, and overall visitor experience 
should continue to be personalized. For example, if you received 
a VIP email invitation, your registration experience should show 
your VIP session and available content. Continuing that personal-
ization through the registration experience ensures that visitors 
turn into registrants.

Making the most of your event website
In addition to the registration form and ticket purchase informa-
tion, here are some of the things you should include on your event 
website in order to convince audiences to register:

 » Company information: This goes beyond the information 
you have on your company website’s “About” page. What 
connection does your company have to the event’s subject 
matter?

 » Event description: Having a descriptive event title isn’t 
enough. Tell viewers what the event is going to feature and 
what’s in it for them.
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 » Speaker bios: Attendees want to know if the presenters are 
thought leaders in their fields. Make sure you include 
pertinent information about your speakers, so attendees 
know they’ll get something out of the presentations.

 » Event schedules: What time does registration open? Can 
attendees sign in online or the night before? What time does 
the engagement start and finish?

 » Agenda (sessions, activities, networking time, and so 
on): What time are the individual sessions and where are 
they going to be held: in-person, online, and for whom? Is 
there a networking happy hour or social gathering in the 
evening? Will content be available on-demand after the 
event?

 » Event format: Tell your audience whether your event is 
in-person, virtual, or hybrid. Let them know not only what to 
expect, but how to login or find the event.

 » Venue location and address: Where is the event being 
held? How close is it to the nearest airport? Is there on-site 
accommodation or will the attendees have to find it nearby? 
Include a map and directions, as well as parking information.

 » Pictures and videos (especially from past events): Include 
eye-catching visuals (pictures and videos) from past events if 
you have them. Showcase people having fun and enjoying 
the sessions, meals, and networking.

 » Social media links: Make sure you include social media links 
not only for your event accounts, but also for your corporate 
accounts so they can get to know the unique personality of 
your organization.

 » Testimonials: What better way to get the word out about 
how useful and fun your previous events were than by 
posting testimonials from previous event attendees?

 » Technology and troubleshooting: Make it as easy as 
possible for your audience to register for your event and 
login to virtual and hybrid events.

When you’re collecting the different types of event data 
(before, during, and after the event), make sure that you 
offer opportunities for people to write comments, not just 
check boxes or fill in rating circles. We cover more about 
data collection in Chapter 6.
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 » Sponsor logo: If your event has sponsors, include their logos 
and a brief write-up. If you have different levels of sponsor-
ships (such as Bronze, Silver, and Gold), call those out.

 » News page for event updates: This page is for pre-event 
information, announcements during the event, and follow-
ups after the event.

Keep your event website active and fresh, even after the 
event has ended. After all, with the possibility of content 
being available on-demand, and engagement that can 
continue well beyond the dates of the event, it’s important 
you update your website pre, during, and post event.

 » FAQs: If people contact you with questions, you can answer 
them personally and also make a FAQ page. Sometimes the 
questions are one-offs and don’t warrant their own page or 
section. FAQs are perfect for answers that are short and 
sweet.

Optimizing your event website
Your website should be on brand and effectively communicate 
your event’s value and drive registration conversion for any event 
type (in-person, virtual, hybrid). The following are some of the 
steps you can take to produce a website that both attracts and 
converts audiences:

 » Customize and tailor dynamic registration paths that are 
easily configured and personalized to the experience you’re 
seeking for any particular attendee.

 » Understand where potential attendees abandon registration 
to more effectively turn prospecting registrants into 
attendees.

 » Automate promotional communications to more seamlessly 
integrate events with your other marketing campaigns.

 » Nurture registrants with engaging automated lead-up 
communications to discourage attrition.

 » Target the right event type and format for the right audience 
to achieve maximum value.

 » Embed promotional efforts in your sales teams’ messages to 
amplify promotion.
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 » Use technology and work with web teams to leverage 
cookies on your event website to track browsing behaviors 
of your audiences.

 » Use analytics tracking to understand different sources of 
traffic coming to your event site to see which promotions are 
working.

 » Ensure your event website is mobile optimized. Increasingly, 
attendees are exploring and registering on their smart-
phones or tablets. Your event needs to be found and 
navigable from any device.

Using event marketing and management software helps you keep 
track of the methods of communication you’re using as well as 
how successful they were for past events, so you can replicate 
those effective techniques in the future.
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Chapter 5

IN THIS CHAPTER

 » Deepening audience engagement across 
all event formats

 » Extending audience engagement before, 
during, and after event

 » Capturing data and determining insights

Engaging Audiences 
in the New Event 
Landscape

In-person events have always been one of the most valuable 
tactics to engage audiences. The reason is this: Engagement is 
much easier in face-to-face settings, and in-person events 

offer a unique opportunity for direct, extended interaction with 
customers and prospects.

Today, a new event landscape has emerged, one characterized 
by virtual, in-person, and hybrid event formats. Whatever the 
format of the event, the goal remains to maximize engagement 
points across the event itself and across the entire event program. 
This hasn’t changed. However, the venue has evolved — and with 
it, new opportunities have arisen.

Technology is the new event venue. As the event channel expands 
to include more digital components, the number of new market-
ing technology tools available also increases. The growth in vir-
tual and hybrid events, coupled with the increased digitization of 
in-person events, offers marketers valuable new ways not only to 
reach larger audiences, but also to deepen and extend engagement 
with these audiences, no matter the location. These opportunities 
begin well before the event starts and continue long after it ends.
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In this chapter, we take a look at the best practices that can help 
you deepen and extend engagement opportunities across all audi-
ences and event formats — and across your event program.

