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Here’s how to utilize this workbook:
1. Outline what you're trying to accomplish.
2. Plan in stages.
3. Consider the strategic focus areas along the way.
4. Put it all together and execute.



Introduction

EVENT MARKETERS

GET ASKED

10 PROVE THEIR WORTH
AT EVERY EVENT, YET
DON'T ALWAYS HAVE THE
TO0LS OR SUPPORT THEY
NEED TO EXECUTE A
MORE STRATEGIG AND
IMPACTFUL EVENT.

EVENT STRATEGY: MAXIMIZING IMPACT

but as critical business drivers.



PARTIL
The Stages

Establish alignment with key stakeholders to set clear
objectives and ensure everyone is on the same page
regarding the event's goals.

Define specific, measurable goals and metrics to track the
event's success and align these with broader business
objectives.

Organize all logistical, promotional, and operational
elements in advance to set the stage for a smooth and
successful event.

Implement strategies for engaging attendees, capturing
leads, and ensuring that the event runs according to plan.

Nurture leads with tailored follow-up actions to convert
interest into tangible business outcomes and foster lasting
relationships.

Evaluate the event's impact through detailed analysis of
performance data to understand ROl and refine future
strategies.



STAGET:
Stakeholder Conversations

Who needs to be involved in decision making?

What is the purpose of attending this event?

How does this event tie into our company's goals + initiatives?

Action Items:




NOTES




STAGE 2:
Setting Goals + Metrics

What are the core KPI's that will determine success at this event?

How can we measure to gauge success?

What specific activities at the event will drive these outcomes?

Action Items:




NOTES




STAGE 3:
Pre-Event Planning Actions

Who is our audience and how do we plan to engage with them?

How do we plan to promote our attendance and drive traffic?

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

Action Items:




NOTES




STAGE 4:
During Event Execution

What is the schedule, and what does the team need to be briefed on?

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

Is the team fully engaged and bringing positive energy?

Action Items:




NOTES




STAGE 5:
Post-Event Follow-Up

How do we prioritize leads to ensure tailored follow-up strategies?

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

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

Action Items:




NOTES




STAGE 6:
Post-Event Analysis

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

What worked?

What didn’t work?

Action Items:




NOTES




PART 2:
Strategic Focus Areas

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

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

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

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

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

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

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



Stage I
STAKEHOLDER
CONVERSATIONS

Stage 2:
SETTING GOALS + METRICS

Stage 3:
PRE-EVENT PLANNING
ACTIONS

Stage 4:
DURING EVENT EXECUTION

Stage 5:
POST-EVENT FOLLOW UP

Stage G:
POST-EVENT ANALYSIS
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RESOURGES

ACGESS THE FRAMEWORK AND WORKBOOK HERE:

JolN Vs LIVE +
LISTEN ON DEMAND!

eventmarketingredefined.com



THANK YOU!

connect with us

Coty K Adams
Dir of Marketing, Rockway Exhibits + Events
LinkedIn: Coty K Adams

Matt Kleinrock

CEO, Rockway Exhibits + Events
LinkedIn: MATT KLEINROCK
TIKTOK: @MATTKLEINROCKI101
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