


Eventbrite Superpowers
Revealed!
Optimizing Eventbrite for
Conferences, Trade Shows, Expos
and Road Shows

John Federico

This book is for sale at
http://leanpub.com/optimizingeventbrite

This version was published on 2015-02-19

This is a Leanpub book. Leanpub empowers authors and
publishers with the Lean Publishing process. Lean
Publishing is the act of publishing an in-progress ebook
using lightweight tools and many iterations to get reader
feedback, pivot until you have the right book and build
traction once you do.

©2015 EventHero

http://leanpub.com/optimizingeventbrite
http://leanpub.com
http://leanpub.com/manifesto
http://leanpub.com/manifesto


Tweet This Book!
Please help John Federico by spreading the word about
this book on Twitter!

The suggested tweet for this book is:

I just downloaded ”Eventbrite SuperPowers Revealed!” by
@EventHero_io #eventprofs #eventtech

The suggested hashtag for this book is #eventbritebook.

Find out what other people are saying about the book by
clicking on this link to search for this hashtag on Twitter:

https://twitter.com/search?q=#eventbritebook

http://twitter.com
https://twitter.com/search?q=%23eventbritebook
https://twitter.com/search?q=%23eventbritebook


Contents

Kind Words About This Book . . . . . . . . . . . 1

Forward . . . . . . . . . . . . . . . . . . . . . . . 3

Introduction . . . . . . . . . . . . . . . . . . . . . 5

Chapter 1: Why Should I Care? . . . . . . . . . . 7
What Else Can I Do With My Data? . . . . . . . 9

Sell More (and bigger) Sponsorships . . . . 9
Reduce Stress and Overall Staff Time . . . 10
Real-Time Information About Your Event . 11
Improve Your Next Event . . . . . . . . . . 12
Supporting Sponsors and Exhibitors . . . . 13
Treating Sponsors Like VIPs . . . . . . . . 14
Unlocking Event Data for Sponsors and Ex-

hibitors . . . . . . . . . . . . . . . 14
Banish Business Cards . . . . . . . 15

Communicate with Attendee Groups . . . 16
Terms Used in this Book . . . . . . . . . . . . . 16

Chapter 2: Creating Your Event in Eventbrite . . 18



CONTENTS

Single-Track Conference / Seminar / Workshop . 20
Multi-Track Conference . . . . . . . . . . . . . 21
Road Show . . . . . . . . . . . . . . . . . . . . 22
Back to Work . . . . . . . . . . . . . . . . . . . 23

The Basics . . . . . . . . . . . . . . . . . . 23
Event Description . . . . . . . . . . 27
Frequently Asked Questions (FAQ’s) 28
Organizer Description . . . . . . . 30
Social Media Links . . . . . . . . . 31
Creating Tickets . . . . . . . . . . . 33

Ticket Description . . . . . . 34
Sales Channel . . . . . . . . 36
On-site Payment . . . . . . . 36
On-site Badging . . . . . . . 37
CapturingAttendeeDataOn-

Site . . . . . . . 37
Who Pays? . . . . . . . . . . 39
Design . . . . . . . . . . . . 41

Keeping It Simple . . . . . . . . . . 44
Group Registration: To Use, or Not To Use? 45

Chapter 3: The Superpowers You Deserve . . . . 48
The Best Ways to Structure Attendee Data . . . 48
Key Considerations . . . . . . . . . . . . . . . . 50
Standard Fields . . . . . . . . . . . . . . . . . . 52

Standard Fields for Consumer/B2C Events 55
Adding Custom Fields . . . . . . . . . . . . . . 57

Industry Specific Questions . . . . . . . . . 59
Custom Fields for Consumer/B2C Events . 64



CONTENTS

Example of a Conditional Sub-Question 65
Ticket Types . . . . . . . . . . . . . . . . . . . . 66

Creating Discount or Access Codes . . . . 70
Communicate with Attendee Groups . . . 73

Common Communications During
Your Event . . . . . . . . 75

Post Event Communications . . . . 75
Is It Rude For Me To Text You? . . . 76

Attendance Tracking/Access Control . . . 78
Speaker Analysis . . . . . . . . . . 82

Case Study: MongoDB World 2014 . . . . . . . . 87

Chapter 4: Optimizing for Road Shows and Expos 91
Road Shows or Tours . . . . . . . . . . . . . . . 91
Expos . . . . . . . . . . . . . . . . . . . . . . . 93
Case Study: FIRST STEPS Home Show . . . . . 95

Chapter 5: Getting People to Volunteer Their Data 98
The Carrot and The Stick . . . . . . . . . . . . . 98

Money Talks or “Discounts for Data” . . . 99
Premiums . . . . . . . . . . . . . . 99

My Way or The Highway . . . . . . . . . . 101
The Trick that Makes it All Work . . . . . 102

The End. Sort Of. . . . . . . . . . . . . . . . . . . 106

Appendix: Glossary . . . . . . . . . . . . . . . . . 107



Kind Words About This
Book
“I think many event planners underestimate the power of
Eventbrite. While the platform is very simple to use, the
functionality is very intense and this ebook from Event
Hero and Eventbrite gives you the perfect step-by-step
guide to manage some of the more complex functions of
Eventbrite. From badging to session tracking andmore, this
guide will help you do everything you’ve always wanted
to do with Eventbrite. And, even better, it will inspire you
to use the platform to make your next event even better.
The guide is incredibly simple to follow, packed with great
information and inspiring to even the most professional
event planners.”

Liz King, CEO & Chief Events Specialist, Liz King Events



Kind Words About This Book 2

“Those big old online registration companies should be
shaking in their boots with the release of this book. John has
made it easy for any event professional to use EventBrite
and EventHero to set up a conference or event registra-
tion system that will give them super-powers that won’t
break the event budget. The power to execute registrations
without losing their minds, the power to do something
useful with the data that they collect, and the power to
feel confident about one of the major hassles in the event
life-cycle. From set up and registration to badges and lead
retrieval event producers can throw on their cape and get
down to the business of producing amazing events.”

Keith Johnston, Managing Partner, i3 Events; Publisher,
Plannerwire.net



Forward
There is nothing like the feeling that comes from organizing
a great event. Creating a unique community and enabling
them to share wonderful experiences – be it a conference, a
trade show, a fundraiser or a university event – gathering
with others is how we as human beings learn, grow, get
inspired, feel connected, give back, and celebrate. In short,
some of the best things in life.

But it’s not easy.

Event professionals tend to work on a large scale, con-
stantly juggling event logistics, data collection and cus-
tomer relationship management – all at the same time,
and all while circumstances are trying to break their event.
Until recently, event pros have had no choice but to rely
on enterprise software systems, proprietary equipment and
time-consuming manual processes to manage their lengthy
list of tasks.

That’s why we at Eventbrite provide the tools, data, and
reporting it takes to quickly set up, manage, and sell out
events—all from a single platform. We are always looking
for ways to make event professionals lives easier and their
events more successful. So when we noticed a big jump in
the corporate events and conferences that integrated with
EventHero on our platform, we took notice.
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When we dug a little deeper, we discovered EventHero had
created a system that addressed common challenges for
event professionals, like badging, multi-session attendance
tracking, lead retrieval, analytics and more — much of it
using data acquired through Eventbrite’s event registra-
tion. Today, EventHero’s integration with Eventbrite solves
many of the data collection, usage, and sharing issues that
would normally require dozens of people and significant
financial investment to overcome. Needless to say, we’re
impressed.

What you are about to read is EventHero’s guide for
producing successful conferences, trade shows, and expos
with Eventbrite. We’d like to thank their dedicated team
for taking the time to put this book together. It’s easy
to see how the information here can help business event
organizers skip the trial-and-error phase, and go straight
to running a conference, trade show or similar event effec-
tively with Eventbrite.

Tamara Mendelsohn
VP of Marketing, Eventbrite
@tmendelsohn

https://twitter.com/tmendelsohn


Introduction
It doesn’t have to be so difficult and expensive.

If there was one thing I could tell everyone who has ever
(or will ever) run an event this would be it: It doesn’t have
to be so difficult and expensive

As an Eventbrite partner, we at EventHero have spent the
last three years providing our customers with Attendee
Management, Lead Retrieval, Check-ins, Multi-Session At-
tendance Tracking, Messaging, Real-Time Alerts and Ana-
lytics – the kinds of features that were once only available
to the most savvy and well-bankrolled event professionals.
EventHero has made them available to everyone. At the
same time, we’ve watched Eventbrite become the most
popular registration system used by our customers - and
with good reason.

Aswe’ve built our company and our offeringwe have accu-
mulated a library of the best practices for using Eventbrite
and have distilled them down into this book.

The tips, tactics and concepts in this guide have helped
to make events less stressful, more effective and more
profitable for our clients. I sincerely hope this book can do
the same for you. Because, and this is important, It doesn’t
have to be so difficult and expensive.
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Sincerely,

John Federico
CEO & Co-founder
EventHero
@gadgetboy

If you ever have any questions, ideas or comments, you can
always call on us by sending email to support@eventhero.io
tweeting to us @eventhero_io or visiting EventHero.io on
the web.

http://eventhero.io?eventbritebook_forward
https://twitter.com/gadgetboy
mailto:support@eventhero.io
https://twitter.com/eventhero_io
http://eventhero.io?eventbritebook_forward


Chapter 1: Why Should I
Care?
Using your knowledge of events, a web browser and a
smartphone or tablet, you can streamline your operations
and take complete control of your events.

Optimizing your registration system will help you:

• Attract more (and better) attendees
• Sell more (and bigger) sponsorships and exhibitions
• Improve partner participation
• Reduce stress and overall staff time throughout the
production process

• Provide smoother logistics on-site
• Create a stronger brand
• Make your event more effective and profitable
• Provide you with insights about your attendees,
speakers, sponsors, exhibitors and partners like you’ve
never seen before

How do you do all of that without a super human effort?

You use the data you’re already collecting.
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By structuring your online registration using the proven
methods that EventHero customers use, you can capture,
sort and prepare information about all your event partici-
pants and accomplish all of the above – and more.

For example: Name Badges.

For many event pros, name badges are a constant source of
pain – the kind of pain that most people wish would just go
away. Sometimes you not only need badges, but you need
different badges for different people. You know:

• Executive
• Speaker
• VIP
• Expo Only
• Sponsor
• Workshop

That sort of thing.

Did you know that you can easily let these people self-
select, and put themselves into the correct category using
Eventbrite ticket types, hidden ticket types or promo codes?

Once you’ve done that, you can generate the right badge
for the right person in each category in a couple of mouse
clicks.

