Event Management for B2B

10 Best Practices Every Marketer Should Know and Use

Executives, marketers, and sales people across the board agree that a combination of event management and
marketing is capable of quickly propelling a brand forward. That’s according to a 2014 report from Regalix
that identified event-based marketing as one of the main drivers of lead gen, brand building, and customer
engagement. Among the executives surveyed, 91 percent said they invest in event marketing, with 57 percent
deeming it significant for achieving their growth goals.
This study and others have found that events consistently yield better ROI. The Content Marketing Institute
identified “in-person events” as the most effective and most commonly used of all B2B marketing tactics in its
2016 B2B Content Marketing Report.

Effectiveness Ratings for B2B Tactics

75%

In-person Events
Webinars/Webcasts
Case Studies
White Papers
Videos
Research Reports
eNewsletters
Blogs

66%
65%
63%
62%
61%
60%
59%

Infographics

58%

Online Presentations

58%

2016 B2B Content Marketing Trends—North America: Content Marketing Institute/MarketingProfs

So how can event marketing work for your brand, and how will it affect the marketing strategies you already
have in place?
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Combine Your Marketing Efforts into a Single Strategy
Based on the findings of Regalix’s study, it’s clear that brands that don’t dedicate time to event marketing and
management have yet to tap into their full potential. However, even those that have already adopted event
marketing can improve their results by combining different marketing tactics.
Content marketing, SEO, social media campaigns, and digital PR are just some of the approaches that can benefit
your event marketing efforts. So here are 10 best practices that can be modified to fit your event management and
marketing goals.

1. Find the Right Audience through Inbound Marketing
Inbound remains the main driver of all things marketing. And its power can be harnessed to help you attract the
right people to register for and attend your event. The best way to do that? It’s through inbound content marketing,
according to HubSpot.
To create content that engages the right people, start by establishing your target buyer personas, which should
be based on data collected through market research. Once you have a good understanding of what your buyer
personas are, your content marketing campaigns will be easier to plan and measure.
Inbound is an ongoing process through which you can continually yield new data to adjust and fine-tune your
strategy, which is crucial for event marketing. All too often event organizers don’t use well-defined personas, and
consequently, their events are irrelevant to their targeted potential attendees, resulting in a lower registration rate.
In order to find the right attendees and see an increase in registrations and engagement, inbound and lead
generation should be at the heart of your event marketing.
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2. Use Marketing Automation to Generate Leads
To achieve successful inbound marketing, you need a way to handle all the information you’re going to acquire,
especially if you’re expecting an influx of data from registrations stemming from your content. That’s why
marketing automation is ideal for collecting, processing, and segmenting data before, during, and after an event.
Pardot has found numerous ways in which marketing automation can be utilized for an event. Initial landing pages,
such as your registration page, will capture information about the attendees; then, once you have your buyer
personas mapped out, you can use automation to segment attendees based on the information they’ve provided.
Yet marketing automation’s potential can go even further—from setting up autoresponders at each stage of the
lead acquisition process, to more complex actions like importing and assigning leads to various follow-up email
campaigns based on which buyer persona they fit.

3. Automate Email Campaigns for Further Lead Gen
and Nurturing
It’s also possible to create successful campaigns that are fully automated. They can adapt to a variety of purposes,
such as encouraging participants to come to an event or scheduling appointments.
Depending on where in the buyer’s journey a lead is, automated campaigns can do everything from capturing to
nurturing the lead, or can even push them further down the funnel before they commit to your product or service.
Drip campaigns are another aspect of automated email marketing that you’ll want to take advantage of. Once
you’ve inputted all your leads into a CRM tool and have assigned them different labels based on the persona or
buying stage they represent, drip campaigns can periodically remind the lead of your upcoming event, send them
relevant material, or nurture them after the event if they aren’t quite ready to commit to the sale.
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4. Develop a Viral Social Campaign
Coupled with inbound and email marketing, a strong social campaign will amplify your story and further spread the
word about your event.
Creating a campaign that has the potential to go viral isn’t an easy task, yet ultimately its impact is worth the work.
As worldwide creative agency FreemanXP discovered in a recent study, The Viral Impact of Events: Best Practices to
Amplify Event Content, 70 percent of marketers consider viral campaigns extremely important, yet only 37 percent
feel they know how to create them effectively.

Viral Efforts Related to Events is Important to Top Event Marketers,
But Only s Small Percentage Feel They are Being Effective
80

70%

60
37%

40
20
0

Viral is Extremely/
Very Important

Very Effective/
Effective at Viral

In its study, FreemanXP gives in-depth information about the best networks to employ before, during, and
after an event. For example, before an event, use social networks to drive attendance and build awareness and
engagement. During an event, use social media to post photos and announce event-related information or contests.
Afterwards, publishing content that summarizes event highlights, as well as leveraging influential customers and
industry leaders, will help to give it a viral effect. This is also an ideal time to start promoting your next event.
In order to get the most out of your viral campaigns, FreemanXP stresses the importance of segmenting your
audience to distribute targeted content.
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5. Don’t Forget to Utilize Hashtags and Social Ambassadors
Hashtags can go a long way in a social campaign—they’re a great way to break the ice, engage your followers in
conversations, and increase the visibility of your posts.
Needless to say, creating a hashtag requires a certain amount of skill. Event hashtags should be easily
recognizable, simple, and short. Ideally, your hashtag will catch on with others, so all you’ll need to do is monitor
the conversation, respond to comments when necessary, and occasionally jump back in to get the discussion going
again if it dies down.
However, simply sharing your event online and getting a few people to share it isn’t enough. You’ll need extra
support, and that’s where your advocates’ and ambassadors’ referrals and endorsements come in handy: they
humanize the experience for other followers, making your brand and event even more recognizable. After the
event, thank your social ambassadors by promoting their work in return.