Deepening and Extending Engagement in 
the New Event Landscape

Whether virtual, in-person, or a combination of the two (hybrid), 
events that strategically use technology are uniquely positioned to 
deliver engaging, trackable, and measurable interactions at scale 
in a compressed amount of time.

As important as high-impact interactions and engagements are, 
events don’t drive interactions and engagement for their own 
sakes. All of the interactions and engagement you’re creating 
with audiences is also creating powerful, info-rich data that can 
be captured and used to chart future strategy.

Unlike a traditional, in-person event strategy, the new event 
landscape enhances your opportunity to deepen and extend 
engagement with audiences before, during, and after the event. 
Here are the components to take advantage of this opportunity:

 » Deepening engagement:

• Up-leveling content 

• Community/interactivity

 » Extending engagement:

• Extending engagement beyond traditional event start and 
stop dates

• Year-long engagement

Deepening engagement: Content
The reality is that more attendees will be consuming content 
online, which raises the bar for how that content should be pro-
duced to maintain engagement for both in-person and virtual 
audiences. It is important to level-up the production value of your 
content to keep the audience engaged. Think of your event/ session 
as a TV show. What story can you tell? What production value 
can you offer? What makes your session more engaging than the 
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hundreds (if not thousands) of other distractions competing for 
your audience’s attention?

Here are some things to consider:

 » Session length: Shorter can be better given limited attention 
spans online. You shouldn’t cover every aspect of your 
particular topic(s). Hit the most important points in an 
engaging way and whet the audience’s appetite for more. 
Make sure you have follow-up content in place that has 
additional information — such as a website, video series, or 
brochure — and give your audience a clear call-to-action to 
find out more.

 » Don’t underpower production: With increasing audience 
expectations, your sessions now have the potential to be full 
on productions. Seek inspiration from set, stage, or studio 
design to up-level the look and feel of your how content gets 
delivered. When it comes to capturing content for playback or 
streaming, don’t rely simply on a camera in the back of the 
room positioned on the speaker. Employ multiple cameras 
for shot variety. Use dynamic transitions that maintain the 
momentum. Have lower-thirds so your audience is able to 
follow along more easily. Incorporate video pre-rolls that 
break up your presentation from just one person talking and 
tell a deeper story.

 » What it takes to be successful: Great TV shows don’t just 
feature someone talking to the camera for an hour: Your 
session shouldn’t either. But it takes a team of talented 
people to pull this off. Think of team members you can either 
hire or contract to take your production to a higher level:

• Studio/stage producers

• Post-production/editors

• Enterprise-class streaming platform

 » Reality check: At this point, your eyes have probably 
widened with the potential — or sunk with the reality about 
what it would take to pull this off. Don’t let cost and complex-
ity compromise your creative vision for your presentation. 
Consider the following:

• Be smart and selective about which sessions hold the 
greatest potential for generating leads and expanding 
brand awareness. It is only then you can assign 
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production and capture strategy for in-person only, 
live-stream, and on-demand sessions.

• Take advantage of the increasing availability of self- 
service production tools that allow for great production 
value with a relatively low cost.

Pay off: Yes, this is a bigger investment of time and money than 
just pointing a camera at a podium, but the pay-off of enhancing 
your production value is considerable. You’ll create a dynamic, 
high-quality content experience that represents and amplifies 
your brand and keeps your attendees engaged.

Deepening engagement: Community/
interactivity
Online audiences want to interact with speakers and other  
attendees — not sit and passively watch a PowerPoint presenta-
tion. The explosion of audience response technology and interac-
tivity tools now enables online attendees to interact not only with 
one another, but also with in-person programming, creating a 
true shared experience.

Fostering community enables all audiences (in-person and 
online) to actively participate in — and feel part of — the event. 
The added benefit is that it allows you to capture additional activ-
ity data along the way.

Some examples of community/interactivity-building content 
include

 » Audience response sessions: chat, polling, live Q&A, surveys

 » Individual attendee engagement: appointments, 1:1 
messaging, video conferencing, sponsors (some platforms 
even support AI matchmaking suggestions)

 » Community discussions

Pay Off: Engaging your audience delivers much bigger benefits 
than simply treating them like passive consumers. Each audience 
(in-person, online, hybrid) remains engaged and feels a part of a 
substantial, shared experience. You get a much larger, richer set 
of activity/engagement data that allows you to better understand 
attendee interest
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Extending Engagement
It used to be that meetings started on a Monday and ended on a 
Wednesday (or whenever the event was scheduled). Technology 
gives a tremendous tail wind to reach, engage, track, and measure 
audience interactions before, during, and after the event.

Extending engagement beyond  
traditional event start and  
stop dates
You can extend customer engagement by breathing new life into 
the engagement lifecycle.

The old engagement lifecycle (Figure 5-1): Even though you likely 
registered for the event weeks prior, true engagement began at 
the registration desk, with peak activity concentrated between the 
on-site check in and the last day of the event. Register for the 
event > Forget about the event until the week before > Get on an 
airplane to go to the event > Go home and disengage.

The new engagement lifecycle (Figure 5-2): Engagement  shouldn’t 
start at the registration desk, it should start at the point of regis-
tration. Once an individual is registered, you can invite attendees 
into a digital event hub where they can begin engaging with the 
event, attendees, sponsors, and so on weeks before the start date.