Are you sorting them by hand in Excel? Well, we’re going
to help you put a stop to that madness. Because you are

http://eventhero.io/feature-set/badging/?utm_source=chapter1&utm_medium=ebook&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://eventhero.io/feature-set/badging/?utm_source=chapter1&utm_medium=ebook&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://eventhero.io/feature-set/badging/?utm_source=chapter1&utm_medium=ebook&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
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meant for something more noble than wrangling spread-
sheets. Something more noble… more Heroic.

You see, Event Heroes run their events – they don’t let their
events run them.

But to get control of your event, you need to get control of
your data. It may seem simple, but getting control of your
data will empower you to accomplish more than you ever
thought possible.

What Else Can I Do With My Data?

Badging is just the start.

Sell More (and bigger) Sponsorships

Sponsors are interested in reaching and interacting with a
specific audience. The more you know about your atten-
dees, the more valuable your event becomes. But there’s
a trade-off. The more you ask your participants about
themselves during the ticketing process, the harder it is for
them to buy a ticket. Every question just slows them down.

When Eventbrite is properly optimized, you can capture
more good data without losing ticket sales.

You’ll learn how to capture good data while streamlining
ticket sales in Chapters 3 and 5.
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Reduce Stress and Overall Staff Time

Recently, Careercast rated Event Coordinator as one the
most stressful jobs you can have. (But you knew that
already, right?)

Why is it so stressful?

Because there are a gazillion moving parts, managed by a
human being - you - or someone on your staff.

Once you have your proverbial ducks in a row (AKA,
Your Data), there’s so much you can automate through the
production process. Even the things that you can’t set and
forget, you can monitor and worry less about.

What kinds of things?

Speaker Evaluation Surveys - Imagine, instead of placing
a sheet of paper containing a survey on every participant’s
chair and hoping that they complete it, you could automat-
ically send them a text message or email with a link to an
online survey specifically for that speaker?

Even better: the survey is optimized for smartphones and
tablets, so participants can complete it immediately after
the session, when it’s all still fresh in their minds.

Even better than that: you don’t have to sort through
stacks of paper to compile responses and create reports
– they’re created for you automatically by the survey
software. In fact, you can see how people were feeling
about the speaker immediately, while the event is still in
progress!

http://www.careercast.com/slide/most-stressful-jobs-2015-8-event-coordinator
http://eventhero.io/feature-set/speaker-evaluation-app/?utm_source=chapter1&utm_medium=ebook_ch1&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://eventhero.io/feature-set/speaker-evaluation-app/?utm_source=chapter1&utm_medium=ebook_ch1&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://eventhero.io/feature-set/speaker-evaluation-app/?utm_source=chapter1&utm_medium=ebook_ch1&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
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Continuing Education Units (CEU) - Similar to Speaker
Evaluation Surveys, except now, your survey is a “quiz”
and a pass/fail grade can be awarded on-the-spot.

No more asking attendees to complete and return a paper-
based quiz or complete a web-based quiz at a later date.

Oh - and they’ll score higher. A study by Peterson &
Peterson has concluded that, withoutmemorization, people
only remember 10% of what they were told 18 seconds ago!

Just think: at your closing keynote, you can announce to
your attendees how many of them have already earned
their credits just by participating in your conference.

Real-Time Information About Your Event

Without a doubt, post-event reporting is very useful, es-
pecially if you’ll be running similar events in the future.
You can learn about what might have worked, what didn’t,
and optimize for the next time. But what about what’s
happening right now?

There are some challenges that can be overcome immedi-
ately - when you are alerted in real-time:

Using Multi-Session Attendance Tracking, you could see
that a room set up for 100 participants has 125 in atten-
dance. Then you can easily dispatch an additional 25 chairs.
That’s a Heroic level of attentiveness that your attendees
will appreciate.

http://eventhero.io/feature-set/attendee-notifications/?utm_source=chapter1&utm_medium=ebook&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://mindsandmodels.blogspot.com/2012/01/peterson-and-peterson-1959-decay-in-stm.html
http://mindsandmodels.blogspot.com/2012/01/peterson-and-peterson-1959-decay-in-stm.html
http://eventhero.io/feature-set/multi-session-attendance-tracking/?utm_source=eventbritebook&utm_medium=ebook_ch1&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
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If your exhibitors are using Real-Time Smartphone Lead
Retrieval, you can be notified when an exhibitor appears
to be underperforming in terms of the quantity of leads
they’re capturing. This gives you a chance to help them,
rather than talk them through unexpected disappointment
at the end of the show.

By monitoring arrivals in real-time, you can see when
your throughput begins to max out. You can immediately
dispatch teammembers who are stationed at under-utilized
locations to supplement your check-in staff at the registra-
tion desk using the smartphones they’re already carrying.

Shorter lines make for happier attendees.

Improve Your Next Event

Of course, all of this data can be analyzed post-event for
other points of improvement.

UsingMulti-Session Attendance Tracking, you can see if
your participants arrived early, on-time or late to sessions.

Did you notice that most people arrived late? You can then
investigate key variables such as:

• Speakers starting and ending on time
• Elapsed time between scheduled sessions
• Distance between scheduled sessions
• Breaks in the schedule where participants can get a
coffee refill, respond to urgent email, etc.

http://eventhero.io/feature-set/lead-retrieval/?utm_source=eventbritebook&utm_medium=ebook_ch1&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://eventhero.io/feature-set/lead-retrieval/?utm_source=eventbritebook&utm_medium=ebook_ch1&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://eventhero.io/feature-set/guestlist-app-check-ins/?utm_source=eventbritebook&utm_medium=ebook_ch1&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
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You don’t have to be in the dark anymore. You know what
happened and why.

Later, we’ll show you how a software company used their
data to illuminate and improve their annual user confer-
ence.

EventHero Sample Registration Report

Supporting Sponsors and Exhibitors

Let’s face it, this is what separates the pet events from the
big dogs. Managing attendees is the most difficult part of
events - that is, until you add in people who are paying
five figures or more in the expectation that your event will
drive business for them.

There are two primary areas to increase value for sponsors:
The first is to reduce the logistical effort require to exhibit
at the event, and the second is to take advantage of the
tremendous amount of data available to make it easier
for exhibitors to identify and serve attendees most likely to
be prospects for them.
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Treating Sponsors Like VIPs

By setting up a ticket type for sponsors you can allow them
to self-register and eliminate any back-and-forth regarding
price and/or allotment for exhibitor badges. There’s also
a benefit on your side here: being able to easily remove
exhibitor badges from the attendee data pool (usually they
are not attending sessions and you probably don’t want to
include their session evaluations – they tend to be biased,
especially if their CEO is a speaker).

Unlocking Event Data for Sponsors and
Exhibitors

This VIP level of service is also powered by real-time
notifications. The Eventbrite/EventHero integration allows
you to kick off emails or text messages as specific badges
are scanned. Now, you can be notified when your highest
level sponsors are in the building or attending receptions.

This service can also be extended to your sponsors so they
can be notified when their most valuable customers or
prospects are on site. This is especially useful when crossed
with attendee data.

For example, your sponsor (a database software company),
could be provided with custom reports of which attendees
were in the three database-related sessions over the course
of the conference.

This is an amazing added benefit for your sponsors to

http://eventhero.io/feature-set/vip-monitoring-notifications/?utm_source=chapter1&utm_medium=ebook_ch1&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://eventhero.io/feature-set/vip-monitoring-notifications/?utm_source=chapter1&utm_medium=ebook_ch1&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
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upgrade their sponsorship and increase your revenue for
this event.

Banish Business Cards

By taking advantage of the rise of smartphones, tablets and
software in the cloud, lead retrieval has moved to an en-
tirely new level of service. Leads (and accompanying notes)
are available immediately in the cloud, attributed to the
proper sales person and ready for review and import into
their CRM (Customer Relationship Management)system or
marketing automation systems.

Gone are the days of renting an expensive scanner for each
exhibitor. You can now offer smartphone-based scanning
for a simple flat rate to your sponsors. Their entire team
can scan with their phones, rather sharing a scanner.

Best Practices in Lead Retrieval are covered
in a free white paper that you can download
here: http://ehro.co/ebwp

Using EventHero, you can help improve the ROI for your
sponsors or exhibitors at any time by offering lead retrieval
as an add-on option.

To make events more profitable, many EventHero cus-
tomers take advantage of discounted pricing for lead re-
trieval, including it for all sponsors and exhibitors as part
of the exhibition fee.

http://eventhero.io/feature-set/lead-retrieval/?utm_source=chapter1&utm_medium=ebook&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://eventhero.io/feature-set/lead-retrieval/?utm_source=chapter1&utm_medium=ebook&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://ehro.co/ebwp
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Communicate with Attendee Groups

A hallmark of the most successful events is a proven com-
munication schedule customized for each attendee group.
What was at first limited to mailing a badge and the sched-
ule to attendees, exploded when email made it simpler and
faster to communicate with everyone involved with the
event.

The landscape has changed again. Getting permission to
SMS/Text your attendees can take your ability to manage
your event to the next level.

Customized messaging can create a better experience for
your attendees at every step, from registration all the way
through to post-event follow up. As the attendee commu-
nication plan is tied directly to logistics, we’ve laid out a
sample plan with a bunch of examples for your review in
Chapter 3.

Terms Used in this Book

Whenever possible, I’ll use standard terms from the events
industry.

However, some terms are so new that they’ve been recently
coined by providers and users of event tech; some of them
have been coined by us at EventHero while still, others,
sometimes have ambiguous meanings.

I’ll define some of these terms as they arise. For a detailed
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definition of the terms used in this book, see Appendix:
Glossary.



Chapter 2: Creating
Your Event in Eventbrite
If you’re reading this, you’ve probably already set up your
Eventbrite account. If you haven’t, you can learn more
about the process on the Eventbrite web site.

In this chapter, we’re going to create an event from scratch
so we can focus on the items that require optimization -
and tell you why they are important.

1. Create a new event
2. Name it
3. Stop. Save your progress.

Before we go any further, let’s spend some time thinking
about the type of event you’re producing. Ask yourself
these questions:

..

• Will my event take place in a single room
(“single track” conference) or will there be
multiple simultaneous activities (“multi-track”
conference)?

• Will my event take place in a single location
or in multiple locations?
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..

• Will I have social or networking activities
included as part of the overall event?

• Will I have workshops or other continuing
education happening before, during or after
the main event?

• Can everyone attending my conference par-
ticipate in all functions, or is access to certain
activities limited to specific groups?

• If there are certain groups, how will people
(including me) quickly identify which group
they belong to? How will I know what privi-
leges each group is allowed? Did these groups
pay different prices to attend?

