Ol

rable Restilts

Drivig Mea




Introduction

EVENTS ARE NOT JUST MARKETING INITIATIVES—THEY ARE CRITICAL
OPPORTUNITIES TO DRIVE MEASURABLE BUSINESS GROWTH.

This Event Success Framework will tfransform how you approach events,
guiding you through every phase from planning to post-event analysis.
With an emphasis on aligning events with business goals, maximizing
pipeline impact, and driving measurable outcomes, this framework will
help you evolve into a strategic event leader.



SECTION 1

The 5 Stages of

Event Success
Planning

Our framework breaks down the event process into
five critical stages that ensure seamless alignment
between business objectives and event execution.
Each stage builds on the last, ensuring consistent

focus on outcomes that drive pipeline growth, brand
visibility, and strategic positioning. Let's explore how
these stages collectively ensure impactful event
planning and execution.




STAKEHOLDER

CONVERSATIONS

Align with
business
objectives and
define clear
event goals.

SETTING GOALS
+ METRICS

Establish
pipeline-centric
objectives and
track measurable
oufcomes.

PRE-EVENT
PLANNING
ACTIONS

Develop a
detailed plan and
engagement
strategies for key
audiences.

DURING EVENT
EXECUTION

Focus on
capturing high-
quality leads and
ensuring team
coordination.

POST EVENT
FOLLOW UP

Implement an
effective lead
follow-up strategy
to drive
momenfum.

Analyze success
metrics to
determine RO,
and future event
planning.



Alignment is critical. It's about ensuring everyone is on the same page regarding the
event's purpose, goals, and objectives. This is your opportunity to be the driver of
high-level conversations, positioning yourself as more than an event planner—
becoming an event strategist and leader. By organizing and creating direction and
goals, you show you're serious about results and accountability.

- Alignment: Establish clear alignment with stakeholders on the event's direction,
goals, and expected outcomes.

- Why: Understand why the event is happening. What core business problems are we
solving?

g ) - Purpose: Determine if the event is for lead generation, product awareness,

STAKEHOLDER CONVERSATIONS: customer retention, or another specific purpose.
SHAPING STRATEGIC ALIGNMENT - Goals: Clarify both shortterm and long-term goals—are we focusing on immediate

deal acceleration or building long-term relationships?

- Objectives: Define specific targets like audience reach, number of leads, or
engagement with Ideal Customer Profiles (ICPs).

- What Success Looks Like: Get a clear picture of success from the stakeholders. Is
it hitting a revenue target, securing partnerships, or increasing share of voice?

- Company & Executive Initiatives: Ensure the event aligns with larger company
and executive initiatives, such as a product launch or market expansion.



BE THE DRIVER:

GET AGREEMENT ON DIRECTION ELEVATE YOUR ROLE
Lead the conversations to get consensus on the By driving these high-level discussions, you
event's direction. This shows you're serious position yourself to get a seat at the table and

about results and accountability. be viewed as an event strategist and leader.



Stage 1

STAKEHOLDER CONVERSATIONS: SHAPING STRATEGIC ALIGNMENT

REAL-LIFE EXAMPLE:

At a major tech conference, the VP of
Sales communicates that their core
business problem is customer retention,
specifically with mid-market clients.
After your discussion, you propose that
the event focus on exclusive product
demos for current clients, emphasizing
personalized benefits and results
they’ve achieved using the product.
Additionally, you suggest a VIP
customer appreciation event to build
relationships and increase loyalty. This
approach helps align the event strategy
directly with the company’s larger
refention goals.

QUESTIONS T0 ASK:

e "Who will be the core
stakeholders in these
conversations?”

e "What is the core business
problem we're addressing with
this event?”

® "\What are the critical KPIs that
will prove this event's
success?"

® "How does this event tie into
our company'’s strategic
EYE

ACTION ITEMS:

Organize and Create Direction &
Goals: Use these conversations to
craft clear objectives that align with
company goals.

Create a Shared Document:
Document the agreed-upon direction,
goals, and metrics to ensure clarity
across all teams.

Demonstrate Accountability: Show
that you're serious about results by
committing to these goals and
holding regular check-ins.



Stage 2:

SETTING GOALS + METRICS:
DRIVING PIPELINE-GENTRIC
OBJECTIVES

Your objectives should feed directly into your goals. Having clarity on pipeline impact
ensures your goals are not just ambitious but also quality-focused and impactful. This is
about building objectives and goals that drive what's happening at the event and beyond.

