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This report details findings and analysis from the Modern Event 

Marketing European Study, conducted by the CMO Club and 

compiled by Cvent. 

The study surveyed 72 EMEA CMOs and carried out one-to-one 

in-depth interviews with five leading CMOs from Vodafone, GE 

Healthcare, Tata Communications, AON, and Mercer. 

Our participating CMOs are fairly evenly split between those  

who work in a B2B environment, those who work in B2C, and  

those who work across both B2B and B2C.

 

 

 

 

 

 

 

Their responses reflect the use of events across 16 different industry 

sectors, including automotive, energy, retail, and education. The largest 

proportion of CMO respondents work in financial services (14%), closely 

followed by professional services (13%) and technology (11%). 

According to our CMOs, 83% consider their event programmes to 

be either ‘extremely’, ‘very’ or ‘significantly’ valuable for facilitating 

revenue growth. 

 

Only 4% run events that are not tied in some way to revenue goals. 

While, 89% consider events to be either ‘critical’, ‘very important’ or 

‘important’ to accelerating the sales cycle. 

Currently, the largest contributor to event ROI is customer satisfaction 

metrics (52%), followed by new lead capturing (29%).

How valuable do you consider 
your event programmes to be 
for facilitating revenue growth?

Executive Summary

       TWEET THIS…

89% of EMEA CMOs consider 

events to be either ‘critical’,  

‘very important’ or ‘important’  

to accelerating the sales cycle.

EXTREMELY

VERY

SIGNIFICANT

SOMEWHAT

VERY LITTLE

12%

43%
28%

14%
3%

72
ASKED

When our CMOs were asked, whether or not 

their events programme contributed to their 

overall revenue goals in an efficient manner, 

57% said yes but that they needed more 

justification for board-level sign-off.

In fact, 53% of CMOs stated that proving 

ROI was ‘very important’ when it came to 

allocating budget to events. 

Over the following pages of this report, we 

put these findings into the context of how to 

show evidence of successful event marketing 

and prove event programmes to be an asset, 

rather than an unquantifiable expense.
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Event marketing has evolved for a digital age. With consumer habits 

constantly changing in line with advancements in technology, social 

media platforms and online advertising, brands are investing in 

live experiential campaigns in order to reinstate a more personal 

relationship with targeted audience groups, and provide them with 

content they’ll want to share. 

For brands to cut through, build trust, develop relationships and 

increase engagement from more demanding audiences, they’ve 

needed to shift focus from products to experiences. In a world where 

trust is now our most valuable commodity, events have taken on 

renewed status as part of the marketing mix. 

Face-to-face interaction is now vital in a digital content-saturated, 

GDPR-regulated landscape. It provides a live interaction which is 

sensitive to brand values, impactful, memorable and capable of 

generating a lasting and positive impression.

We live in a world where people have the choice to install ad-

blocking software, filter out messages from their social feeds that  

no longer resonate, opt-out from lazy email list mongering, and  

reject brand content not considered authentic or meaningful to  

their everyday lives.  

Take GDPR as an example. With the EU regulation now enforceable 

by law, people have a rapidly growing sense of the value of their 

personal data, an increasing awareness of their right to privacy.

Event strategies boost their business bottom line by producing  

new customer leads, driving consumer advocacy, amplifying  

brand awareness, and generating both physical and online sales.

‘ A lead generated by an event 

is completely different to a lead 

generated by any other source. 

They are more committed, they’ve 

invested more time and energy 

in establishing a face-to-face 

relationship with you and sharing 

their wants and needs. I’ve never 

been able to find another marketing 

channel with the same consistency 

of qualified lead generation.’

The value of event programmes

       TWEET THIS…

83% of EMEA CMOs consider 

their event programmes to 

be either ‘extremely’, ‘very’ 

or ‘significantly’ valuable for 

facilitating revenue growth. 

Phil Clement 
Former CMO at AON
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CMOs pursue event marketing strategies for different reasons  

but all roads eventually lead back to the business bottom line. 

According to our European CMO survey, only 4% run events which 

are not tied in some way to revenue goals. While, 89% consider 

events to be either ‘critical’, ‘very important’ or ‘important’ to 

accelerating the sales cycle. 

 

 

 

 

         Brand Awareness & Thought Leadership 

Establishing and building brand is essential for driving revenue 

and growing your business. Events provide a managed 

environment, in which you can control the messaging, educate 

and establish your brand as a thought leader, introduce new 

products and offers, cultivate a brand identity, and encourage 

advocacy via social sharing or word-of-mouth.

         Lead Generation 

Taking your brand to different audiences will result in face-to-face 

interaction with potential new customers. One or more of these 

interactions could result in an important customer acquisition. 