• Will I have an expo hall or other exhibit op-
portunities, or will sponsors simply be present
during the proceedings, like any other at-
tendee?

• Do I plan to use technology to help me man-
age attendance and provide added value to
my participants?

• Will I need to communicate with all of my at-
tendees or specific groups of attendees during
my event?

Have you answered some or all of these questions? Great.

With those answers inmind, your conference or trade show
will fall under one of these basic event types (with many
possible permutations, of course).
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Single-Track Conference / Seminar
/ Workshop

Complexity: Low

This is the most basic of confabs consisting of a series of
consecutive speakers, presenters, panelists, etc. in a single
venue.

If the event runs for most of a day, you’ll have to allow time
for lunch. If the schedule is tight, you’ll probably have to
provide a catered meal so that participants can eat and get
back to the main event quickly - encouraging people to go
out for lunch can eat up precious time. (Pun intended.)

There may or may not be a reception involved, and may or
may not be exhibitors or sponsors. If there are sponsors,
they may simply be recognized from the stage or have
their company logo displayed throughout the venue or on
a projector, keeping logistics to a minimum.

Considerations when setting up Eventbrite for this type of
event include:

• Badging
– In advance
– On-site
– Multiple Badge Types or Designs
– Sponsor Branding

• Access Control (for lunch, cocktail reception, etc.)
• Check-in on arrival
• Messaging & Notifications
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Multi-Track Conference

Complexity: Medium to High, depending on scale

Now things start to get interesting. You’ll need to program
content for each track: perhaps each track will be thematic
or, maybe, one track will focus on continuing education
while the other focuses on general industry issues or best
practices.

You’ll also have to decide if all event participants can
partake in each track or if the tracks will be exclusive to
some attendees.

For instance, you might be teaching workshops in one
of your tracks so that some of your attendees can earn
Continuing Education Units (CEU). You may have certain
costs involved in providing these workshops, so you have
to charge an additional fee. In this case, you’ll want to limit
access to only those attendees who’ve paid to participate in
this track. (Access Control)

No matter how you decide to program your tracks, your
event requires a venue large enough for at least two simul-
taneous activities suitable for your number of participants.

You might have sponsors, exhibitors, etc. You may even
have a dedicated space for them to congregate and display
their wares.

You may also want to ensure that when other participants
encounter them, that they’re recognized as sponsors. This
could come in many forms - ribbon, lanyard, printed on

http://eventhero.io/feature-set/access-control/?utm_source=multitrack&utm_medium=ebook_ch2&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
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their badge, paper hat, a cape, a mask, whatever you feel
works best.

Considerations when collecting data for this type of event
include:

• Badging
– In advance
– On-site
– Multiple Badge Types or Designs
– Sponsor Branding

• Access Control (for sessions, lunch, cocktail recep-
tion, etc.)

• Check-in on arrival
• Multi-session attendance tracking
• Messaging & Notifications
• Speaker Evaluation Surveys

Road Show

A Road Show is typically an event with the same format
that makes stops in various cities. These can be national
or international events and can be as short as two stops or
sometimes dozens.

We talk about optimizing for Road Shows in Chapter 4.
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Back to Work

Now, that you’ve considered all of the above, let’s get back
to setting up your event in Eventbrite.

The Basics

1. What are you calling your event?
2. Where will it take place?
3. Start/End Date? Start/End Time(s)?
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4. Upload a logo for the event or your company. This is
just like uploading an image to Facebook.

Under Event Logo select “Choose File”
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Find and select the logo on your computer.
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Upload the logo to Eventbrite.
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Done.

Event Description

Provide all the details about your event that makes sense
on this page – and as Eventbrite will allow. (I’m sure there
must be a limit to the amount of content you can include
here, but at the time of this writing, I couldn’t hit it.)

Eventbrite.com is highly ranked in search engines like
Google and DuckDuckGo. This means that it’s considered
an authoritative source and highly relevant. It’s crawled
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frequently by these search engines, so include any relevant
information that your event participants might search for.

Be sure to include highly visible links back to your own
web site, too.

Frequently Asked Questions (FAQ’s)

Here you can answer some Frequently Asked Questions.
Yes, these might be duplicative to what’s on your web site,
but this is the most important place to include them.

Why?

Because if someone can’t answer these questions during
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checkout - and yes, this is an e-commerce transaction, like
any other - they may abort their registration.

You might lose them for a time, or forever. Don’t let that
happen.

You can write your own or use the FAQ’s suggested by
Eventbrite. If you choose the suggested questions, they will
automatically be added to your Event Description.
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Organizer Description

Who are you? Why would people want to attend your
conference or trade show? Why should they visit this
stop on your road show when it arrives in their city?

Links to your web site or perhaps a specific landing page
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with this information can be helpful here.

Social Media Links

Should you include links to your presences on Facebook or
Twitter?

It depends.

First, it depends on your audience.
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If the attendees of an event like yours participate in con-
versations on Facebook or Twitter, you should consider
including links so that they can keep up-to-date on the
event.

Second, it depends on your web presence.

If you’ve decided to use your Eventbrite event page as your
only web presence for your conference or trade show, you
may want to include it. Sometimes, prospective attendees
will follow an event or company on Facebook or Twitter
before they decide to register for an event.

However, if you’ve built a web site all about your event,
and Eventbrite is serving more as the “start of the checkout
process”, adding links to other sites might be distracting
and could cause someone to unintentionally abort the
registration process.

Here are some very broad guidelines:

• B2B event: probably best not to include these links.
• Consumer event: probably best to include these
links.

Don’t forget: you can always include so-
cial media links in the confirmation email
that gets sent to registered attendees.



Chapter 2: Creating Your Event in Eventbrite 33

Creating Tickets

This is really what it’s all about, right?

In Eventbrite, you can’t register people without Ticket
Types, so here’s where the process of registration starts.

For now, we’ll create a simple Early Bird ticket for the
people who like to plan ahead and save some money.
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Ticket Description I would advise including this de-
scription at all times, especially if you’re producing an
event with multiple ticket types and attendee designations.

For instance, let’s say you’re offering a VIP ticket for your
event that includes access to a cocktail reception. You want
to make sure that your attendees understand what they’re
getting for that registration fee so that there’s no confusion
(and possible ill will) when they arrive.

More importantly, this might be important to many of your
attendees, so you can use your description to upsell other
higher priced ticket types.
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For example:

..

The Standard Conference Ticket includes:

• Access to conference sessions
• Access to the vendor exhibits
• Breakfast
• Lunch
• More…

Access to the VIP cocktail reception is available to
VIP Conference Ticket holders only. Be sure to
upgrade to this ticket so you don’t miss out on the
cocktail reception!

Sales Channel Obviously, if you’re reading this book,
you’re going to allow online registration.

Will you also sell tickets at the door?

If so, here are a few things to keep in mind:

On-site Payment Eventbrite has great tools for selling
tickets at the door - if you accept credit cards.

If your audience might be inclined to pay with cash or
check - for instance at a consumer expo with a low ticket
price - you’ll have to consider this as part of your workflow.
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On-site Badging Since we didn’t know this person was
coming and you’re probably using uniquely coded name
badges, you don’t have a badge for her. You’ll need to
consider on-site badging as part of your workflow.

Services like EventHero are designed to streamline on-site
badging while still enabling the use of QR-coded name
badges. This means nomatter when you print your badges -
in-advance or on-site - they can be used for Multi-Session
Attendance Tracking, Access Control, Notifications, Mes-
saging, etc.

Capturing Attendee Data On-Site In my opinion, this is
the biggest challenge with on-site registration.

If you’ve read this far, you and I are probably in agreement
that having accurate and useful data is important to opti-
mizing your conference, trade show, expo, whatever.

We’ll discuss customizing your online registration forms
and what kind of data you should capture in Chapter 3.

When someone is completing their own registration, on-
line, in the comfort of their home or office, a 5-minute
registration process is perfectly reasonable.

But when you have a line of 100 people trying to register
at-the-door?

No way.

So, decide what information you absolutely must capture
for this event (and for future communication).

http://eventhero.io/feature-set/badging/?utm_source=onsite&utm_medium=ebook_ch2&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://eventhero.io/feature-set/badging/?utm_source=onsite&utm_medium=ebook_ch2&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://eventhero.io/feature-set/multi-session-attendance-tracking/?utm_source=onsite&utm_medium=ebook_ch2&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://eventhero.io/feature-set/multi-session-attendance-tracking/?utm_source=onsite&utm_medium=ebook_ch2&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://eventhero.io/feature-set/access-control/?utm_source=onsite&utm_medium=ebook_ch2&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://eventhero.io/feature-set/vip-monitoring-notifications/?utm_source=onsite&utm_medium=ebook_ch2&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://eventhero.io/feature-set/attendee-notifications/?utm_source=onsite&utm_medium=ebook_ch2&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://eventhero.io/feature-set/attendee-notifications/?utm_source=onsite&utm_medium=ebook_ch2&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
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For instance, is it helpful to know the answers to “Do
you recommend, purchase or approve Widgets for your
company?” or “Do you plan to purchase or lease a new car
within the next 12 months?”

Of course it is. It’s helpful for your company, your sponsors
and exhibitors.

But you can’t take the time to capture it now.

If you’re planning to use Multi-Session Attendance Track-
ing, Messaging/Notifications for Speaker Surveys or other
real-time announcements or you just want to send people
an email thanking them for participating (and tell them
about your next event) I recommend capturing the follow-
ing:

B2B Conferences, Trade Shows or Road Shows

• First Name
• Last Name
• Company
• Title
• Email Address
• Work Phone
• Mobile Phone
• Zip or Post Code

Consumer Conferences or Expos

• First Name

http://eventhero.io/feature-set/multi-session-attendance-tracking/?utm_source=onsite&utm_medium=ebook_ch2&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://eventhero.io/feature-set/multi-session-attendance-tracking/?utm_source=onsite&utm_medium=ebook_ch2&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://eventhero.io/feature-set/attendee-notifications/?utm_source=onsite&utm_medium=ebook_ch2&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
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• Last Name
• Gender
• Email Address
• Mobile Phone
• Zip or Post Code

Why are zip or post code important?

In addition to being able to reach people by
phone or email, many companies organize
their marketing and sales practices by geog-
raphy.

At a B2B conference or trade show, after a
lead is captured by scanning a badge using
Smartphone Lead Retrieval, a prospect who
works in 10018 might be assigned to a New
York City or Northeastern US sales person.

For a consumer expo, marketers can extrap-
olate demographic information based on the
zip code. They can also target future event
attendance or special offers to people who
live in certain areas.