- Objectives Should Feed Goals: Every objective should contribute to achieving your
overarching goals.

- Clarity on Pipeline Impact: Understand how your goals will impact the sales pipeline in
terms of quality leads and meaningful engagements.

- What's Happening at the Event?: Identify specific outcomes you're aiming for, such as
new opportunities, leads, deal acceleration, moving leads into the pipeline, increasing
average spend, forming partnerships, or re-engaging old customers.

- Build Objectives and Goals to Drive What's Happening: Set clear objectives that will
lead to the desired outcomes.

- Identify Inmediate Wins You Can Measure:

- Meetings Scheduled/Help: Track meetings that have been set ahead of the event,
and meetings held during the event.

- Membership/Trial Sign-Ups: Monitor sign-ups or up-sells generated during the
event.

- Newsletter Sign-Ups: Grow your mailing list with interested attendees.

- A — B Leads: Focus on converting B leads to A leads—those more likely to result in
sales.



Stage 2:

SETTING GOALS + METRICS: DRIVING PIPELINE-GENTRIC OBJECTIVES

REAL-LIFE EXAMPLE:

For a SaaS company, the goal is to
accelerate pipeline opportunities. You
establish that the company needs to
convert 50 leads info qualified
opportunities within 3 months. By setting a
clear metric for success, you target in-
booth workshops and personalized
product demos for high-value prospects.
Additionally, you arrange one-on-one
meetings with key decision-makers and
establish follow-up strategies with defined
timelines to track conversion rates from
lead capture to closed deals. The
objective is to measure not only the
number of leads but also their progression
through the pipeline within set timeframes.

QUESTIONS TO ASK:

® "\What immediate wins can
we measure to gauge event
success?”

® "How will our objectives
directly impact the sales
pipeline and revenue
growth?”

® "What specific activities at
the event will drive these
outcomes?"

ACTION ITEMS:

Build Objectives and Goals:
Develop clear objectives that feed
into your overall goals, ensuring
each action has a purpose.

Clarify Pipeline Impact: Define
how these objectives will translate
into pipeline growth and set
measurable targets.

Identify Measurable Wins: List
the immediate metrics you'll track
to assess success during and after
the event.



Stage 3:

PRE-EVENT PLANNING ACTIONS:
BUILDING THE STRATEGY TO WIN

Proper planning prevents poor performance. This stage is about laying out the direction,
goals, schedule, instructions, and details that will set your team up for success. Creating a
comprehensive plan ensures everyone knows what's expected and how to execute effectively.

- Direction, Goals, Schedule, Instructions, Details: Create a 1-3 pager for all staff
attending, summarizing key information. Determine the plan for internal communication pre-
during and post- event with key players.

- How Do We Get Asses in the Seats?: Sirategize on aftracting attendees to your booth or
sessions through meetings, demos, dinners, activations, and presentations.

- Work with Marketing & Sales: Collaborate to deploy promotions and invitations,
maximizing reach and impact.

- Focus on Game-Changing Key ICPs/Accounts: Identify high-impact prospects and plan
targeted engagement strategies.

- Talking Points & Qualifying Script: Equip your team with talking points and scripts to
effectively engage and qualify leads.
- Brand Experience Framework:

Concept, Theme, Messaging, Strategy: Develop a cohesive brand experience aligned
with your objectives.

- Raffle, Engagement, Giveaways, Activations, Apparel Ideas: Plan interactive
elements to aftract and retain attendee interest.

- Booth Design: Create an inviting and strategic booth layout that reflects your brand and
draws in your farget audience.



Stage 3:

PRE-EVENT PLANNING ACTIONS: BUILDING THE STRATEGY TO WIN

REAL-LIFE EXAMPLE:

Your company is launching a new
product at an upcoming trade show.
During the pre-event planning phase,
the sales team identifies key ICPs and
sets up one-on-one pre-scheduled
demos for high-priority prospects. In
addition, you plan an exclusive after-
hours cockfail event, where these top
prospects can meet with the CEO and
product leaders. You also launch a
targeted email campaign two weeks
before the event, encouraging
prospects to schedule time with your
team in advance, ensuring that your
booth time is spent with decision-
makers rather than cold lead:s.