FIGURE 5-1: The old engagement lifecycle.
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Pre-event examples of extending the engagement lifecycle 
include:

 » Review digital booths

 » Enable pre-conference virtual networking and live streams

 » Schedule appointments

 » Build agenda

Post-event examples include:

 » Watch on demand

 » Add connections

 » Register for the next event

New engagement opportunities:  
Year-long engagement
You can create new engagement opportunities to encourage year-
long engagement.

The old way: In-person event formats allowed 1–2 engagements 
per year. While these engagements are high-impact, they are few 
and far between — and don’t last.

FIGURE 5-2: The new engagement lifecycle.
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The new way: With all of the event formats (virtual, in-person, 
hybrid) that are available, and with each able to deliver high lev-
els of engagement, brands can extend high-impact engagement 
for the entire year. Marketers don’t have to exchange reach for 
engagement anymore, as you can create a year-long engagement 
pattern.

Pay off: You don’t just extend engagement. You get richer impact 
that lasts for longer, produces more data, and helps make sure 
that your event and brand stays top-of-mind with your audience 
for longer.

WHAT IS ENGAGEMENT/ACTIVITY 
DATA?
We’ve talked a lot about data in this chapter, but it is important to 
define what we mean by engagement/activity data, so you can under-
stand the value.

Engagement/activity data includes

• Event attendance

• Session attendance, including time spent in virtual sessions

• Product and trade show booth visits

• Appointments attended

• Survey responses

• Polls taken

• Questions submitted via Q&A

• Participation in chat

The Cvent platform synthesizes all of these attendee actions into a 
single attendee engagement score. Virtual and hybrid events enable 
organizations to track millions of attendee interaction points, includ-
ing in-person activity that hasn’t historically been digitized.

When attendee engagement scores are correlated with data from 
marketing automation and CRM systems, event organizers receive the 
clearest, most complete picture of customers and prospects that can 
be used to determine the next-best actions in the customer journey.
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Chapter 6

IN THIS CHAPTER

 » Deciding what data to collect

 » Figuring out where to get the data

 » Capturing event data

 » Ensuring data privacy and security

Collecting Data from (All 
Your) Events

Data lives everywhere in your events program: from the 
smallest field events, to your webinars, to the largest con-
ferences; from the half-day regional expo to the largest 

industry trade show you attend. This data delivers insights that 
help you deliver a better event experience. It’s also filled with sig-
nals that indicate what an attendee is interested in and how ready 
they are to buy.

With a single system of record supporting all of these event types 
and formats, you’ll not only be able to collect all of this data, but 
you’ll also be able to consistently capture it in a standardized way 
allowing you to

 » Learn what works and what doesn’t, so you can make more 
informed decisions about future events

 » Learn more about your prospects and customers and paint a 
fuller picture of who they are, what they need, and how you 
can help

 » Deliver more impactful events and measure event return on 
investment (ROI)

Point solutions that hold event data in silos will prevent you from 
being able to assemble and effectively act on the data.
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In this chapter, we take a closer look at how to decide which data 
is the right data. We’ll also dive deeper and discuss different 
methods of data collection to help you make the decision that is 
best for your event strategy.

Determining the Types of Data to Collect
Not sure where to start when it comes to selecting the type of data 
to collect? Begin by taking a look at the different parts of the event 
lifecycle — for any event type or event format. This will help you 
determine what type of data to collect to get the most bang for 
your buck.

We can give you numerous examples, but it’s up to you to deter-
mine what data you need to collect and measure to prove the 
KPIs — Key Performance Indicators — defined as critical success 
metrics. Check out Chapter 3 for more on how to align goals and 
event metrics.

Before digging deeper into when and where to collect data, it is 
worth taking a closer look at the following three data types. These 
data types remain largely consistent regardless of whether your 
event is virtual, in-person, or hybrid:

 » Event data: This type of data includes information about the 
event itself. Be sure to include cost data, location choices, 
session totals, and registration count. This data gives you the 
ability to compare performance from one event to another. 
Once you find a strategy that works, you’ll want to know how 
to replicate it. Event data can help you do just that.

 » Contact data: Put simply, this data tells you all about your 
audiences. Include anything that you can learn about your 
attendees including information such as demographic data 
and firmographic data.

 » Engagement data: You don’t just want to know who 
attended your event; you also want to know what actions 
they performed and what programming they participated in 
at your event. This engagement data provides a clearer 
picture of the interests of individual attendees and the 
organization they represent. This helps you build a relation-
ship with both the attendees and those organizations based 
on genuine interests and needs, not just perceived ones.
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Each of these data types may be included at the different stages of 
the event lifecycle.

Discovering the When and Where of 
Event Data Collection

Given how important it is to collect event data, contact data, and 
engagement data, you want to make sure that you’re collecting 
them at the right place at the right time. In the following sections, 
we take a look at three phases in the event lifecycle where data 
can be collected, no matter your event format. We also dive deeper 
into which data elements are a part of each stage.

Pre-event data is the first data collection point in your event’s 
lifecycle. It is collected when an individual is registering for ses-
sions or events and includes

 » Contact data

 » Demographic and firmographic insights

 » Geographic locations

 » Learning goals and objectives through session selection

 » Other information such as product interest, topics of 
interest, and so on.