Chapter 2: Creating Your Event in Eventbrite 40

Who Pays? Eventbrite charges a reasonable fee for pro-
cessing and managing your paid registrations but some-
times, you may need to account for how those fees are
presented to your attendees.

For instance, your organization might be a non-profit and
you may wish to make your costs transparent to your
attendees.

Alternatively, you might want to keep your pricing as
simple, round numbers, so you may choose to absorb the
cost of the transaction fees.

Or, something in between.

With that in mind, you have three options for presenting
and accounting for the transaction fees in Eventbrite.

1. Absorb the Fees. The fees are hidden from the
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customer and are simply considered a cost of doing
business for you.

2. Pass on the Fees. The fees are made visible to
your audience. In this way, you’re informing your
prospective attendee that if they want to participate
in your event while taking advantage of the conve-
nience that online registration offers, there is a cost
associated with that.

3. Split the Fees. You have the option of splitting the
cost of the transaction fees with your attendees.

How you choose to present and account for these fees will
be based on your typical attendees and the community that
you serve.

Design When it comes to design, I’m more interested in
how it affects my registration completion rate than how it
looks.

You, however, may be more concerned about ensuring that
your branding flows through to your registration process.

Luckily, Eventbrite can make us both happy.

You can choose simple branding or go all-out and cus-
tomize the branding of your page.

Here are some examples of customized Eventbrite Regis-
tration pages for B2B and Consumer events.
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Mind the Product Conference
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MindBodySpirit Festival



Chapter 2: Creating Your Event in Eventbrite 44

Keeping It Simple

Here, you’ll see the simple registration page for my event.
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Again, the use of social media can come into question here.

I would stick to the very broad guidelines, cited earlier in
this chapter.

Group Registration: To Use, or Not To Use?

Group Registration is like a general election for #Event-
Tech: everybody has data and opinions, but nobody can
agree on the right answer.

Here are the trade-offs.

Allowing group registration makes it easier for atten-
dees to buy tickets.

Everyone in web design or who studies conversions on the
web knows that reducing the friction in the process will
result in more business.

On the other hand…

…when a company admin registers 10 employees and all
have the email address “sales@acmecorp.com” and no phone
number, that data is pretty much useless.

Here are common variables our customers evaluate when
deciding whether or not to turn on group registration:

• Ticket Cost and Profit Margin. If it’s $1,500 per
ticket with solid margins, you can turn group reg-
istration on - for that price, you can have a customer
service rep call and clean up the data later.
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• LeadRetrieval. If you’re serious aboutmaking spon-
sorship or exhibition at your event as valuable as
possible, you’re going to offer Lead Retrieval - either
bundled or as an option. If the registration data is the
same for all of the 10 people cited in our example
above, captured leads will be incomplete, at best. At
worst, they’ll be completely useless.

• Multi-Session Attendance Tracking. If you only
want to count the number of seats filled in a par-
ticular session, that’s fine. But why do only that if
you can know not just how many people were in a
session, but exactly who was there? Again, our ex-
ample applies. Accurate data is key here and Group
Registration can sometimes make that a challenge.

Access Control. Do you need to allow access to certain
sessions, dinners, receptions or other activities for autho-
rized attendees at your conference? Yet again, our example
applies. If all 10 people have the same data, your ability to
control access is lost - unless, of course, you want to revert
to a good ol’ paper guest list.

With all that said,we find Eventbrite Group Registration
extremely valuable.

I’ll show you how to use Group Registration AND ensure
that your attendee data is unique and accurate in Chapter
5.

Am I Finished?
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Mere mortals would consider this a job well done, but not
you, not an Event Hero.

Now, I’m going to showyou how to activate yourEventbrite
Superpowers.



Chapter 3: The
Superpowers You
Deserve
Now that we’ve covered the basics, let’s talk about where
the real power comes from: the data you capture from
attendees.

In this chapter, I’ll show you how to:

• Optimize your registration form
• Use Ticket Types, including Hidden Ticket Types
• Use Discount Codes to allow your attendees to
quickly self-select their designation

The Best Ways to Structure
Attendee Data

Before all this technology was available, managing the
data from your event was fairly simple: contact info and
payment. Your event was judged by the attendance and by
how much income it generated.

Now, there’s so much information available about your
event than an entire team of people wouldn’t be able to
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manage it by hand. Automation is your best option, and if
you do it correctly, it will open up a whole range of new
opportunities.

But, and this is no small but, you need clean, accurate, well-
structured data in order to make that happen.

Here’s a very simple data model for a Professional/B2B
event:

..

• Participant Type/Designation/Classification (e.g.
Attendee, Sponsor, Exhibitor, Expo-Only, Part-
ner)

• Participant Attributes
– First Name
– Last Name
– Company
– Job Title
– Email Address
– Mobile Phone
– Work Phone
– Work Address
– Mailing Address

• Event Schedule
• Arrival/Check-in
• Session 1

– Room
– Speaker/Topic

• Session 2
– Room
– Speaker/Topic

• Break
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..

– Location
• Session 3

– Room
– Speaker/Topic

This basic model, gives you the data you need to automate
most aspects of your event especially for attendees.

Of course, if you gather more information about your par-
ticipants you can always use that for post-event reporting
or to support sponsorship sales. Sponsors and exhibitors
find this data especially helpful after they’ve captured a
lead using EventHero Lead Retrieval.

What might a data model for a consumer/B2C event look
like?

Very similar. Simply omit data points like Job Title, substi-
tute Home Address for Work Address, etc. You may want
to include qualifying questions, which we’ll cover later.

Key Considerations

Capturing data about your attendees is of value to you,
your event, exhibitors and partners, but what value does
providing it have to your prospective attendee? Unless you
provide them with value, they will not provide you with
data. Some kind of incentive is called for here.

http://eventhero.io/feature-set/lead-retrieval/?utm_source=eventbritebook&utm_medium=ebook_ch3&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
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Equally important, how will asking for all of this data
during registration impact your ticket sales and completion
rate?

When designing your forms, keep these general rules in
mind:

1. Only capture what you’ll need to add
value to your event operations and
your sponsors/exhibitors/partners.

2. Whenever possible, use conditional
questions to shorten your form.
(Conditional questions are depen-
dent on things like Ticket Type along
with responses to previous questions.
Wewill cover them later in this chap-
ter.)

3. If you absolutely must capture cer-
tain information and you find that
your completion rates suffer, pro-
vide more compelling incentives for
completing a long registration form.
(We’ll discuss how to get your at-
tendees to volunteer information in
Chapter 5.)

Now, let’s build some registration forms.
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Standard Fields

The standard Eventbrite registration form is fine for some
folks, but inmy experience, it’s not suitable for trade shows,
conferences or any event where attendee data can add
value to your production.

Luckily, Eventbrite lets you customize your registration
form to capture this added value.

Select Order Form from the menu.

On the Order Form screen in Eventbrite, there are a
number of options to select at the start of customizing.

One of the first options you’ll see throughout this process
is Group Registration which we’ve already discussed in
Chapter 2.

Let’s move on toAttendee Information: Collection Type:
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Each Attendee. Because we want to make sure that we
have useful data about each person, we need to customize
this form.

By default, Eventbrite includes the fields required to com-
plete a financial transaction.

These pre-selected fields are:

• First Name
• Last Name
• Email Address
• Billing Address
• Credit Card Info

Based on our experience at EventHero, for B2B or Profes-
sional events, we recommend you also include:

• Cell Phone
• Job Title
• Company/Organization
• Work Address
• Work Phone
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Recommended Standard Fields: B2B

A person’s cell phone number has become a well-protected
piece of information, so if you don’t need it, don’t ask for
it. People can be understandably touchy about giving it
up. How ever you choose to proceed, the most important
thing is to not strain the relationship you have with your
attendees. you should absolutely include language in
your registration form or terms of service that indicates
that you will only use the mobile number for this purpose
and only during the event.

Once you have collected an attendee’s mobile number,
make sure to honor what you’ve said you will do.

Having said all that, the cell number can be used to send
a wide variety of powerful notifications and alerts to at-
tendees via SMS, such as speaker evaluation surveys and
schedule change notifications.

The rest of the recommended fields listed above are critical
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for:

• Creating Name Badges
• Sponsor/Exhibitor Lead Retrieval
• Real-Time Reporting & Analytics
• Post-Event Reporting & Analytics

You can toggle the use of these fields on/off or required/op-
tional.

Save your work after this step - the save button is at the
bottom of the page.

Standard Fields for Consumer/B2C Events

For events targeting consumers, the recommended stan-
dard fields will differ. Much of your selection criteria will
revolve around your type of event, your audience and the
needs of your sponsors/exhibitors.

In addition to what Eventbrite automatically activates on
your form, I recommend you also include:

• Home Phone
• Cell Phone
• Home Address
• Gender
• Age (Ranges are fine, e.g. 35-44)
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Recommended Standard Fields: Consumer



Chapter 3: The Superpowers You Deserve 57

Adding Custom Fields

What do youwant to know about your attendees?What
do your sponsors or exhibitors want to know? What
will your attendees be willing to share? How will you
use this information?

This is where knowledge of your industry and your audi-
ence comes into play.

Let’s start with something simple: social media.

Have you selected a hashtag for your event? Will you
be monitoring social media before, during and after your
event?

If so, it will be helpful for you to capture the social media
ID’s or profile URL’s. Many social media monitoring tools
will allow you to create custom lists based on this informa-
tion - but you can’t do that if you don’t collect it.

In this example, we’ll choose the most popular social net-
works: LinkedIn, Twitter and Facebook.

Select Create a Question.

You can create a variety of question types which include:

• Text (Single line)
• Paragraph Text (Multiple lines)
• Checkboxes (Multiple responses)
• Radio Buttons (Single response)
• Dropdown Menu (Single response)
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• Waiver (Single response. Used for accepting your
Terms of Service.)

For this custom question we’re going to select Text, since
a URL is a single line.

We’re going to show this for all ticket types in this event,
but make it optional.

I recommend selecting the checkbox. “Show the attendee
answer to this question on the order confirmation.” If you
allow attendees to update their information after they’ve
registered, they can fix any mistakes that they may notice.



Chapter 3: The Superpowers You Deserve 59

You can repeat this step for Twitter ID and Facebook profile
URL.

If your sponsors and exhibitors are using
EventHero Lead Retrieval this data will
automatically be made available to them
after a badge scan.

LinkedIn and Twitter are useful for B2B
events so we always recommend asking for
them.

Now, how about something specific to your industry? Since
our example event is about Event Technology, I’m going to
create some questions specific to that.

But first, I’m going to save my work by clicking the Save
button at the bottom.

Industry Specific Questions

Since my attendees are going to be event planners, event
technology providers or journalists, let’s pick a few obvious
questions.