6. Create Different Types of Content
Similarly to how you need to employ a range of social media strategies, you’ll also need to offer various types of
content and segment them accordingly, depending on the stage of your event. In general, there are two kinds of
content to use for an event: informative content and buzz content.
Informative content includes all information about an event, including registration dates, the location, and speakers.
This content is helpful in responding to any questions prospective attendees have, and ultimately is directly related
to branding, awareness, and education.
Buzz content, on the other hand, is the content you want to go viral, and can be anything that creates excitement
or anticipation. This is where your hashtag fits in perfectly. Devise games, awards, and giveaways to get your
audience’s attention, or even user-generated content that you can cross-promote through different channels. This
type of content is more concerned with lead generation, customer engagement, and upselling.
Both informative and buzz content require an editorial calendar, which you should start planning well in advance to
gradually build awareness and momentum around your event. The goal is to create immersive experiences through
your content. In other words, it has to be shareable, likeable, and pinnable. How? By including visuals, compelling
copy, and a strong CTA at the end.
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7. Reuse Content to Generate and Nurture Leads After the Event
After the event, you’ll have the opportunity to generate more leads, or turn existing leads into customers, by
nurturing them with event-related content.
There are many ways to repackage, repurpose, and recycle this content. Anything that shows how successful the
event was, including videos (Vines, presentations, interviews), podcasts, or blog post recaps will keep your leads
warm. Furthermore, asking attendees to take part in surveys or studies will give you a better idea of how you can
improve the event next time.
After the event is over, follow up with satisfied participants and offer them premium content in hopes that they’ll
turn into leads. This could come in the form of infographics that show the event’s successes and number of
attendees, or whitepapers and eBooks relevant to the theme. You can make certain content assets available
exclusively to attendees through their registration number or a gated form.

8. Impress Attendees with Digital Assets
Event apps, digital swag bags, cashless payment options—these kinds of digital assets offer even more incentive to
attendees.
Event apps are not only great substitutes for guides and program schedules, but also can function as networking
tools with built-in chat, messaging, and live-streaming capabilities. Since networking is among the most important
reasons to attend any event, providing your attendees with tools that enhance their networking experience will get
you a lot of credit.
Cashless payment options are especially suitable for medium-to-large sized events where there’s likely to be long
lines. Thankfully, mobile payment apps allow people to quickly make or accept payments through their devices.
Finally, virtual swag bags can complement or even take the place of physical goody bags. Not only can they create
buzz, but also they give you another opportunity to collect the information of potential leads.
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9. Collect Data at Every Step
Whether it’s through registration forms, app activity, or correspondence at the event itself, you can gather
a plethora of useful data from your event that can later be turned into content or used to analyze the event’s
success.
Types of data you can collect include:
-

Session attendance and booth visits

-

Content engagement (before, during, and after the event)

-

Social media activity (check-ins, app usage, and tweets)

-

In-app surveys and polls

-

Appointments made as a result of the event

-

Expressed interests in meeting and discussing business possibilities

-

Overall mobile engagement

Ultimately, if you fail to collect data, you’ll miss opportunities to convert participants to leads or customers. Not only
that, but it’ll be more difficult to determine the benefits, results, and ROI of your event. Therefore, collecting data
whenever possible is a step you can’t afford to skip.
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10. Measure Event ROI Drivers
Lastly, measuring your ROI (or rather ROE: “return on event”) is one of the most important steps in the process. To
determine your ROE, you’ll need to know which metrics are relevant to your marketing goals. As renowned management consultant Peter Drucker once said, ”What gets measured gets managed.” One metric you might want to
track is lifetime customer value (LCV), which provides hard data on how profitable your event was.
In addition to your metrics, your goals should likewise be concrete. Whether it’s acquiring a particular number of
leads or converting a specific number of leads into customers, your goals will help you better assess how you’ve
performed.
Even better, if you’re able to benchmark your data by comparing your event to your competitors’, you’ll be able
to determine the impact of your event’s effectiveness. Of course, you can also benchmark against your previous
events to see how you’ve improved, along with which areas need further improvement.

Maximize Your Event Marketing Efforts
In many ways, your event will only be as good as your marketing efforts. But the key to following these event
management approaches is to recognize that they’re not standalone practices separate from your existing
marketing strategies, but rather methods that should be integrated into them. By making event marketing part of
your overall vision, you’ll strengthen all aspects of your marketing strategy.
Whether you decide to try out only a few or all of these strategies, you’re sure to find a combination of beneficial
tactics that provides you with new ways of thinking about and advancing your event management goals.
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