During-event data collection location varies between event types 
and formats. It includes

 » Session check-ins, exhibitor traffic, and duration metrics that 
provide insights to product and service interests

 » Session interaction with live polls, session chat features, Q&A 
submissions, and up-ranking

 » Participation in networking events, discussions, and appoint-
ments with key segments

 » Engagement with social media and email outreach through-
out the event

During-event data collection also applies to virtual attendees. The 
same session attendance, duration, appointments, feedback, and 
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other data that is collected for in-person attendees is also avail-
able for online attendees, and should be captured.

Post-event data collection includes similar data points between 
event types and is focused on the outcomes and attendee experi-
ence of the event. Post-event data collection includes

 » Post-event attendee survey with specific questions that are 
tailored to the event format

 » Post-event follow-up meetings scheduled with your team 
and/or sponsors

 » Continued engagement with on-demand sessions and other 
supporting assets

 » Social media and email engagement analytics

Getting started with pre-event data
The pre-event stage includes event logistics planning, event 
program planning, event promotion, and registration. These are 
accomplished through outbound programs, email nurtures, event 
websites, registration pathing, and appointment setting. You can 
capture tons of firmographic, demographic, and initial inter-
est data during these touchpoints. Thus, this part of the event 
planning lifecycle helps you build a customer profile and start to 
understand basic interests and preferences.

The following data elements are key parts of this stage:

 » Registration data: What are the attendees’ names, email 
addresses, and phone numbers?

 » Registrations/declines/abandons: Who completed the 
registration process, declined to attend, or only got partway 
through signing up?

 » Custom questions: What additional event-related informa-
tion do you want to know about the attendees?

 » Pre-event surveys: What are attendees’ expectations of the 
event? What topics would they like to suggest?

 » Session enrollment: Who wants to attend which sessions?
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Event marketing and management technology supports data col-
lection, provides insight into your audience, and frees you up to 
complete other tasks on your to-do list. We’ll take a closer look at 
this later in the chapter. Stay tuned!

Continuing to learn during the event
There’s no doubt that pre-event data is helpful, giving you an idea 
of who will be attending your event. But during the event you get 
to see how those attendees behave and learn how they spend their 
time and with whom. Don’t forget; online audience data matters 
too. It can and should be captured. This type of expressed interest 
is among the most valuable data to capture!

The following data elements are key parts of this stage:

 » Check-ins: Which registered attendees showed up?

 » Session attendance and feedback: Who attended which 
sessions? For how long? What opinions did they express?

 » Duration: How long were they at your sessions or how long 
did they linger at your exhibitor booth?

 » Questions submitted and polling responses: What did 
attendees ask or say regarding the topics you shared?

 » Chat behavior: Did they engage with interactive elements, 
like chat, live Q&A, and polling, and what did they discuss 
with fellow participants?

 » Booth and exhibitor visits: Who visited which booths and 
interacted with exhibitors? How was the foot traffic through-
out the exhibit floor?

 » Social media activity: What is the social buzz?

 » Demos and appointments: Who attended product demos 
and set individual appointments to learn more?

 » Speaker and session ratings: How helpful were the 
sessions and speakers?

 » Trade show leads: Who became a lead after speaking with 
your team?

 » Appointments: Who is meeting with whom? Are attendees 
with your team? With exhibitors and sponsors? With each 
other?
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Based on program scope, smaller events likely will not have all the 
engagement points in the preceding list. That’s okay! At a mini-
mum, capture registration, attendance, and attendee satisfaction 
from every event you host or attend, no matter how small or short.

Closing the loop with post-event data
You’re armed with an abundance of data, but your job isn’t done. 
Now you’re assigning leads, sending out post-event surveys, 
analyzing and reporting on the existing data, and deploying a 
post-event campaign that continues engagement long after your 
event (such as social media posts and follow-up emails with on-
demand content). Don’t forget, you also need to integrate all that 
event data into your systems of record too.

The following data elements are key parts of this stage:

 » Attendee SAT: What did attendees think of your event 
program overall?

 » Survey responses: What did the attendees have to say 
about the event details?

 » Event cost: How much did the event cost the company?

 » Direct and indirect event revenue: How much money did 
the event generate?

 » Event ROI: What were the event’s results, aside from 
revenue?

 » Campaign results: How many opens, clicks, views, and form 
fills took place?

 » On-demand content views: Which attendees decide to 
consume content after the event is over?

Capturing and Employing Event Data
An event program can consist of hundreds or even thousands of 
events each year — and the addition of virtual events can increase 
the amount of data you collect. Capturing all that data requires 
consistency, automation, and the right tools. Utilizing a single 
provider for event marketing and management technology can 
take the variability and guesswork out of recording, organizing, 
storing, and figuring out how to utilize the data to make informed 
business decisions.
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When looking for event marketing and management technology, 
providers should be able to capture data from these sources. Refer 
to Chapter 3 for a complete list of the technologies that can cap-
ture data across all of your events.

 » Event website and registration

 » Online event platform (with web and mobile applications)

 » Appointment scheduling tools

 » Video streaming

 » Video conferencing

 » Virtual networking

 » On-site check-in technology

 » Session scanning tools

 » Lead retrieval tools/beacons

 » Feedback surveys

Ensuring Your Data Is Secure
The regulatory environment is shifting, with data security and 
privacy continuing to be more an area of concern. Event organiz-
ers need to stay compliant with the latest regulations and be judi-
cious with all the attendee data that they collect and what they do 
with that data. They also need to be able to gain and prove consent 
to use the data collected at an event.