QUESTIONS TO ASK:

e "Who are our game-changing
key ICPs/accounts, and how will
we engage them?"

e "What promotions and
invitations can we deploy to
maximize attendance?”

e "How can our brand experience
stand out and align with our
strategic goals?"

e "What does our team need to
be set up for success during the
event?

ACTION ITEMS:

Create the 1-3 Pager: Distribute
essential information to all staff for
consistency.

Deploy Promotions & Invitations:
Work closely with marketing and sales
to reach your target audience.

Develop Engagement Strategies:
Focus on activities that will attract and
engage high-value prospects.

Prepare Your Team: Provide talking
points and qualifying scripts to ensure
effective lead engagement.

Design the Brand Experience: Plan
every aspect of the booth and
engagement activities to create a
memorable impact.



Stage 4:

DURING EVENT EXECUTION:
GAPTURING LEADS WITH
PRECISION

During the event, every moment and interaction counts. Effective lead
capture is about more than just collecting contact information—it's about
creating meaningful engagements that can be directly translated into
actionable insights and potential sales.

- Lead Capture Strategy: Employ technology to not only gather contact
information but also insights into attendees’ specific needs and inferests. This
allows for immediate follow-up actions that are both strategic and personal.

- Engage Effectively: Train your team on the importance of personalizing
interactions. This could mean tailoring conversations to reflect an
understanding of the attendee’s business needs or commenting on specific
sessions they attended.

- Daily Briefings: Implement morning and evening sessions to review the
day’s goals, discuss key targets, and adjust tactics based on realtime

feedback.

- Drain Your Social Battery: Bring the Energy and Positivity. Encourage all
staff to be enthusiastic and engaging throughout the event.

- Network, Talk, Chat, Ask Questions. Actively engage with attendees to
build relationships and uncover opportunities.



Stage 4:

DURING EVENT EXECUTION: CAPTURING LEADS WITH PREGISION

REAL-LIFE EXAMPLE:

At a financial services conference,
you utilize a lead capture tool that
allows your team to immediately
assign follow-up actions for each
lead. During morning and evening
debriefs, you review key targets that
have yet to be engaged and adjust
your booth staffing accordingly to
prioritize these interactions. Each
team member is responsible for
capturing not only contact details but
also valuable information about the
attendee’s pain points and buying
signals fo enter into the CRM.

QUESTIONS TO ASK:

® 'Are we capturing the right
information to personalize
our follow-ups?”

® "How can we adjust our
approach based on today’s
Interactions?”

® '|s the team fully engaged
and bringing positive energy
fo every interaction?"”

AGTION ITEMS:

¢ Implement Lead Capture
Tools: Use technology to
collect and grade leads
effectively.

® Schedule Daily Pow-Wows:
Keep the team aligned and
focused with regular check-ins.

® Motivate the Team:
Emphasize the importance of
energy, positivity, and active
engagement with attendees.



Stage O:

POST-EVENT FOLLOW UP TO DRIVE
MOMENTUM

Events don’t end when the lights go down; in fact, some of the most critical work
begins only after the event concludes. Effective post-event follow-up is essential for
cultivating long-term relationships, nurturing leads into opportunities, and maximizing
ROI. Without a structured follow-up strategy, the momentum gained at the event can
quickly dissipate, causing potential high-value connections to go cold.

Organize and Prioritize Leads for Effective Follow-Up: Not all leads are created
equal. To maximize efficiency and impact, organize leads into tiers based on their
potential value and readiness to engage:

- Tier 1: Decision-makers with immediate buying authority — these are your
highest priority for quick follow-up.

- Tier 2: Influencers or strong prospects who require further nurturing to convert,

- Tier 3: General contacts for broader marketing outreach, useful for community
building and long-term brand awareness.

CRM Integration and Management: Log all event leads intfo a CRM system
promptly, ensuring that you capture key details and personal notes from interactions at
the event. Utilize tags or labels such as "high-interest” or "requires demo,” to
streamline the follow-up process. This segmentation allows for more personalized and
targeted outreach strategies.



Stage O:

POST-EVENT FOLLOW UP TO DRIVE
MOMENTUM

Plan and Personalize Follow-Up Outreach:

- Inmediate Engagement: Initiate contact within 24-48 hours post-event to
ensure your brand remains top-of-mind. This prompt follow-up can significantly
increase the likelihood of advancing the conversation.