This information should be useful for you and your ex-
hibitors, but also make the form easy for attendees to
respond. That means, checkboxes, radio buttons and drop-
down menus – the less effort and thought it takes to
answer, the easier it will be for your prospective attendees.

Select Add another question.
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• Add your question prompt. (e.g. “I am a(n):”)
• Add your response selections

Mere mortals would be finished, but not you - let’s use
some conditional sub-questions. In this example, we’ll
add a conditional question for those people who select
“Other.”

Select Add conditional sub-questions.
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Select Add Another Sub-Question.

Under the section, “If this attendee chooses…” we’re
going to select “Other” then ask the question, “What is your
profession?”

A single line of text should be fine for this response but use
your judgement based on your audience.
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In the next screen shot, you can see all of your custom
questions at the bottom of the list. They can be moved up
and down in the appearance of your registration form - but
not above the standard fields.



Chapter 3: The Superpowers You Deserve 63



Chapter 3: The Superpowers You Deserve 64

They can also be toggled on/off or optional/required like
any standard field, without being deleted. This is great for
Road Shows, which we discuss in Chapter 4.

Custom Fields for Consumer/B2C Events

Again, much of your selection criteria will revolve around
your type of event, your audience and the needs of your
sponsors/exhibitors.

Some useful data points to collect:

..

• Information about purchase history (e.g. “Have
you purchased a car in the last 12 months?”

• Information about purchase intent (e.g.”Do
you plan to purchase a new motorcycle in the
next 12 months?”

• Information about household income (e.g.
“My annual household income before taxes is:
(ranges)” )

• Information about disposable income (e.g.
“How many children under the age of 18 live
in your household?” )

• Information about lifestyle (e.g. “In addition
to motorcycle riding, I enjoy: reading books;
movies; spending time with my family; rock
climbing)

Once again, you can use conditional sub-questions so that
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you’re only presenting relevant questions to your attendee,
while shortening your registration form and increasing
your completion rate.

Example of a Conditional Sub-Question

If you’re producing the International Motorcycle Show, you
can create a set of questions around vehicle purchase and
type.

..

• Do you plan to purchase a new motorcycle in
the next 12 months?

– If yes > What kind of motorcycle? -
Dual Sport, Dirt Bike, Modern Classic,
Touring, Sport Bike, Adventure

– If Dirt Bike > Which Dirt Bike brands
are you considering? (checkboxes: Yamaha,
Kawasaki, KTM, Honda)

– If not Dirt Bike > Would you be in-
terested in learning more about saving
money on your motorcycle insurance?
(Radio Button: yes, no)
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Ticket Types

We covered the creation of Ticket Types in Chapter 2, but
we haven’t yet discussed all the reasons why Ticket Types
are important.

Ticket Types in Eventbrite are a great way to provide
different levels of service at different prices. More impor-
tantly for you and me, they are a simple way to assign
your attendees to groups which can be used for things like
Badging. (Refer to Chapter 1 for an example.)

Putting event participants in different categories is a simple
concept to grasp and easy to accomplish.

But, what if you want to put non-paying participants into
groups, such as Speakers, Event Staff or Journalists?

You have two options:

1. Discount Codes
2. Hidden Ticket Types with Access Codes

Both Discount Codes and Hidden Ticket Types are viable,
but which one you choose will depend on your goals.

For instance, if you want to give a complimentary ticket
to a journalist but not necessarily provide any special
designation or privileges, then a Discount Code will work
fine.

Simply create a Discount Code that provides a 100% dis-
count and send it to your journalist friend. That person will
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register like any other attendee, and provide the code at the
start of the purchase process.

However, if you want to ensure that this journalist is
designated as Press - with a PRESS badge and other special
privileges - then you could, perhaps, create a Journalist
Ticket Type with a fee of $0.

Do you see a problem with this approach? I thought you
might.

If this ticket type is available on your public registration
page, then anyone who fancies themselves a journalist can
register at no charge without any vetting by you or your
staff.

One solution to this problem isHidden Ticket Types with
Access Codes.

Once you’ve vetted a journalist and have decided that you
would like to grant them access to your event, you can send
them a link to a Hidden Ticket Type, like this:

..

https://www.eventbrite.com/e/eventhero-eventtech-
conference-tickets-15253175659?access=EXAMPLE
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Other uses for Hidden Ticket Types (from the Eventbrite
blog):

..

• If you have a membership list, you can set
member names or IDs as access codes and
offer members-only tickets after they validate
their membership.

• Managing your free passes for press, spon-
sors, speakers, volunteers and others is easy.
Set up a different access code for each guest
and they can register on your official event
page, helping you accurately track total atten-
dance.

• You can designate a set of VIP tickets for your
special guests or sponsors to distribute using
their specific access code.

• You can reserve tickets for various promo-
tional campaigns, such as pre-sales or card
holder discounts, and track each campaign
with different access codes.

Access Codes are used just like Discount Codes: event
participants can visit your event page and select “Enter
Promotional Code” to view their tickets.
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Access Codes are managed on the Discount Codes page
and can only be applied to a ticket with a “hidden” status.
You can set access codes individually or upload up to
3,000 access codes at once using a .CSV (Comma Separated
Value) file.

If managing that many codes sound onerous, don’t worry:
there’s a search feature so that you can find and manage
codes after they’ve been created.

Even better: ‘-‘, ‘_’, ‘@’ and ‘.’ (dash, underscore, at-sign
and period) are allowed, so you can instruct, say, your
association members or your sponsors to use their email
address as their Access Code.

Even better than that: Just send your recipients a link that
already includes the Access Code in the URL. Their tickets
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will be visible when they arrive at your event page.

Creating Discount or Access Codes

Discount Codes andAccess Codes are created andmanaged
in the same way but again, Access Codes can only be
applied to tickets with a Hidden status. Earlier, I created a
Hidden Ticket Type and named it Journalist to match our
example, above.

Since these tickets are for a group of journalists that I’ve
invited to the event, each person will use their email
address as their Access Code.

From the left menu, select Discount Codes.
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From the Promotion Type dropdown menu, select either
Discount or Access. I’m going to use Access Codes.

We’re going to upload a .CSV file with a list of Access
Codes. In this example, I used a set of email addresses.

After selecting my CSV file, I need to apply these codes to a
ticket. I’m going to select my Press ticket, which is Hidden.

Since each code corresponds to an individual, a code can
only be used once.
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Finally, I’ll give these journalists up until the day before my
event to decide if they want to attend.

Once I select Save, I’ll be presented with a list of all my
Access Codes which I can search easily using the search
field.
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Communicate with Attendee Groups

Communicatingwith your attendeeswill be themajority of
your event communication plan, although you’ll probably
also include scheduled communication with groups like
speakers, exhibitors, and others. We introduced the concept
in Chapter 1, now let’s review the details and specific
examples.

The first step happens before the event to communicate the
registration process, information on speakers, sessions and
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venue. As your event evolves you’ll want to take advantage
of the Eventbrite native email functions, or export your
well-organized data into your own email or marketing
automation system. (e.g. Mailchimp, Salesforce.com, etc.)

Here are common messages used as part of the pre-event
mailing process:

Note: these are all email as an urgent response is not nec-
essary. Texting is considered more intrusive and requires a
higher level of trust that you must earn and don’t want to
burn prior to your event.

• Sent to Attendees: Program additions or changes,
travel-related updates, check-in instructions, dress
code, continuing education tracking instructions, so-
liciting special dietary or access requests, instruc-
tions of materials to review prior to sessions, contact
information for questions.

• Sent to Speakers: Instructions on rehearsals, A/V
requirements and support, slide deck preparation,
logistics on any speaker-only events, travel infor-
mation, directions to speaker Ready Rooms, contact
information for the event manager.

• Sent to Sponsors: PDF of the Exhibitor Guide, show
floor diagram, lead retrieval instructions, show floor
hours, check-in/out times, shipping logistics, exhibit
floor hours, information on exhibitor sponsored ses-
sions/speakers, exhibitor only events, exhibitor lounge
directions, contact information for event staff and
account representative.

http://eventhero.io/feature-set/lead-retrieval/?utm_source=eventbritebook&utm_medium=ebook_ch1&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
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Common Communications During Your Event

SMS/Texting here is useful for breaking news such as
surprise speakers, reception information, or room changes.
This is also a great promotional opportunity for your
sponsors but you’ll have to weigh this against the risk of
overwhelming your attendees.

Examples include:

• Sent to Attendees: Schedule changes, link to feed-
back survey at completion of session, daily event
news wrap up, giveaways or other promotions.

• Sent to Speakers: Text alerts to event manager for
speakers that have not checked in, A/V support
contact info one hour prior to session.

• Sent to Sponsors: Alerts for VIP check-ins at event
• Sent to Staff: On/Off duty notices, room change
info, room overflow alerts, VIP check-in alerts, any
relevant logistics.

Post Event Communications

• Sent to Attendees: Thank you message from orga-
nizer, event feedback survey link, early bird offer for
next event.

• Sent to Speakers: Link to feedback survey results
• Sent to Sponsors: Information on downloading leads,
shipping confirmations, thank you message, event
feedback survey link.
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• Sent to Staff: Reminder to return equipment, con-
firm hours reported, thank you message.

Is It Rude For Me To Text You?

Taking advantage of mobile technology is what EventHero
is all about, and it’s your key to creating an experience
better than anything attendees have had before.

Every conference planner has dealt with a room change or
speaker problem. Normally you’d have temps standing at
the door able to relay the message and perhaps with a sign
saying, “This Session Moved to Room 328”. That used to be
the best you can do, and the fact that the attendee is already
5 minutes late and it’s a half mile walk to the other side of
McCormick Place is just collateral damage.

Now, you can do better.

You know the attendee is on-site, and scheduled for the
session, so instead, they get a text message: “The session,
“Optimizing Eventbrite” has been moved to Room 328” and
they get it as soon as the change is made, sparing them a
frustrating “walk to nowhere”.

The challenge here is two-fold: most attendees are not used
to this level of engagement, and that’s because their first
thought is the fear of their mobile number being abused.
It’s not a stretch to think about those shows that send you
50 emails from every vendor the week after the event, then
envisioning them sending you 50 texts a day during the
event.
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Event planners successfully using text messages follow
these best practices:

• Be clear in setting expectations. The worst thing
you can do is frame the use of mobile numbers in
terms of advantage to the event organizer “You give
us the permission to send you text messages”. For
attendees, that’s an easy, “No thanks.” Explain it in
terms of value to the attendee: “If the sessions you
are attending change location or time, would you like
to receive updates via text messages to your phone?”
or “after each session you attend, can we send you
a short (4 question) survey about the quality of the
session via text message to your phone?” You can also
try incentives: “Attendees that complete feedback
surveys for all sessions they attend will receive an
$X Starbucks gift card.”