Event marketing and management technology makes it easier for 
event organizers to remain compliant by storing all attendee data 
in one centralized location.

One notable regulation is the General Data Protection Regulation 
(GDPR), which was passed by the European Union Parliament 
in 2016. Its purpose is to ensure that all companies handle data 
through secure and transparent methods. Privacy policies must be 
simple and plainspoken and make it easy for consumers to give 
or withdraw consent. New data security and privacy regulations 
are continuing to emerge across the globe, most recently, the  
California Consumer Privacy Act (CCPA), so event organizers 
should always be informed and prepared to make adjustments to 
remain in compliance.
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Chapter 7

IN THIS CHAPTER

 » Taking a deeper look into the data

 » Determining practical uses for your data

 » Integrating data with your systems of 
record

Activating Event Data 
and Calculating Your 
Return on Investment

If everything has gone smoothly, you should have captured tons 
of valuable and actionable data. Now what? Where do you go 
from here? What do you do with the data you’ve collected?

When combined across all the events in your event channel, this 
engagement data delivers powerful insights into audience inter-
ests and preferences, helping organizations identify and qualify 
leads and advance sales opportunities.

Some event organizers may attempt to manage of their events 
and corresponding data with an array of disparate point solutions 
designed for a specific event delivery model, like virtual only or 
in-person only, or designed only for a specific portion of the event 
lifecycle, such as registration, a mobile app, or on-site check-in. 
However, these point solutions leave attendee engagement data 
isolated in silos and typically lack the functionality for executing 
events across different event formats. They also lack the inte-
gration and data sharing capabilities to create a single system of 
record for your event marketing efforts. To gain a full and clear 
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picture of interest, organizations want to use one event technol-
ogy platform that can show prospect and customer intent across 
all events in your event channel.

Put simply, it is important to remember that when you combine 
event and attendee data across all events in an event program, your 
data (and what you can do with it) becomes even more powerful. 
However, it is really challenging to assemble a full, actionable data 
picture with siloed data from disparate solutions.

Later in this chapter, we also explore how you can use your event 
data to calculate your event’s return on investment.

Diving into the Data
Once you’ve successfully collected the necessary data to help 
shape and inform your future events, it’s time to organize it and 
decide how to best use it.

If you aren’t properly activating your event data, you’re not alone. 
Here are some statistics showing how other organizations are 
handling (or not handling) their event data:

 » Digital and physical footprint: Eighty-one percent of event 
professionals say integrating data from attendees’ digital and 
physical footprints is extremely or very important, but only 
20 percent feel their organizations are extremely or very 
effective at this integration process. Collecting all that event 
data does no good if you don’t know how to act on it and if 
you don’t integrate that data with your CRM or marketing 
automation system.

 » Data collection: Event professionals feel they need to be 
more effective at collecting and using attendee data. Only 
29 percent of event professionals say their organizations are 
extremely or very effective at collecting data compared to 
23 percent who say they are extremely or very effective at 
using their event data.

 » Lack of oversight: Most events can do better at tracking and 
understanding what their attendees do while at their events. 
Only 38 percent of event professionals say they understand 
extremely or very well what their attendees do on-site.
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Measuring and Finding Practical  
Uses for Event Data

Of course, revenue is extremely important, but it isn’t the only 
data you should analyze in order to gauge the value of your events 
program.

Let’s take a look now at how to measure data as well as find prac-
tical uses for the event data that you’ve collected.

Scoring insights
Events produce a lot of engagement data, but how do you make 
it meaningful? Score it! Every touch point at your event is a piece 
of the puzzle that is your attendee. Putting the puzzle pieces 
together will help you better understand your customers and 
prospects. You’ll understand their needs, priorities, interests, and 
how engaged they are with your event, your products, and even 
your organization at large.

How do you score engagement? A robust event technology pro-
vider will allow you to assign values to key activities within your 
event. Activities might include

 » Session registrations and attendance

 » Question submissions

 » Booth visits

 » Appointments scheduled or held

 » Scanned badges

 » On-demand content consumption

Engagement scoring can help your marketing and sales teams 
curate follow-up messaging and establish the next best action to 
make the biggest business impact.

If someone attended your event, they’re interested in your product 
or service — but how interested? Engagement scoring measures 
level of interest so you can plan your follow-up strategy accord-
ingly. Nurturing leads at the top of the sales funnel is completely 
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different from nurturing leads further along in a customer’s jour-
ney, and scoring event insights can help you decide which is the 
next best action to provide an attendee.

For example, leads that show the highest interest-level might 
be sent to sales for quick follow-up. Meanwhile, lukewarm leads 
might just be added into marketing nurture programs.

Engagement scoring helps compare virtual versus in-person 
attendees. There’s an incorrect assumption that just because you 
attend an event in-person automatically means you are more 
engaged than a virtual attendee. By using scoring, you may real-
ize that some of your virtual attendees are actually more engaged 
based on how much they interact with your event.

Surveying for improvement
Customers and prospects attend your event with the expectation 
that they will find value in your event. After all, attendees are 
taking time away from their busy schedules, so it’s important you 
make it worth it for them.

One way to ensure that your future events will meet attendee 
expectations is through post-event surveys of past event attend-
ees. These surveys help improve future attendee experiences by 
gathering feedback on all aspects of your events program. All this 
information helps you make adjustments for future events and 
boost their success.