- Personalized Communication: Tailor follow-up messages to reflect the specific
interactions or interests expressed by the attendee. Mention details from their visit
to your booth or sessions they attended to demonstrate attention to detail and
genuine interest.

- Multi-Touch Outreach Strategy: Employ a varied communication approach by
infegrating emails, LinkedIn messages, and follow-up calls. This method ensures
multiple avenues for re-engagement, catering to the preferred communication
styles of different leads and increasing the chances of a response.

Implementation and Accountability:

- Responsibility Assignment: Clearly assign team members to follow up on
specific leads. This ensures accountability and prevents potential opportunities
from being overlooked.

- Success Tracking: Set up mechanisms to track the effectiveness of different
follow-up strategies. Monitor metrics such as response rates, lead progression,
and eventual conversion to evaluate and refine your follow-up processes.



REAL-LIFE EXAMPLE:

After each day of the show, sales reps
quickly sends a touchpoint to contacts
via email or LinkedIn while logging
notes. Tier 1 leads are promptly
assigned to sales executives for
immediate action. Tier 2 leads,
identified as strong prospects needing
further engagement, are enrolled into a

targeted nurture sequence. Tier 3 leads,

generally interested attendees, are
added to the general newsletter for
ongoing updates. Additionally, all Tier 1
and Tier 2 leads are connected with on
LinkedIn within 24 hours to foster
professional relationships and enhance
lead nurturing efforts.

Stage O:

POST-EVENT FOLLOW UP TO DRIVE MOMENTUM

QUESTIONS T0 ASK:

® "How do we classify and
prioritize leads collected af the
event to ensure tailored follow-up
strategies?"

® "Who is responsible for each tier
of follow-up, and how do we
ensure accountability?”

e "What strategies do we have in
place for nurturing Tier 2 leads
over the coming months?”

® "What key metrics will we track to
assess the effectiveness of our
follow-up efforts?"

ACTION ITEMS:

® Develop a Tiered Follow-Up Strategy:
Implement a detailed follow-up plan assigning
specific actions for different lead tiers.
Coordinate with sales and marketing to ensure
responsibilities are clear and communications
are failored for each lead category.

® Optimize CRM Integration: Promptly log all

leads in the CRM with comprehensive notes and
follow-up tasks. Work closely with the tech team
to maximize CRM functionalities for automation
and efficiency. Ensure sales and marketing teams
are aligned with the CRM processes for effective
lead management.

® Monitor and Adjust Strategies

Collaboratively: Regularly review follow-up
effectiveness using key metrics and gather input
from sales, marketing, and tech teams. Adjust
follow-up strategies based on this collaborative
feedback and analytics to optimize the ROl from
event leads.



Stage 6:

POST EVENT ANALYSIS:
OWNERSHIP & REVENUE
ACCOUNTABILITY

After the immediate follow-up, it's crucial to assess the overall success of the event
and its contribution to the company’s revenue goals. This stage involves deep analysis
of lead progression, revenue impact, and strategic insights, ensuring accountability
and continuous improvement.

- Quantitative + Qualitative Metrics:

- Qualitative: Use common sense and a practical approach. What worked? What
didn’t? Ask yourself whether you engaged the decision-makers, and how
effective your conversations were. Did your overall strategy—whether it was the
booth setup, sponsorship activities, or messaging—achieve its intended impact?
Were the dinners, sponsorships, and engagements valuable?

- Quantitative: Assess the immediate success metrics like lead generation, but
also deeper metrics. For instance:Cost per Qualified Conversation: Event cost =
Number of qualified conversations.Conversion Metrics: Did your leads convert
into pipeline opportunities and, ultimately, closed deals?

- Revenue Impact: Directly link event activities to revenue outcomes. Calculate the
ROI by comparing the revenue generated from event leads against the cost of the
event. This analysis should be shared with key stakeholders to validate event strategies
and budget allocation.

- Future Planning: Based on comprehensive data analysis, provide recommendations
for future events. This might include suggestions for targeting different audience
segments, adjusting engagement tactics, or refining follow-up processes.



