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Products, trends and sparks of genius  
to up the ROI on your next program

Planners seeking to generate new revenue streams 
and sponsorship opportunities can look straight 
down at their mobile event app. Since between 50- 
and 90 per cent of attendees use the technology 
to navigate conferences and trade shows, spon-
sors understandably want to reach them where it 
counts: in the palm of their hands. Here are some 
effective ways to drive more revenue from your 
event app:

IDENTIFY YOUR SPONSORS’ GOALS: Ideally, 
sponsorship should be interactive, emotional, 
relevant and immersive, says Aidan Ryan, director, 
customer success at EventMobi. The best way 
to sell sponsorship opportunities is to help your 
sponsors see how the value aligns with their goals. 

“If you’re running an event and pitching spon-
sorship packages, match them up to be true 
sponsorships for the event, rather than pure adver-
tising,” explains Ryan. For example, a client might 
want to increase brand awareness around a new 
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product launch, reach a different audience or tout 
its corporate social responsibility efforts. Present 
something that furthers this goal, and you’ll cash 
out, says Ryan.

OFFER EXCLUSIVITY: Sponsorship options can 
be overwhelming, notes Kerry Plowman, product 
marketing manager at QuickMobile. 

“Not only do you need to define the advertising 
opportunities that may be valuable to a sponsor, 
you must attach a value and group them into ele-
gant packages that make sense,” says Plowman. 
QuickMobile’s free event app sponsorship tem-
plate identifies areas that can be used for spon-
sorship activation. 

“For example, a splash page or push notifica-
tion will get a lot more eyeballs than being one of 
many companies listed on a sponsor roll. Things 
like a ‘Welcome to the event’ message pop-up can 
only be done one time, so they have a little more 
exclusivity and value attached to them.”

SHOW ME 
THE MONEY!

Options for exclusivity include dedicated profile 
pages in the menu, or eye-catching links to assets 
such as downloadable content. 

SHARE THE SPOTLIGHT: Most apps allow 
planners to host multiple sponsors, says Ryan, 
so you can sell exclusive rotating banner ads 
appearing throughout the app for an entire day, 
for example, or live digital signage visibility. 

“If you’ve got three platinum sponsors, and a 
three-day event, that’s a match made in heaven,” 
he says.

Because attendees study the floor plan often, 
maps are an ideal place to sell ads. Planners can 
offer advertisers interactive mapping options, 
where sponsors are highlighted with pins acting 
as links to company information. w
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LEVERAGE SPONSORED SURVEYS, POLLING 
AND GROUP DISCUSSIONS: Everyone loves to 
know what potential customers want, and that’s 
especially true for advertisers testing new services. 
Sponsored surveys within event apps provide great 
feedback, especially if they’re showcased on a 
social wall. Live polls can also be monetized at cer-
tain times during the event, such as after a prod-
uct launch, while sponsors can also purchase the 
chance to engage with your delegates in special 
group chats. Just make sure you negotiate when 
push content goes out, says Ryan. You don’t want 
attendees getting texts during a breakout session.

INCORPORATE GAMIFICATION: Offer sponsors 
a game challenge, which encourages delegates 
to interact with them through scavenger hunts or 
quizzes that include challenges, badges or social 
sharing. Gamification results in more foot traffic 
to booths, notes Ryan, and can be tailored to 
sponsors’ goals.

“Sponsors come up with three company-related 
questions, and attendees come to their booths, 
get the answers and receive points towards a big 
prize, such as a trip,” adds Plowman. “We’ve done 
some where you had to upload photos, and tweet 
out from the app.”

BRING ON THE BEACONS: Beyond placing 
corporate logos everywhere, Plowman sug-
gests using built-in, proximity-based beacon 
technology to highlight sponsors. Beacons use 
Bluetooth Low-Energy wireless technology to 
pinpoint attendees’ location, allowing sponsors 
to connect via the app, which triggers notifica-
tions to your guests. 

“On your trade-show floor, if one of the exhibitors 
had purchased this function, they can display a 
custom message, pop-up or brochure so that when 
people walk by their booth, their app would light 
up and say, ‘Hey, we’re running a discount. Want 
to find out more?’” he says.

Whether you use basic or custom functions in 
your event app to drive more revenue, just be sure 
you don’t overdo it, cautions Plowman.

“You could flood out your entire activity feed 
with announcements from sponsors and then 
attendees just tune it out,” he says. “At a trade 
show, there’s less worry about over-promoting with 
push notifications, but with internal conferences, 
sometimes less is more.” 
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