Session attendance and session/speaker feedback data can give 
you valuable insights into content and speaker preferences and 
the overall effectiveness of your messages. Did the content and 
message resonate with the audience? Which topics worked? Which 
topics fell flat?

Proving evidence of impact
Every event has certain predetermined key performance indica-
tors (KPIs). What those are depends on the type of event. You can 
compare the event data you collect to the KPIs to ensure that the 
results meet or exceed these benchmarks.
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A number of factors go into making a successful event (including 
past event data, of course). While those are valuable for planners, 
senior executives and other stakeholders want you to answer a 
couple of simple questions: Did the event drive revenue? Did we 
decrease our costs?

Looking at the Role of Marketing 
Automation and CRM Systems

Most organizations have a system that serves as the “single 
source of truth” for all its data. Those systems are often a mar-
keting automation platform (MAP), a customer relationship man-
agement system (CRM), or both.

Whether you’re employing tools like Eloqua, Marketo, or Sales-
force, these platforms are the brains of your sales and marketing 
departments. Without the data that is housed on these platforms, 
sales wouldn’t be made, leads wouldn’t be tracked, and customers 
would be invisible. You can’t contact customers whose informa-
tion you can’t access. These systems allow marketing and sales 
teams to better understand, target, manage, and track touchpoints 
with customers and prospects.

The real power behind storing all event data in one system is that 
you can easily combine event insights, survey findings, data, and/
or scores with existing data about customers and prospects that 
live in your MAP or CRM. This empowers your marketing team to 
create a lead follow-up strategy that makes the most of both new 
and existing data.

Savvy organizations rely on marketing automation and CRM sys-
tems to trigger timely, personalized communications to custom-
ers and prospects using data generated from live events. It’s a 
great way to stay top-of-mind.
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Understanding Why Data Integration is 
Important

When an event takes place, it’s important that the data collected 
gets integrated into your system of record. This creates a unified 
data layer, as illustrated in Figure 7-1.

As mentioned earlier, your systems of record are your “one source 
of truth,” the places you go for the most reliable, accurate, and 
up-to-date data about your prospects and customers. By consoli-
dating all your data, including what you capture at your events, 
you’ll have a fuller picture of your prospects and customers. You’ll 
be able to more clearly understand the actions that you should 
take next, and you’ll have more visibility into how your events 
program is contributing to the sales pipeline and to revenue.

When you have ineffective data integration (or even worse, none 
at all!), you’re only seeing a small part of the picture. Siloed data 
is of very little use to the sales or marketing departments.

FIGURE 7-1: Integrating data with your system of record creates a unified data 
layer, or single source of truth for event data that can be integrated with 
other business systems.
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If your company manages different parts of the event lifecycle, 
or different event formats in competing technologies, you may 
be storing data for each part in different systems. For example, 
you may be using a stand-alone registration system along with 
manual solutions like spreadsheets, or perhaps different data 
management providers for virtual events and in-person events.

When data isn’t effectively integrated into your marketing auto-
mation system, you’re wasting resources and not tapping into 
the data’s full potential. Once the data is collected somewhere, it 
has to be parsed through, organized, and analyzed. If this is done 
manually, it takes resources away from more important tasks, 
like following up on leads or planning future events.

More often than not, the data doesn’t get integrated at all. Acting 
on a lead is either delayed or doesn’t happen at all.

By using event marketing and management software, you’ll be 
able to store all your data in one system, establishing a single 
integration to your CRM system and your marketing automa-
tion system. This reduces the headaches and wasted resources of 
manual data entry, and most importantly, helps paint a complete 
and actionable picture of your prospects.

Integrating Event Data with Sales  
and Marketing Systems

By now we’ve hopefully convinced you of the importance of inte-
grating your event data into your record systems, enabling you 
to make informed decisions on how to pursue and nurture leads. 
Here are some more details regarding the different systems.

Marketing automation
When you integrate your event data with a marketing automation 
system, you’ll be able to

 » Consolidate all event data into your system of record

 » Build richer, more in-depth prospect and customer profiles

 » Get event leads to your marketing team for post-event 
communications
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 » Add contacts to the right nurture programs to continue to 
engage them until they’re ready to speak to your sales team

 » Incorporate each attendee’s event engagement into your 
lead scoring programs, so that they can be passed to your 
sales team when they’ve reached your defined level of 
engagement

Utilizing CRMs
When you integrate your data into your CRM you can

 » Consolidate all event data into your system of record

 » Create campaigns that increase visibility into how events 
contribute to sales pipeline and revenue

 » Get event leads to your sales team more quickly for  
follow-up that’s more relevant and effective

 » Help your sales team prioritize event leads

Activating Your Data to Drive Revenue
When you’ve organized integrated data, you can activate it 
quickly, sometimes in real time.

Let’s take a look at some common ways to activate your data and 
increase revenue.

Building post-event segments
When you segment your contacts into lead score, audience seg-
ment, or even industry, you can quickly and easily access that 
data. When the data is accessible in one location, you take the 
guesswork and headaches out of building these profiles from 
scratch each time.

Nurturing prospects
Sometimes a prospect isn’t ready to buy. The reasons range from 
needing more information to lacking a budget.

Still, their data is valuable. When this data is collected and acti-
vated, your marketing team can determine how to nurture this 
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prospect along their buyer’s journey. Maybe they need thought 
leadership content to better understand the problem they’re fac-
ing or data sheets to learn more about how you can help them 
overcome those problems.