Stage 6:

POST EVENT ANALYSIS: OWNERSHIP & REVENUE ACCOUNTABILITY

REAL-LIFE EXAMPLE:

Post-event, you analyze the lead-to-
opportunity conversion data using your
CRM. Of the 300 leads captured, 120
are marked as high-value ICPs. Over the
next six months, you work closely with
the sales team to track the progress of
these leads through the pipeline. You
monitor their movement from interest to
pipeline opportunities, ensuring that
each lead has a dedicated follow-up
plan. At the end of the period, 45% of
those high-value leads have converted
info deals, allowing you to calculate the
exact ROl of the event. By maintaining
ownership of these leads, you ensure
no opportunities are missed.

QUESTIONS T0 ASK:

"What were the immediate
metrics we set out fo achieve, and
how did we perform against
those?"

® "Was the ICP decision-maker

there, and if so, how did the
conversations go?”

® "How can we measure the

effectiveness of our event strategy
and layout (e.g., booth design,
messaging, sponsorships, and
engagements)?"

ACTION ITEMS:

® Common Sense Review: Analyze what worked
and what didn’t, using realtime feedback and
insights from the event. Did the key decision-
makers from your ICP show up? Were your
team’s conversations valuable? Did your booth,
engagement strategy, or sponsorship activations
resonate with the audience

Calculate Cost per Qualified Conversation:
A crucial metric is your event cost divided by the
number of qualified conversations you had. This
helps quantify whether the event investment was
worth the outcomes.

Debrief and Adjust: Hold a thorough post-
event debrief to align on what worked and what
didn’t. Build a comprehensive post-event report
that captures both the qualitative and quantitative
outcomes. Ensure that all leads are tracked and
attributed correctly, and that any missed
opportunities are addressed in the follow-up
process.



SECTION 2

The 7 Strategic
Focus Areas

These seven essential focus areas enhance the
effectiveness of your events by turning strategic
insights into tangible outcomes. By applying these
strategies, you'll ensure that every aspect of your event
—from planning to post-analysis—aligns with broader
business objectives and accelerates pipeline growth.
Each area empowers your event strategy to deliver
measurable results.




NON-NEGOTIABLES:

Establish must-hit objectives to ensure the event meets business-critical goals.

CURVEBALLS:

Prepare for the
unexpected, with
contingency plans to
navigate challenges during
the event.

PIPELINE IMPACT:

Drive measurable sales
outcomes by moving leads
through the funnel and
creating new
opportunities.

TEAM COLLABORATION:

Ensure alignment across all teams to create a seamless
event experience and maximize departmental impact.

INTANGIBLES:

Focus on unquantifiable
outcomes, like brand
perception and
relationship-building, to
enhance long-term impact.

UNIT ECONOMICS:

Track financial
performance, ensuring
your event investment
delivers maximum ROI.

TECHNOLOGY & TOOLS:

Leverage the right tech solutions to streamline execution
and ensure data-driven decisions from lead capture to
follow-up.




Strategic Focus Area 1
NON-NEGOTIABLES

DEFINITION:

These are the must-hit objectives for the event to be
considered successful. They can include key business
metrics (e.g., a certain number of leads generated,
ROI goals), specific stakeholder satisfaction criteria,
or essential logistical requirements.

WHY [T MATTERS:

Non-negotiables keep the event team focused.
Without clarity on these core objectives, there's a risk
of misalignment, making it harder to measure success
post-event.

HOW TO APPLY:

¢ |n Stakeholder Conversations: Ensure each stakeholder agrees
on non-negotiables upfront. Ask, “What do you absolutely need
io see from this event for it 1o be considered successful?”

In Setting Goals + Metrics: Clearly define 2-3 goals that, if met,
would ensure the event’s success. For example, “Generate STM in
new pipeline opportunities within 6 months.”

In Pre-Event Planning: Make sure all team members are aware
of the non-negotiables to stay focused on what's most important. If
meeting 20 decision-makers is essential, all efforts should be
geared toward facilitating those meetings.

During Event Execution: Have daily check-ins to ensure
progress toward non-negotiables (e.g., tracking key meetings,
monitoring booth traffic, ensuring high engagement).

In Post-Event Analysis: Use the non-negotiables as a baseline to
evaluate the event's success. Did we achieve what we set out to?



Strategic Focus Area 2;

CURVEBALLS

DEFINITION: HOW TO APPLY:

These are unexpected events that can derail your
strategy. From logistical issues to sudden competitor
campaigns, curveballs can disrupt your plans if you're
not prepared.

WHY [T MATTERS:

Curveballs are inevitable, but how you handle them -
can make or break the event. Having a flexible plan
ensures you stay focused on what matters most, even
when challenges arise.