People who engage in a live environment have already expressed 

interest in your brand. By creating a memorable live experience 

and ensuring that lead data is effectively captured and followed-

up, you will convert more leads into sales. 

         Customer Satisfaction and Engagement 
CMOs know that the biggest return on marketing investment is 

the retention and growth of an existing customer base. That’s why 

there’s no substitute for events that drive positive and personal 

interaction to build loyalty. Customers who engage with authentic 

brand content are more likely to recommend that brand to their 

friends, amplify brand messaging via social channels, and choose 

a particular brand over its rivals, based purely on a positive 

emotional response achieved via a live experience. 

How event programmes 
contribute to the bottom line

       TWEET THIS…

Customers who engage with 

authentic brand content at events 

are more likely to recommend 

that brand to their friends, amplify 

brand messaging, and choose a 

particular brand over its rivals.

Glenn Thomas 
CMO, GE Healthcare 

CRITICAL

VERY IMPORTANT

IMPORTANT

SOMEWHAT IMPORTANT

OF LITTLE IMPORTANCE

10%

39%40%

8%
3%

72
ASKED

How important are face-to-
face events in accelerating 
the sales cycle?

Top 3 reasons to connect with 
people in a live environment

1

2

3

‘ The complexity of the selling 

process to healthcare providers 

is high, so there is only so far you 

can take the customers using 

digital. Getting in front of these 

customers in a face-to- face 

environment is paramount.  

 

The ability to engage large 

numbers of customers at scale in 

an exhibition or event environment, 

and have the right conversations, is 

super-powerful in terms of customer 

impact and marketing returns.’
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       TWEET THIS…

When CMOs were asked if their 

events programme contributed to 

their overall revenue goals in an 

efficient manner, 57% said yes but 

that they needed more justification 

for board-level sign-off. 

When our EMEA CMOs were asked, whether or not their events 

programme contributed to their overall revenue goals in an efficient 

manner, 57% said yes but that they needed more justification for 

board-level sign-off. 

This justification comes from effective analysis of set metrics  

for success. 

These can include, but are not limited to, lead generation, customer 

satisfaction, attendee engagement, social media activity, net 

promoter scores, customer retention, sales booking and revenue 

targets, plus attendee turn-out. 

Effective measurement 
for events

Do your events contribute to 
your overall revenue goals in 
an efficient manner?

YES

YES, BUT MAY
NEED PROOF

NOT SURE

NO, EVENTS ARE NOT
TIED TO REVENUE

NO, EVENTS AREN’T DELIVERING
ROI RESULTS AS EXPECTED 

17%

57%

17%

4%
5%

72
ASKED

‘ We work very hard to engage sales 

people and get them to understand 

our objectives so that they can 

nominate the right people for us 

to invite to our events. If sales 

people can’t be in the room during 

the event, we make sure that they 

understand what’s happening, they 

receive the outputs and they’re 

given all the resources necessary to 

ensure effective follow-up’

Catherine Walker 
CMO, Vodafone



Modern Event Marketing Europe 7

‘ We analyse event registrations 

and track event attendance 

through our marketing automation 

software, which is linked to our CRM 

system. So any leads or specific 

engagement can be segmented  

and tracked all the way through  

to opportunity and outcome’

Amy Scissons 
CMO, Mercer Growth Markets Region

         Set goals for establishing success benchmarks 

What are the objectives for each activity within your event 

programme? Establishing these goals will allow you to 

document specific measures of success before each event 

and communicate to board-level so that everyone understands 

the different strategies. This in turn will help create a company 

culture of capturing appropriate data, analysing success against 

stated objectives, and investing in technology that will help 

improve event strategies. 

 

         Establish marketing and sales plans for each event 
Since the goal of most events is to accelerate sales among  

new and/or existing customers, involving sales personnel in  

all aspects of event planning (pre, during and post) is crucial.  

 

An engaged sales team, working towards established metrics 

for success will help recruit appropriate attendees, deliver key 

messaging during the event, capture relevant data and follow-up 

qualified leads in a timely manner. Data captured throughout 

the attendee journey can be vital for more personalised and 

informed follow-up sales conversations. 

 

 
Deliver a more meaningful and memorable experience 

Metrics that rely on post-event feedback and lead follow-up  

are substantially improved by high quality event management 

and a seamless event experience. 

 

Incorporating event technology such as a mobile app, 

gamification, interactive screens, and delegate tracking  

will provide instant data on engagement across the attendee 

journey, and help marketers to analyse, adjust and iterate in  

real-time for an improved experience. 

 

 
Incorporate lead management into post-event follow-up 

In order to activate post-event follow up in a timely manner  

and to accurately assess the impact of a particular event, 

attendee data must be quickly integrated with both the 

marketing automation systems and CRM platforms used for 

other aspects of a company’s marketing and sales operations. 