When you can provide the prospect with the relevant information 
that they need to move along the sales cycle, it’ll be easier for your 
sales team to follow up with them.

Handing off the data to sales
It’s time for the sales team to jump in with all the rich data you’ve 
collected. While data is valuable for developing and evolving future 
events in your event channel, it boosts ROI, too. Once you deliver 
data to sales, they can tailor their follow-up and be more effec-
tive. For example, if you know an attendee watched a demo about 
a certain product, attended sessions on the same topic, and talked 
to a sales representative about it, the sales follow-up should lead 
with that product. The key is to get your most qualified leads to 
your sales teams as quickly as possible. Every day that goes by 
without follow up is a day that the impact of your event and mes-
sage fades from your audience’s mind.

Calculating ROI and Proving Impact
Your event is over and now you’re ready to jump into the num-
bers. Was your event a success? How can you continue to improve?

It’s time to take a look at how your event data can be used to cal-
culate and illustrate your event program’s ROI. We’ll also learn 
more about a few models to consider when applying a dollar value 
to an event.

ROI is a ratio used to calculate the financial benefit generated on 
an investment relative to the amount of money invested.

Calculating event ROI
For members of your event team, a number of factors may be 
analyzed to decide if an event was successful. Senior executives 
and other stakeholders, however, may ask you to prove ROI by 
determining if an event drives revenue and by calculating the cost 
of the event.
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ROI is calculated by dividing the revenue generated (in this case, 
through a single event or overall events program) by the original 
event investment, and is expressed as a percentage of increase or 
decrease in the amount invested.

When calculating your ROI, consider the following types of costs 
and benefits:

 » Costs/investments

• Direct cost: Direct costs are those costs directly attribut-
able to your event program such as venue costs, food 
and beverage, and audio/visual services. Even if all you 
have is direct costs, you have the investment number you 
need to do a basic ROI calculation.

• Indirect expenses: Indirect expenses can be harder to 
measure, but they give you a better sense of true event 
cost. They include general overhead items like salaries for 
employees who worked on the event, shared services 
contracts, and insurance.

• Opportunity costs: Also known as alternative costs, this is 
what you sacrifice when you make decisions about who 
attends an event instead of working on something else. 
Historically, these can be hard to measure, but keep them 
in mind when assessing the full cost of an event.

 » Value/return

• Direct revenue: Direct revenue is the revenue immediately 
generated from hosting or attending the event. Examples 
include sponsorship revenue, ticket sales, registration 
fees, and on-site product sales.

• Attributed sales pipeline: This is the dollar value of potential 
sales opportunities that can be credited to the event. This 
isn’t revenue yet but is an important measure of your 
event’s ability to generate real business opportunities.

• Attributed revenue: This is the amount of revenue that can 
be tied to the event. These are sales or dollars that may 
not be realized until months after the event, but your 
event was an important, measurable contributor in 
driving that revenue.
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What’s my event worth?  
Understanding attribution
Attributed sales pipeline and attributed revenue can be among 
the largest financial benefits in an events program and warrant 
a closer look.

It’s relatively easy to see if an attendee becomes a customer on-
site, but what happens once they leave or in a virtual setting? Did 
that attendee buy or become a member in the following months? 
Did the event influence that decision? If so, how much of the sale 
should be attributed to the event?

Marketers have created many attribution models to assign 
financial value to a touchpoint that led to a sale. Here’s a brief 
introduction:

 » First-touch model: This model assigns the most financial 
value to the first marketing touchpoint that a customer has 
with your company. If a trade show was the first touchpoint 
with a customer who became a $10,000 customer, the trade 
show would receive most or all of that $10,000 value.

 » Last-touch model: This model gives financial credit to the 
marketing touchpoint that converts the person into a known 
prospect and lead.

 » Full path or linear model: This model gives equal weight 
and credit to all marketing touchpoints.

 » Time-decay model: When you use this model, the most 
recent marketing touchpoints get the most financial credit.

 » W-model: The W-model gives more credit to the first touch, 
the lead conversion touch, and the touchpoint that led to the 
opportunity.

If you want to accurately measure the financial value of your 
events program against other marketing channels, make sure 
events are part of your organization’s attribution model.

You may not have all of this data. Don’t worry; even if you’re 
just calculating ROI using direct costs and direct revenue, that’s a 
great start. But realize that the more data you capture, the more 
completely and accurately you can showcase event ROI.
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Chapter 8

IN THIS CHAPTER

 » Getting the event technology you need

 » Evaluating each provider’s track record

 » Seeing the importance of training and 
support

 » Determining a technology’s scalability

Eight Questions to Ask 
an Event Marketing 
Technology Partner

If you take one thing away from this book, it’s this: It is critical 
to include event marketing as part of your company’s overall 
marketing mix. Investing in event marketing and management 

technology to automate processes across all event types and for-
mats will help you deliver more value from your event channel. 
You should consider several important factors when you evaluate 
potential vendors to help increase your event ROI.

But where do you begin? A good place to start is to arm yourself 
with these eight questions to ask any solution providers that you’re 
considering. See how their answers measure up to what we’ve 
written, as well as how they stack up against their competitors.
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What Is Your Track Record?
As with any industry, there are established software providers and 
there are newer players in the game. The pandemic has created 
an explosion of new technologies, some better than others, so it’s 
essential to look at a company’s track record of performance and 
delivery.