¢ In Stakeholder Conversations: Ask stakeholders about previous
event challenges to anticipate potential curveballs (e.g., logistical
issues, key account cancellations, or competitor campaigns).

In Setting Goals + Metrics: Set sirefch goals with contingencies in
place. For example, “If we don't meet 15 decision-makers, how can
we still hit our pipeline goal?”

In Pre-Event Planning: Create contingency plans (e.g., if flights get
delayed or booth materials don't arrive, what's the backup?). Make
sure you have extra staff or backup presentations ready.

During Event Execution: Have a dedicated team member to
handle on-the-ground curveballs (e.g., booth setup issues, last-minute
presentation changes). Ensure you have a system for quickly
addressing realtime challenges.

In Post-Event Analysis: Review any challenges that occurred. How
did you handle them? What can be improved next time? This
ensures confinuous learning.



Strategic Focus Area G:
PIPELINE IMPACT

DEFINITION: HOW TO APPLY:

This is the direct contribution of the event to the sales 5 I Silelnalder Cemveresions Adk. “low el you anvisien il
S ) ) . n or
pipeline. It's not just about generating leads; it's about event impacting our pipeline?” Focus on deal acceleration, new
' leads further d he f | ad : opportunities, and lead progression.
moving leads furiher down fhe funnel, advancing o In Setting Goals + Metrics: Define metrics that tie directly to

conversations, and creating sales opportunities. pipeline impact, such as the number of new leads, deals advanced,
or meetings held that influence larger sales opportunities.

® In Pre-Event Planning: Target high-value accounts and prospects

WHY IT MATTERS who are already in the pipeline but need face-to-face interaction to
. advance the deal.

Events gre expensive, and s’ra)keh.olders care about ¢ During Event Execution: Track each conversation and ensure it's

ROI. Tying the event to pipeline impact allows you to linked back to CRM data for accurate post-event follow-up. Prioritize

orove the event's worth and demonstrate its ICPs and accounts that are close to a purchasing decision.

contribution to revenue gI"OWTh ® In Post-Event Analysis: Calculate the event's direct pipeline

contribution (e.g., number of new opportunities, the velocity of deals
advanced, and average deal size).



Strategic Focus Area 4.

DEFINITION:

These are the unquantifiable outcomes, such as increased

brand awareness, stronger client relationships, and
industry influence. While harder to measure, intangibles
are critical for long-term brand growth and positioning.

WHY T MATTERS:

Not all event success can be measured with hard
numbers. Intangibles contribute to long-term value by
strengthening your brand, deepening client loyalty, and
establishing thought leadership in your market.

INTANGIBLES

HOW TO APPLY:

In Stakeholder Conversations: Ask, “What do we want people to
remember about us after this event? How should they feel about our
brand?”

¢ In Setting Goals + Metrics: Establish goals that reflect intangible

outcomes, like thought leadership or brand perception (e.g., “Position
our company as a leader in the industry”).

In Pre-Event Planning: Develop messaging and engagement strategies
that align with brand-building goals. Plan media opportunities, speaking
engagements, or networking events that position your company as an
industry leader.

During Event Execution: Prioritize meaningful conversations and
experiences over just gathering leads. Have your team members actively
engage in networking and thought leadership activities (e.g., participate
in panel discussions, give industry talks).

In Post-Event Analysis: Gather qualitative feedback from attendees,
partners, and industry players to assess the impact on your brand's
reputation.



Strategic Focus Area 5:
UNIT ECONOMICS

DEFINITION:

This is the financial breakdown of the event’s ROI.
Unit economics measures the cost of each action
(e.g., cost per lead, cost per qualified meeting) to

ensure you're optimizing spend and maximizing ROI.

WHY [T MATTERS:

Understanding the financial efficiency of your event
ensures that you're getting the most out of your
investment. It allows for better budgeting and
decision-making in future events.

HOW TO APPLY:

¢ |n Stakeholder Conversations: Set expectations around budget
and ROI. Ask, “What are we willing to spend per lead? What's
our target ROI?”

In Setting Goals + Metrics: Include financial metrics like cost
per lead, cost per meeting, and total ROI. For example, “We aim
to generate SX in pipeline for every SY spent.”