This allows for a more seamless event lead follow-up and higher 

success rates of lead conversion. 

 

 

2

3

5

4

Measure both the experience  
and the sales impact 
Create both executive and functional 

analytics dashboards. Both ROI and 

ROO information should be presented 

succinctly and tied-in to sales indicators 

for C-suite understanding. 

 

Other data such as attendance 

reports, satisfaction ratings, presenter 

evaluations, and cost-efficiency 

measures will help event marketers  

to make ongoing improvements to  

the effectiveness of their programmes. 

 

CMOs can help guide their event 

teams in preparing C-level appropriate 

reporting and help them move past the 

activity reporting, which is common at 

many companies today.

1

5 Steps to Improving 
Measurement Effectiveness
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The number one, most pressing 
challenge for CMOs looking to  
produce more effective event 
programmes, is proving the ROI, 
according to our European study.

In fact, 53% of CMOs stated that 

proving ROI was ‘very important’ when 

it came to allocating budget to events.

Proving Return on Investment is 

challenging because not all leads  

are created equal and every attendee 

will undergo their own unique event 

experience and purchasing journey. 

Some 77% of respondents selected 

this burden of proof as their biggest 

event marketing challenge, followed 

by audience engagement (35%) and 

finding speakers (20%), as the second 

and third most challenging options.

Proving ROI 
– It’s Not Just a Gut Instinct

       TWEET THIS…

60% of EMEA CMOs stated that 

proving ROI was ‘critical’ or 

‘very important’ when it came to 

allocating budget to events.

What is your most pressing challenge 
with your events programme?

CRITICAL

VERY IMPORTANT

IMPORTANT

SOMEWHAT IMPORTANT

7%

53%

32%

8%

72
ASKED

How important is proving 
ROI when it comes to 
allocating budget to your 
events organisation?

Respondents were asked to choose their top three. 
The darkest shade shows their most pressing choice.

PROVING ROI

AUDIENCE ENGAGEMENT

AUDIENCE GENERATION

CONTENT MANAGEMENT

SPEAKERS

TRACKING ATTENDEE ACTIVITY

MANAGING BUDGETS

UNDERSTANDING OVERALL
EFFECTIVENESS
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Producing insights and data doesn’t just happen during the event. 

Our research reveals, CMOs have multiple ways to show growth in 

both ROI and ROO (Return on Objectives) before, during, and after  

an event using the following strategies. 

         Mobile App Insights 

An event’s mobile app is a treasure trove of attendee activity, 

which can be exported and used to produce data-driven insights. 

Beyond the number of downloads, different app functionality 

can provide data on the popularity of individual speakers and 

sessions, which parts of the programme were best received, 

and how attendees engaged with different features, such as 

live polling, surveys, Q&A sessions and social media integration. 

These app insights help to allocate or move investment to 

different strands of an event. 

 

Gamification 

By introducing fun, gaming elements to your event or exhibition, 

not only will it help to manage compelling content, but it will also 

produce insights on engagement and interaction. 

 

Examples of successful gamification methods include social 

photo hunts – where attendees compete for prizes by posting 

images through an events app or to Instagram or Twitter, or 

scavenger hunts for enhanced networking and teamwork. The 

more enthused and engaged attendees are, the more likely they 

will qualify as sales leads or brand advocates. 

 

Attendee Tracking 

Tracking attendee activity and movement during an event can be 

done via beacons or RFID technology. Beacons can also allow 

event planners to deliver targeted messaging at certain points 

in an event’s cycle, such as entrance points to an exhibition area 

or a conference session. RFID data can give rich insights into an 

attendee’s journey around an event, helping planner’s understand 

their interests and enhancing the lead follow-up process. 

 

In-Event Surveys 

Want to know what your audience 

thought about the speakers or 

exhibitors? Ask them while the content 

is still fresh in their minds. Sending 

out surveys during the event through 

a mobile app is a great way to gauge 

interest from attendees, and an excellent 

way to collect additional data that can be 

used when planning for your next event. 

 

How long did they spend at the 

session? Did they enjoy the topic? 

Is there anything else they wish the 

speaker would have covered? What 

topics are they most interested in? Don’t 

forget to look at the metrics that come 

with your post event survey as well, 

such as open rate, bounce rate, time 

on page, etc. Those people who took 

the time to give you feedback might be 

qualified leads, waiting to be added to 

your sales pipeline. 

 

Social Listening 

Set up a social listening dashboard to 

track your event’s unique hashtag. Look 

for valuable clues such as sentiment, 

number of posts, images, etc. Is 

your audience posting quotes from 

speakers who inspired them? Or are 

they complaining that the speaker went 

on too long? Are they posting a ton 

of photos about a specific exhibitor’s 

booth or product that they’re excited 

about? This social data will help 

identify the most engaged attendees or 

sponsors and help CMOs to generate 

post-event content, based on the most 

talked-about features or presentations.