It’s no different for event marketing and management technol-
ogy. A company’s track record is an important indicator of future 
performance and how well they’ll be able to support your current 
and long-term needs.

How long have they been in business? How many events have 
they managed? Do they have the financial and human resources 
to invest in continuing to innovate as the market evolves?

Is Your Solution Scalable?
Is the event marketing and management technology you’re eval-
uating scalable for all events sizes, event formats, and events 
types? Can it handle all sizes and complexities of events, either 
to satisfy a current need or give you the option to “grow into it?”

The last thing you want to do is invest time and money into soft-
ware, only to learn a couple of months down the line that it can’t 
handle the volume of repeatable, smaller scale events or webinars. 
You also need a solution that can scale up. For your largest events, 
you need a solution that can handle the complexities and person-
alization of your most valuable and visible marquee events.

The same goes for its feature set. Maybe you don’t need all the 
bells and whistles the software offers right now, but that  doesn’t 
mean that you won’t find them useful (even necessary) in the 
future. Be sure you’re thinking ahead when you’re deciding which 
event marketing and management software is best for your needs.

Perhaps most importantly, can it pivot between in-person, vir-
tual, and hybrid events? The pandemic changed the face of the 
event channel, and virtual and hybrid events are here to stay. If 
your technology can only handle in-person, or for that matter 
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it can only handle virtual, you won’t be able to keep up with the 
breakneck pace of the events.

What Marketing and Sales Technologies 
Can You Integrate With?

It’s important to get your event data into your system of record, 
so be sure to know which marketing and sales technologies a 
potential vendor can integrate with and how they work together 
with other systems.

Is the solution out-of-the-box? Does it require custom develop-
ment? Is it available through an open application programming 
interface (API)? What kinds of data can be pushed back and forth 
between the systems? Is this done in real time?

How Comprehensive Is Your  
Training and Support?

Live events have a need for real-time, PROMPT troubleshooting! 
Say you encounter an issue with the software. Can you call a toll-
free number 24/7 for immediate assistance? Is an online support 
ticketing system available? Does the vendor have a website chat 
function where you can reach a live person in real time? Or maybe 
all three!

On the other hand, how comprehensive is their knowledge base? 
Do they have materials you can search to find a solution to your 
problem? Do they have a robust set of material, articles, and edu-
cational content you can access? Can you connect directly with 
other customers to share best practices and ideas?

Another important question to ask is whether the event market-
ing and management technology provider offers training. No one 
is better qualified to show you how to get the most out of your 
investment than the company you purchased it from.

If they offer training, is it in person or is it a series of videos/
webinars? If the latter, you may want to ask for hands-on help 
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instead. Be sure that the company you’re working with is invested 
in your success from start to finish, and every hiccup in between.

What Security Measures Do You Take for 
Data Safekeeping?

From contact information to payment details, you’ll collect a lot 
of personal information from your contacts. Event attendees trust 
you with their data; it’s your responsibility to keep up with the 
latest regulations, be compliant, and remain judicious with your 
attendees’ data.

As data security and privacy continue to become a greater focus 
in the industry and among consumers, regulations are starting 
to pop up accordingly. The General Data Protection Regulation 
(GDPR) and the California Consumer Privacy Act (CCPA) are just 
the start.

While this can feel daunting, your event marketing and manage-
ment technology provider should prioritize data security at the 
highest level and make it easier for you to maintain compliance.

Why Do I Need One Platform to Support 
End-to-End Event Planning, Execution, 
and Measurement?

It’s important that the platform supports all event types and for-
mats, as well as all aspects of planning and executing each event.

If you have separate platforms for registration, on-site data cap-
ture, virtual audience, and so on, your data will be siloed, and you 
won’t be able to move quickly and assemble a complete picture of 
interest.

One end-to-end platform to execute all elements of each event is 
important not only for executing efficiently at scale, but also for 
obtaining and using the data.
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Where Do You Foresee Event Marketing 
Going in the Future?

No one could have predicted the digital shift in events we encoun-
tered in the past few years. However, the event marketing and 
management software provider should be ahead of these changes 
and stay current with your event needs. This shows that they’re 
invested in their craft and forward-thinking. Regardless of 
whether the predictions are coming from a salesperson or the 
CEO, they show that the company is committed to staying at the 
forefront of the industry. By investing in the right innovation, you 
can serve the experiences you want to create.

The worst thing you can do is get involved with an event mar-
keting and management solution provider that is complacent and 
has no interest in staying ahead of trends in event marketing. 
You’ll be stuck right along with them.

Do You Continually Improve Your 
Solutions as the Market Changes?

The marketing and events industry is always evolving, and the 
technology that supports it needs to keep up. Otherwise, it can 
quickly feel stale and out of date.

Today, more is expected of event and marketing professionals 
than ever before. Attendees expect a frictionless event experience 
from start to finish. Stakeholders require them to be data-driven, 
precisely measuring and proving how events are tied to marketing 
and revenue goals. More and more, technology is making it easier 
for event organizers to keep up with these market changes.

Ask important questions like: How large is their technology staff? 
How often are they releasing product updates? Are they inno-
vative? What does a provider do with attendees’ data? How are 
they helping customers comply with regulations like GDPR? What 
data safeguards do they have in place? Do they have a dedicated,  
in-house security team? What security standards and data privacy 
regulations do they comply or align with?
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