• Don’t send a text message when email will suf-
fice.Many events do a daily email covering the pre-
vious day and promoting the current day’s sessions
and/or receptions. In general this information is not
as important as a schedule change, so don’t send
these types of message unless attendees have clearly
opted in for them.

• Allow granularity. If this is your first event using
text messaging, attendees will be wary of giving you
carte blanche. By giving them options on both type
and frequency (which you can set up as groups on
your distribution list) you can give them options that
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will give them a greater comfort level.

For example, I’d like alerts that affect my schedule
only, featured session info (2x per day), links to
feedback surveys (after every session), daily update
(1x per day).

• Allow opting out at any time - and make sure it
works. Unfortunately, in this day and age, we’ve
been trained that getting random email is inevitable.
What separates the ones we instantly forget from the
ones we hate for all eternity is the unsubscribe link,
and whether it actually works.

• Text responsibly: make sure recipients can unsub-
scribe easily and instantly. (e.g. Reply STOP to no
longer receive Room Change Notifications)

Attendance Tracking/Access Control

There are a number of technologies that allow tracking
of attendees throughout the entire event. If your data is
correctly categorized you can have greater insight into your
events than ever before.

Again, thanks to cloud-based technology, data can be gath-
ered by anyone on the network with a mobile device and
the data is accessible in real time. For example: if you have
8 entry points in the main ballroom and a guest checks in at
an entry point, the other 7 doormonitors show that guest as
checked in. Even the event manager, three floors away in
the conference center has an accurate count of guests and
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can check who has and has not arrived (and if you need to
sound the alarm to track down your speaker).

For every event there are two types of analytics:

1. Real-time insights into problems that affect your
event and need to be monitored and reported in real
time, and;

2. Statistics that allow you to gauge how everything
went, but can be reviewed and analyzed post-event.

Real-time insights give you Super Vision: you can see
who’s arrived as far as attendees, speakers, sponsors -
basically anyone of importance. You can monitor traffic
patterns to see if your schedule is appropriate for the time
it takes to travel from place to place (possibly miles in
some huge convention centers and events with multiple
locations).
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EventHero Sample Notifications Report
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Determining speaker or topic popularity can have a
huge impact on your event. The worst feedback a pro-
gram director can get is that the popular speakers were in
the small rooms and the keynotes were empty.

Obviously you can’t fix this in real time, but this can be
a game changer for multi-day events where you could re-
run sessions or swap tracks into larger or smaller rooms as
appropriate. This can also save you fines in venues where
the fire marshals are monitoring room capacity.

There is also an opportunity to provide this
same data to your exhibitors. Letting them
tell you who their VIPs are and sending
them special promotions or providing the
exhibitor alerts based on their behavior can
benefit everyone involved. Imagine atten-
dees getting alerts such as “Based on the 3
sessions you attended, you’ll find products
from exhibitor X interesting and if you visit
booth 534 now you’ll get a $100 gift card.”

This technology can also limit many of the headaches
around tracking continuing education credits (CE, CEU, or
other variants). Attendees can be scanned at the door and
can scan again at exit, or can be texted links to provide
feedback and/or verify their attendance in the sessions.

Post-event analytics now give you a more accurate picture
than ever before about how everything went and what you
can improve for your next event.
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Attendee surveys can be overkill, but a simple message
saying “Thanks for attending our event, if there’s anything
you’d like to tell us about for next year here’s our contact
information,” at least gives attendees the opportunity.

Speaker Analysis

Speaker Evaluation Survey on a Smartphone

Speaker analysis is overdue for disruption.

The old way: getting 20% of the audience to fill out the
forms lying around and dropping them off at the back of
the room.

The new way: since attendees have been checked in at the
door you are then able to trigger a text message one minute
before the session ends with a link to an online survey. Add
into themix the Eventbrite integrationwith SurveyMonkey
and it’s simple to gather information from your attendees
and exhibitors.
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No paper, no labor collecting and tabulating responses, and
real time results.

Even though you can provide real-time
feedback to speakers, should you?

Probably not.

We suggest waiting on that until the event
is over to avoid any uncomfortable discus-
sions on site.

The most fascinating part of post-event analysis for us at
EventHero has been the ability to see the path of the at-
tendee’s day and use this information to improve logistics,
the quality of the content at the event, and do a better job
connecting attendees and exhibitors when appropriate.

EventHero Sample Session Report
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By using check-in times to see where attendees are late
allows you to do a better job with the schedule at the next
event (but of course we also see events where chronically
late attendees will always be the status quo, and that
requires different solutions).

EventHero Early/Late Attendance Report
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EventHero Early/Late Attendance Detail Report

Tracking data also allows you to providemore value to your
exhibitors. The day when giving any exhibitor your entire
attendee list will come to an end.Many big events deal with
complaints from attendees because they receive a deluge of
email in the days following the event.

Of course, attendees have a work around - they sign up
everybody with Jimmy the Intern’s email address. This
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doesn’t do anyone any good and becomes a data corruption
problem.

What if your event could respect an attendee’s email by
only letting vendors with related products contact an at-
tendee. Attendees get email that’s actually relevant to what
they came to the event to learn about, and exhibitors no
longer “spray and pray” by sending email to everyone,
leading to the inbox overload problem - and ill will.

Sponsored sessions are at the core of many top-level ex-
hibitor packages, imagine if you could tell the exhibitor
they’ll be able to send an email to all the attendees that
rated their session well.
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Case Study: MongoDB World 2014

..

MongoDB used:

• Multiple Badge Designs - to easily identify
attendee types

• Lead Retrieval - for exhibitors to scan atten-
dees for follow-up

• Monitor Registration - to learn about peak
check-in times

• Multi-Session Attendance Tracking - to know
which sessions were best attended

When a next generation database provider started
running live events they needed event software that
was as agile as they were.

MongoDBhas been enjoying explosive growth.While
past enterprise database systems were designed for
corporate use, this generation of databases has to
deal with instant accessibility, reporting and data
collection for the entire internet. Instant response
for millions of users are the new table stakes, and
MongoDB delivers.
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Like any other fast-tracked tech company, MongoDB
began to run live events to educate their customers
and prospects. By the nature of their business they
focus on properly using data to measure the ef-
fectiveness of their events, and to leverage data to
reduce costs.

While many companies can print badges or handle
online registrations, EventHero’s unique ability to
capture data without any additional hardware made
them the perfect fit for MongoDB.

Dina Jacobson, Manager of Global Events at Mon-
goDB, had specific challenges she wanted to address
for her event. She neededmultiple badge designs and
lead retrieval services, but also wanted to work with
a vendor with an eye to the future.

“We wanted to be able to monitor the speed and effi-
ciency of check-ins. Having real-time reporting lets
us understand how future events should be staffed.
Rather than always having extra staff on hand “just
in case” we are able to control costs and still ensure
a fast and accurate check-in for all our attendees.”

In addition to real-time analysis of the check-in
process, Dina also wanted to be able to track session
attendees to see which sessions were most popular
with attendees so that they could know for certain
what types of sessions are most likely to attract
attendees to future events.

John Federico, CEO and Co-Founder of EventHero
explains: “It’s a difficult balance. Event managers
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know which sessions are the most technical, and
should be most attended, but people vote with their
feet. Understanding what topics are most popular,
and more importantly, which ones are not perceived
as worthwhile for attendees make it much easier to
put together a conference that attendees are willing
to take time out of the office for. The fact that our
customers can quickly and accurately track atten-
dance without renting or buying additional hard-
ware gives our customers powers they’ve never had
before.

With rapid check-ins at the door MongoDB was
able to not only see which sessions were a draw,
they were also able to see patterns in attendance.
For instance, sessions in the outer rooms caused
the majority of attendees to arrive late, providing
insights for Dina and her team to improve future
events.

“It was surprising to me how many of our team
members took advantage of real time alerts” Dina
told us. “EventHero lets you set up text or email
alerts for specific attendees. Our sales staff was able
to see when their customers arrived on-site and were
able to make personal visits without having to wait
around all day hoping people would show up. Over
3,000 alerts were triggered over the three days. Not
only do the salespeople get this real-time visibility,
the data was also added to their customer records in
Salesforce.com so the history is updated for them.”

The last piece of the puzzle for MongoDB was lead
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retrieval. As with most corporate technology events,
exhibitors want the ability to scan badges for prospect
data. Nobody wants to collect business cards and do
data entry when you can scan a badge with your
smartphone, easily tag records and then have all that
data imported into Salesforce.com.

John explains: “Our customers knowwhich exhibitors
are doing the best job of engaging prospects and
what the benefits of better placement on the exhibit
hall floor can mean. It’s much easier to re-sign an
exhibitor when you can say ‘Hey, great job, you
made the top 5 in lead capture, and that was even
with a booth in the back row.’ Another big win here
is being able to work with exhibitors throughout
the event. If there are problems in their ability to
capture leads, we might be able to help them be more
effective on the following day.”

EventHero gives you the powers to run a super event,
instead of always having to make a superhuman
effort just to pull your event off. Visit EventHero.io
to learn more.

http://EventHero.io


Chapter 4: Optimizing
for Road Shows and
Expos
While every event is unique and wondrous and special like
a snowflake, just like snow, sooner or later they wind up in
a just a few kind of piles. To help you, and to illustrate how
Eventbrite (plus EventHero) can be optimized to handle
diverse events, here’s a look at the nuts and bolts of two
very different kind of events.

Road Shows or Tours

Road shows or touring events can have all the hallmarks
of the conferences, trade shows or expos with one key
difference: they’re replicated in multiple cities across the
country or the world.

Luckily, Eventbrite makes it easy to produce these - and the
integration with EventHero makes it even easier.

At any time after an event is published, you can create a
copy of that event.

http://eventhero.io/feature-set/registration-integration/?utm_source=roadshows&utm_medium=ebook&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
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This allows you to take the specifics of your event (Ticket
Types, costs (if any), etc.) and duplicate them so you
don’t have to got through the process of optimizing each
individual event.

That’s a tremendous time savings.

Of course, since it’s in a different city, you’ll have to
customize certain details like the venue name and address,
maximum available tickets (depending on the venue) time
zone (if applicable) and perhaps the name of the event to
reflect the city where it will take place. (e.g. The Interna-
tional Motorcycle Show - New York)

On the EventHero side, our service will automatically
process these new Eventbrite events without any additional
effort on your part, so the logistics of your event operations
will also remain the same.