In Pre-Event Planning: Allocate resources efficiently. Prioritize
high-impact activities that are more likely to drive ROI (e.g.,
exclusive dinners with top clients over broad giveaways).

During Event Execution: Track realtime spend and engagement
metrics to ensure costs are being used effectively.

In Post-Event Analysis: Conduct a full financial review of the
event. What was the cost per lead, and did that lead turn into a
sale? Were there areas where you overspent? How will you adjust
future budgets?



Strategic Focus Area 6:
TEAM COORDINATION & CROSS-DEPARTMENT COLLABORATION

DEFINITION:

This driver focuses on aligning teams across sales,
marketing, product, and customer success to ensure
smooth execution and that each department works
towards the same event objectives.

WHY [T MATTERS:

Effective collaboration prevents silos and ensures that
all departments contribute to the event's success,
maximizing lead generation, brand exposure, and
pipeline impact.

HOW TO APPLY:

¢ |In Stakeholder Conversations: Align departmental goals with
event objectives and clarify roles. Ask, “What role does your team
play in the event's success?”

® In Setting Goals + Metrics: Set clear goals for each
department, such as lead generation for sales and brand
exposure for marketing.

® In Pre-Event Planning: Develop a comprehensive staffing plan
that assigns responsibilities, ensures alignment on messaging, and
includes regular team check-ins.

e During Event Execution: Hold daily briefings to track progress
and adjust as needed. Ensure teams collaborate on their specific
goals, from lead generation to brand visibility.

® In Post-Event Analysis: Involve all teams in the debrief to assess
how well each department met its objectives and contributed to
event success.



Strategic Focus Area /:
TECHNOLOGY & TOOLS

DEFINITION:

Leveraging the right fechnology to streamline event
execution, capture and track progress of valuable
data, and optimize follow-up processes.

WHY T MATTERS:

Technology ensures efficient event management,
from lead capture to data analytics, helping track
interactions, measure ROI, and make informed
decisions for future events.

HOW TO APPLY:

In Stakeholder Conversations: Discuss tools needed for data
tracking and measurement (e.g., CRM, lead capture). Ask, “What
tools will provide the insights we need?” to ensure alignment.

In Setting Goals + Metrics: Use tools that automate tracking for
pipeline metrics and lead conversion rates. Select systems that
provide realtime analytics on your goals.

In Pre-Event Planning: Identify and set up necessary tools (e.g.,
scheduling software, lead capture apps). Train the team and create
backup plans for potential tech issues.

During Event Execution: Use realfime tracking tools for lead
data and scheduling follow-up meetings. Ensure all team members
know how to efficiently capture and use data.

In Post-Event Analysis: Transfer event data to your CRM for
detailed analysis. Use reporting tools to measure ROI, lead
conversion, and overall event success.



SECTION 3

The Event
Success

Worksheet




Stage

Stage 1: Stakeholder
Conversations

Stage 2: Setting Goals +
Metrics

Stage 3: Pre-Event Planning
Actions

Stage 4: Event Execution

Stage 5: Post-Event Follow-Up

Stage 6: Post-Event Analysis

Focus Area

Non-Negotiables
Curveballs
Pipeline Impact
Infangibles

Team Collaboration

Technology &

Tools

Technology &
Tools

Infangibles
Pipeline Impact
Non-Negotiables

Unit Economics

Debrief &
Feedback

Sample Questions/Prompts

- What are the core business
objectives for the event?

- How will success be measured?

- What potential challenges should we
prepare for

- What pipeline goals are we aiming
for (e.g., leads, meetings)?

- What metrics will indicate progress?
- What qualitative goals (e.g., brand
perception, relationship-building) are
we aiming for?

- Who are the key team members, and
what are their roles?

- What tech tools do we need (e.g.,
CRM, lead capture apps)?

- How will we personalize interactions
with leads? How will we track leads in
realtime?

- How will we ensure energy and
engagement throughout the event?

- How many Tier 1, Tier 2, and Tier 3
leads were captured?

- What happens after the leads are
entered info the system?

- What was the cost per lead and RO
from the event?

- What feedback have we received,
and how can we improve?

Notes

[Space to write goals, objectives,
metrics]

[Space to define pipeline goals,
KPIs, metrics]

[Space to fill team roles, tools

needed]

[Space to outline day-of planning]

[Space to outline strategy for
capturing and grading leads]

[Space to summarize financial
outcomes]
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