Like Eventbrite, similar customizationsmay be required for
the city - you might have different sponsors or exhibitors
in this city or your schedule may change since the names of
the rooms are different - but otherwise, the core structure
will remain intact.

http://eventhero.io/feature-set/lead-retrieval/?utm_source=roadshows&utm_medium=ebook&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
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Expos

Expos are about selling. There might be some content for
event participants (perhaps a keynote speech) but for the
most part, it’s all about the companies exhibiting their
wares and interacting with a community of people.

The exhibitors are there to generate new business. This can
be in the form of capturing leads from prospective cus-
tomers, initiating relationships with prospective partners
or selling product, right then and there.

At B2C events, financial transactions often take place right
on the exhibit hall floor. For instance, visit ComicCon and
you’ll find lots of vendors selling all kinds of things.

At B2B events, transactions don’t typically take place on
the exhibit hall floor (sometimes this is even prohibited
by the show organizer) so these companies are there to
generate leads, capture contact information and create an
opportunity for a follow-up.

Either case, B2B or B2C, your event data responsibilities to
your exhibitors are as follows:

1. Dependable, fast wi-fi or 4G mobile coverage
2. Lead Retrieval

Consumers expect vendors to accept credit cards, and
services like Square and PayPal Here require an internet
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connection to work. If the mobile coverage is spotty, you’ve
got to come through with bandwidth through wi-fi.

If you’re producing a B2B expo, capturing
leads will be the focus of the event.

EventHero smartphone lead retrieval works well without
an internet connection, but it’s even better with one. With
an active internet connection, leads and notes are imme-
diately sync’d with the cloud and available in real-time
for review by sales managers or import into marketing
automation systems.

With your Eventbrite/EventHero integration, QR-coded
name badges can be created in two-clicks (in advance or
on-site) and all the data that you want to share with your
exhibitors is available immediately after a badge scan -
even for those attendees who register on-site.

http://eventhero.io/feature-set/lead-retrieval/?utm_source=eventbritebook&utm_medium=ebook_ch4&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://eventhero.io/feature-set/badging/?utm_source=eventbritebook&utm_medium=ebook_ch4&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://eventhero.io/feature-set/badging/?utm_source=eventbritebook&utm_medium=ebook_ch4&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
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Case Study: FIRST STEPS Home
Show

..

You could make the case that London is the most
difficult city in the world to buy a home. Between
a market that has been rock solid long before the
United States was even an idea, and property owner-
ship laws that have been around just as long, finding
an affordable home is a unique challenge that Share
to Buy takes head-on for their customers.

Part of their process to help home buyers find their
first home is their FIRST STEPS Home Show, an
event officially endorsed by the Mayor of London.
This is the major event for first-time buyers in Lon-
don. At the event, first-time buyers are able to meet
the major providers of affordable homes in London,
register their interest in specific properties, and dis-
cuss the home buying process with solicitor firms
that specialize in affordable housing.

When Nick Lieb of Share to Buy was evaluating ven-
dors for attendee badges he knew that pre-printing
wasn’t the right option for this event. “Printing badges
on demand is the only way to go for our event. It’s
simpler to correct badges in real time as they are
printed, and not have thousands of unused badges
as part of the registration process. EventHero takes
advantage of off-the-shelf Brother printers that are
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affordable, and use standard label stock. We saved
significantly over other custom badge printing solu-
tions.”

Attendees are required to register via Eventbrite
before the event. When they arrive, hopefully they
have a printed ticket. But even if they don’t, the regis-
tration staff just looks up the attendee in EventHero,
confirms that all of the information is correct and
prints a label right there.

All of the exhibitors at the event are able to download
the EventHero app to their smartphone or tablet so
they can easily scan badges. Property owners leave
with a list of buyers interested in their properties,
specialist mortgage brokers can download the data
from prospective borrowers, as can solicitors who
handle the legal side of the transaction.

For teams scanning badges they can share notes and
have the ability to see whom they’ve spoken with
and scanned in real time. Having data available in
the cloud 24/7 accelerates the home buying process
for everyone involved.

According to Nick, “All the exhibitors who used the
app commented how well it worked, and were very
grateful of the time it saved them when processing
their leads post-event. The app is available again at
my next event, and exhibitor take up has gone from
about 60% to 100% using the app.”

“I was nervous about introducing a new technology
to my event, but the team at EventHero were very
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good at responding to my (multiple) queries, and
really set my mind at ease. They provided excellent
support before and after my event, ensuring the
process of exhibitors capturing and recording their
leads went very smoothly.”

About Share to Buy: Share to Buy started as mort-
gage brokers focused on shared mortgages in 2004,
expanding into a property portal and ‘one stop shop’
in 2010. Share to Buy continues to offer mortgage
services focused on the affordable homes sector, and
as such, Share to Buy ltd is authorized and regu-
lated by the Financial Conduct Authority. We have
used our experience as mortgage brokers to build
a property portal where affordability is a key part
of the interactive experience: for each property, we
estimate the deposit needed to buy the home and the
potential monthly payments when you move in.



Chapter 5: Getting
People to Volunteer
Their Data
We’ve established that clean and complete data is im-
portant to running your event and can streamline your
event operations. But how do you get it from your event
participants?

Acquiring this data is both art and science.

The Carrot and The Stick

People have a desire for benefit and a fear of loss – and
your event attendees are no different.

Let’s start with benefits.

In our example registration form in Chapter 3, we’re asking
for a piece of data that is highly guarded: a mobile phone
number. We’d like to convince attendees to share it solely
on the basis of the value of real-time alerts, but that’s not
the only incentive we can offer.
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Money Talks or “Discounts for Data”

Not everyone is motivated by money, but if the data you
acquire translates into operational savings and future value
for you, it makes sense to give your attendees a discount for
providing extra information.

For instance, at an upcoming B2B conference, you can
create a Fast Track Ticket and a Conference Insider Ticket.

The Fast Track Ticket is priced at $495 (full price). The
registration form is simple: you’ll capture whatever data
you need to complete a transaction, create a badge and send
updates via email. This is the fastest way to checkout.

Then, there’s the Conference Insider Ticket. It’s priced at
$399, but this registration form is different: in this form, all
fields aremandatory includingmobile phone number, office
address and even qualifying questions related to purchase
history, purchase responsibility and purchase intent.

Your attendee saves almost $100 (20%) on a spot at your
conference, you’ve streamlined your event operations
and your exhibitors receive answers to important quali-
fying questions when that attendee’s badge is scanned.

Premiums

If providing a cash discount seems like too much of a
sacrifice or you feel that it’s not appropriate for your brand
or audience, then instead of lowering the cost, you can raise
the value by providing some sort of premium.

http://eventhero.io/feature-set/lead-retrieval/?utm_source=incentives&utm_medium=ebook&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
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There’s a reason Sports Illustrated gave away cheap-looking
football phones with an annual subscription for so many
years: the right premium giveaways work for the right
audience.

Here are some premiums you could consider for your
audience:

Books: The cost of a hardbound business book is around
$25 at retail. If your keynote speaker is a published author
with a popular book, offer one to attendees who complete
a full registration form.

You can negotiate bulk discounts with the publisher to
reduce your costs, but the perceived value will still be the
full retail price.

Of course, it doesn’t have to be a book from one of your
speakers - it can be any book that your attendees might



Chapter 5: Getting People to Volunteer Their Data 101

find valuable - a business best seller, an industry-specific
book, etc.

Even better: eBook versions. The full retail cost of an
individual ebook is probably less than the price you’d
negotiate with the publisher for volume discounts on the
hardbound version - and you don’t have to deal with
shipping or distribution upon arrival. You will however,
have to manage your electronic distribution, which has its
own logistics.

VIP Access: Instead of providing a physical or digital
premium, offer an exclusive invitation to a cocktail recep-
tion/lunch/roundtable discussion/whatever for attendees
who complete a full registration form.

Depending on how you’ve structured your event, it can
sometimes be relatively inexpensive to add an additional
person to a guest list - but the perceived value can be
very high.

My Way or The Highway

What if your conference was offering something so impor-
tant that your attendees just had to comply and provide the
information you want?

Now, no one likes to feel bullied, so I’m not suggesting that
kind of tactic. However, there’s nothing wrong with telling
your attendees that you’re doing something new this year.

For example:



Chapter 5: Getting People to Volunteer Their Data 102

..

This year, you can earn your Continuing Education
Credits before you even leave the conference! Immedi-
ately after each session, while everything is still fresh
in your mind, we’ll send you a link to a quiz. This
link will be sent to you via a text message so you can
complete it right on your smartphone!

Once you have the mobile phone number, be sure to follow
the best practices on opt-in/out and granularity we cover
in the discussion on Communicating with Attendees.

The Trick that Makes it All Work

As powerful as giving a discount for data is, you should
know that you can’t do it using a standard Eventbrite
registration form. But don’t worry: I’m going to show you
how Event Heroes make it work.

First, here’s why it doesn’t work.

Eventbrite registration forms (Order Forms) are powerful
tools. They allow you to create custom questions and even
conditional sub-questions. But in our example (offering a
discount for data), we can’t currently have a field that is
optional in one Ticket Type but required in another.

Let’s use our often-cited example of the Cell Phone number,
then I’ll show you the solution.
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Eventbrite has a standard field for Cell Phone in the order
form tool, which is great. With that in mind, we’re going
to include that field in our full-price ticket and set it as
optional.

Now, for the discounted ticket, we’re going to create a
second question. For the purposes of clarity, we’re going to
call it Mobile Phone (instead of the standard Cell Phone)
and make it required.

Don’t forget: when creating this custom question, you’re
only going to show this required field for your discounted
ticket.

…and here’s the finished product. Notice that Cell Phone
does not appear on this registration form.
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You can easily map this Eventbrite custom question to the
correct field in EventHero so that you can use it send text
messages to your attendees.

http://eventhero.io/feature-set/attendee-notifications/?utm_source=incentives&utm_medium=ebook&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook
http://eventhero.io/feature-set/attendee-notifications/?utm_source=incentives&utm_medium=ebook&utm_content=eventbritebook%20lead%20retrieval&utm_campaign=eventbritebook


The End. Sort Of.
Writing this book has been a lot of fun. We loved sharing
the things that we’ve learned with other event organizers.

But it’s not finished.

In fact, I don’t think it ever could be.

You see, event tech changes constantly. There’s no way
that this book will continue be up-to-date in a year.

But don’t worry - we’ll update it.

In the meantime, be sure to visit the EventHero blog
and subscribe to The #EventTech Digest where you’ll find
anything and everything that we’ve learned since this book
has been published.

http://eventhero.io/weblog/
http://eventhero.io/eventtech-digest-subscribe
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• Access Control: The practice of using coded badges
that can be scanned to determine if an attendee has
the right to enter a specific session or other part of
the event.

Example:All attendees, free or paid, may have access
to the Exhibition Floor but only paid attendees can
go into educational sessions. Also useful for VIP or
speaker receptions.

• Attendee:Onewho attends a conference, trade show,
expo or road show, often requiring registration and/or
purchasing of a ticket.

• Audience Response System: Any system that col-
lects feedback from the audience in a session. More
recent event technology allows attendees to send
feedback or questions via a computer or mobile
device.

• Badge Design: The design, layout and dimensions
of a name badge.

• Badge Stock: The raw material for badges, either
heavy stock paper or plastic blanks.

• Badge Type: The rights and privileges assigned to
the holder of a particular Badge Design. (e.g. Spon-
sor, Exhibitor, Exhibits-Only, Staff)
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• Badging: The process and workflows involved in
organizing, creating and distributing badges to at-
tendees.

• Bar Code: An encoded image that stores data that
can be read by a bar code scanner. (See Scanner
Hardware)

• Booth/Stand: A sponsor’s display at the Expo. Stan-
dard booths can range from a single pedestal to to
a single table or 10ft. x 10ft. area, and can go 80ft. x
80ft. or larger for major sponsors.

• B2B: Business-to-Business. Industries that sell to
other companies as opposed to individual consumers
(B2C).

Examples: Enterprise Software is B2B, boats are B2C.
• Check-in on arrival:When an event participant ar-
rives, they typically check-in at a registration station
to inform the planning team and to pick up a badge.

• Conference: An annual event with many sessions
for attendees, but there are no rules around the use
of the term, could be any gathering of like minded
people.

• Consumer/B2C: Events produced for individuals
and families. (And companies that would like to sell
products and services to them.)

Examples: The InternationalMotorcycle Show; Comic-
Con.

• Continuing Education Units (CEU): A CEU is a
unit of credit equal to an amount of time that some-
one participates in an accredited program designed
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for professionals with certificates or licenses to prac-
tice various professions. (Attorneys, Doctors, Den-
tists, Physical Therapists, etc.)

• Event Participant: Sometimes used interchangeably
with Attendee, one who attends a conference, often
requiring purchasing a ticket. Can refer to any-
one participating in your event (sponsors, exhibitors,
speakers, etc.).

• EventHero Certified Partner: A vendor that pro-
vides a service to event professionals that has a
proven track record with EventHero of providing su-
perior value to their customers. Many certified part-
ners have integrations with EventHero, eliminating
work for event organizers such as data importing and
exporting.

• Exhibition: See Expo and Exhibitor. Usually in-
cluded with Sponsorship Packages.

• Exhibitor: A company that pays for the privilege of
a booth in the Expo hall (or “on the show floor”).

• Expo: (Short for Exposition.) For events with many
sponsors it’s common to have an area of the confer-
ence set aside for attendees to visit with the sponsors
and learn about their products. Large conference
centers in major metropolitan areas are built for
these types of events with huge (100,000+ foot) floors
that can be divided into sections for sponsor booths
or stands.

• In-Advance Badging:When an eventmanager prints
attendee badges (or has them printed by a third
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party) prior to the event.
• Label Printer: A printer that specifically prints la-
bels which can be adhered to the face of a blank,
branded badge.

• Label Stock:Adhesive-backed paper suited for print-
ing labels from a dedicated label printer.

• Lead Retrieval: As exhibitors work the expo they
often collect data from the attendees they speak with
on the floor. This data is gathered through a Lead
Retrieval system, a system that allows the exhibitor
to scan the badge of the attendee, which is encoded
with the attendee’s contact information and is faster,
simpler, andmore secure than trading business cards.

For Consumer/B2C shows, these are evenmore valu-
able as most people don’t carry personal (not related
to business) cards.

• Messaging: Any software that delivers real time
messages to its users, usually in the form of email
or text messages.

• Multi-Session Attendance Tracking: Software that
tracks individual attendance at conference sessions.
Tracking attendance has a variety of value proposi-
tions depending on your type of event.

• Multi-Track/Multi-Session: When attendees have
multiple session options during the day. Contrast to
Single Track, defined below.

• Name Badge/Badge: An attendee’s credentials for
the conference, usually a paper or plastic card worn
around the neck or on a shirt with a clip. Usually
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has the attendee’s first name in large print for easier
introductions among conference attendees.

Badges have become an integral, versatile, multi-
purpose management tool for events.

In addition to making it easy to identify attendees
by name and to facilitate networking, they can also
serve as tools for tracking attendance at sessions,
granting access to sessions, lead retrieval & event
apps, among other things.

• Notifications: Any alerts, usually sent in the form
of text messages or email, about the status of your
event.

Example: For a black tie dinner you receive a text
message when the check-in rate is at 90% so you
know when to start the presentation or if you have
to delay to allow more attendees to arrive.

• On-Site Badging: The alternative to “In-advance”
badge printing, the printing of a badge at the event
when the attendee arrives.

Most events will use a combination of In-Advance
and On-Site Badging. Pre-printing keeps costs down
and check-in fast while on-site printing enables last-
minute registrations, changes or substitutions.

• Post-event reporting: Reports used to examine an
event, but are not available during the event, either
because of a lack of real-time data flow, or because
the nature of the report only makes it useful post-
event.
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Example: A sessions attended per day report is most
useful after the completion of the event.

• Printing Method: Paper or plastic? Badges can be
printed on a variety ofmediums both in-advance and
during the event. Each has its pros and cons. Cost,
ease of use and eco-friendliness usually steer event
planners toward paper. Your decisions may vary.

• QR Code: (Short for Quick Response Code) An en-
coded image that stores data that can be read by a
QR code scanner, typically a smartphone or tablet
with a camera.

This versatile code can store a variety of data types
and are easily scanned/read by any device with a
camera and supporting software.

• Road Show/Tour:A conference that brings the same
sessions to multiple cities. These “Traveling Shows”
have a unique set of logistics, and, in the United
States, often tour the secondary or tertiary markets
(cities smaller than the largest cities).

Example: The DCI Marketing Automation Event is
the same set of sessions presented March 1 in Dallas,
March 3 in Baltimore, and March 15 in Seattle.

• Room: A single meeting space within a venue, used
for sessions.

• Real-time event management (AKA Closed-loop
event management): As all data points being cap-
tured for an event are integrated, the event manager
can get accurate information about an event in real
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time. Also referred to as Closed-Loop in regard to
the data which flows unbroken through all systems
(commonly through an enabling center point as this
is more stable than a single linear chain.)

• Real-time Monitoring: The ability to monitor the
activity at your event as it’s happening, through an
online dashboard. This includes metrics like:

– Participants in attendance - a raw number
– Who’s in a particular session (Title, Position,
Gender, etc.)

– Rate of participant arrivals - how many are
arriving per hour

– Participants in a current session - multi-session
attendance tracking

– Participants at breakfast - multi-session atten-
dance tracking, (good for verifying meal costs
or ensuring enough food)

– Performance of captured leads by exhibitors -
exhibitor performance

– Participants who have earned CEU credits -
attendee performance

– Percentage of participants who have completed
speaker evaluation surveys

• Real-time Reporting & Analytics: A component of
Real-Time Event Management. Any event reports
taking advantage of data generated during a show
that are presented for review during the show (i.e.
“real-time”). Common uses are to confirm registra-
tion is working properly and that key personnel are
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in place as required.
• Scanner/Hardware Scanner:Dedicated devices used
to scan badges as part of the lead retrieval process.
Typically, this is hardware that is many generations
behind, overdue to be retired and replaced by smart-
phone scanning software.

• Session: Individual presentations that comprise a
conference or event.

Example: The two-day conference had five one-hour
sessions per day, separated by meals and receptions.

• Single Track: Some events make a big deal about
having a common attendee experience, so instead of
multiple tracks, all attendees see the same sessions
in the same order. These sessions are often more
focused on the communal aspect of the conference
as opposed to offering learning for a broad base of
people on hundreds of topics.

Example: TED is a classic Single Track event, at the
other end of the spectrum would be the Dreamforce
conference with thousands of sessions so that no
one’s experience is like any other attendee’s.

• Smartphone scanning software: Apps used to scan
badges as part of the Lead Retrieval, Check-in, Ac-
cess Control or Multi-Session Attendance Tracking
processes.

• Social Media: Networks that facilitate communica-
tion among friends, colleagues or the public such as
Twitter, Facebook, Instagram and Pinterest.
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• SocialMediaMonitoring: The process of examining
and reporting on content posted in social media.

• Speaker Evaluation Survey: A survey sent to at-
tendees so they can evaluate the presentations they
attend. This improves the quality of sessions and can
be used to eliminate presentations that are really just
advertisements.

• Sponsor: Many Vendors want access to conference
attendees, and are willing to pay event organizers to
interact with them, typically as part of the event’s
business model. It’s not uncommon for event man-
agers to make the majority of their income from
sponsors willing to pay for the privilege.

• Sponsorship: The act of sponsoring an event, in-
cluding the privileges provided to the sponsor in
exchange for their fee. The benefits the sponsor
receives can vary greatly and may include space on
the exhibit floor to show their products, a logo on
event signage, or an opportunity to address attendees
for a few moments from the stage.

• Sponsorship Packages: Sponsors may be designated
by their level of involvement. As the sponsor’s pay-
ment increases, so does their involvement with the
show and/or access to show data.

Example: The Bronze Sponsor package at $3,000
includes a 5ft. x 5ft. kiosk on the show floor and
no access to attendee data. TheDeluxe Sponsorship
package at $900,000 includes a 40ft. x 40ft. booth at
the front of the Exhibition Hall and the entire at-
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tendee list with session attendance for the exhibitor
to market to.

• Survey: - See Speaker Evaluation Survey
• Track: For events with large number of sessions,
the sessions are often grouped by similar topics or
audience types to make it easier for attendees to
figure out which sessions are appropriate for them.

Example: The Annual Superhero Conference had
separate tracks for Marvel and DC characters.

• Trade Show: Large conferences organized around
specific industriesmay be referred to as Trade Shows.

Example: TheNational Restaurant Association’s NRA
Show is that industry’s premier trade show bringing
over 40,000 attendees to show off the newest for
restaurant operators and suppliers

• Venue: The location of the conference, often a Hotel
or Conference Center

• VIPMonitoring: Better attendance tracking systems
will allow you to specify who the VIPs are and send
your text or email notices as conditions are met.

Example: You can receive a text message when your
keynote speaker checks-in, or receive a text message
if that speaker hasn’t checked-in 30 minutes before
she’s scheduled to go on stage.
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