‘ Showing the ROI of a particular lead, keynote speaker, 

attendee expense or other event element isn’t a gut 

instinct. You have to have a process in place so that you 

understand the contributing factors and their outputs’

Julie Woods-Moss 
CMO, Tata Communications

Proving ROI and ROO –  
It Takes Place Before, During and After an Event 

2

3
5

41
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Five minutes with Catherine Walker, CMO, Vodafone

 
How do events help you to accelerate your sales pipeline and generate 
revenue?
I’m passionate about the power of face-to-face and experiential marketing and 

I firmly believe that relationships developed through events drive revenues and 

business growth. You have to have a balance between what the digital numbers 

are telling us and what customers are actually experiencing. Events give you 

that balance and help accelerate the engagement in a trackable way. 

We do everything from the major industry trade-shows, right down to intimate 

customer dinners and targeted client events. They are all fundamental to building 

the long-lasting relationships that the enterprise side of our business requires. 

Events help us to understand their businesses better. They provide a richer 

sense of how we can help solve their business issues in an innovative way. 

Digital engagement can’t achieve this as effectively. You have to have a mix  

of both the human connection and the digital data.

How do you capture and use metrics to ensure a good blend of digital and 
face-to-face insights?
We’re a big user of marketing automation for pre and post event engagement 

analysis. It equips our marketers with best-in-class lead and campaign 

management tools that helps to engage the right audience at the right time in 

the buyer’s journey, while providing real-time reporting and insights. We make 

sure that all data inputted into our CRM system is synced with our marketing 

automation and cross-analysed. 

We can track lead behaviour within a 12-week window and associate it back  

to a particular piece of live marketing activity. 

What measurement techniques do you use before and after an event?
We do a huge amount of audience segmentation work that goes into 

understanding who will be attending a particular event. We also ensure a  

large amount of post-event follow-up, both at group level and in conjunction 

with the local market. 

What KPIs would you recommend for assessing the impact of events 
programmes?
Return on Investment (ROI) is obviously the one that I’m interested in the most but 

it’s not the only KPI CMOs should be focused on. Optimisation of channels and 

how budget is proportioned across the event programme is particularly important 

in order to ensure that live marketing is driving growth in the right areas. My aim 

is to increase our understanding of people’s personal channel choices, especially 

as behaviour trends shift. It would give us the ability to better influence and tailor 

both our content and live experiences to customer preferences. 

MEET THE CMOS

What is the biggest challenge 
facing the implementation of 
your events programme?
There are so many challenges. 

There is nothing more fabulous 

for our marketers than to stand 

up at these big events and 

to have such a high-profile, 

prestigious platform to announce 

change but really, evidencing the 

ROI is still the biggest challenge. 

The challenge is that at the  

really big events, you can 

produce some big numbers, 

but they feel generic. You’re in 

danger of missing the individual 

nuances of how the brand 

has truly impacted individual 

relationships at a customer 

level. It’s too easy to become 

data driven and lose sight of 

the customer. Measuring how 

individual relationships have 

grown stronger and better 

should always be kept front- 

of-mind. 
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Five minutes with Glen Thomas, CMO, GE Healthcare 

How important are live events to your overall marketing strategy? 
We’re a B2B technology and services enterprise and events are a fundamental 

part of our marketing mix. Our customers are healthcare providers, and a big 

part of how they develop clinical capability is through face-to-face training and 

society meetings; we have to be there with them to learn from them and to 

help shape their practices. Additionally, the complexity of the selling process to 

healthcare providers is high, so there is only so far you can take the customers 

using digital. Getting in front of these customers in a face-to- face environment  

is paramount. 

The ability to engage large numbers of customers at scale in an exhibition or 

event environment, and have the right conversations, is super-powerful in terms 

of customer impact and marketing returns. 

Events have always played a significant role in our marketing strategy, although 

more recently, we’ve been looking hard at the Return on Investment (ROI). When 

I joined the company, I was shocked at how few events had metrics to support 

them, and how often we engaged in an event because it had become a habit. As 

we’ve reviewed our exhibition presence and events programme, we’ve put them 

all on a “performance improvement plan”. We assess their individual impact, ROI, 

ROO (Return on Objectives), and what they contribute to the bottom line. Non-

performing events are either put on a clear path to improvement, or terminated.

How do you involve sales in your event planning? 
The short answer is, intimately. Different sales partners work with us on the 

design and execution of different event types. The sales team will always join 

the marketing team on the exhibition show floor, they’ll present side-by-side, and 

they’ll help align both the objectives and training for that event, so that everyone 

is on message and know the outcomes we’re looking to achieve. So sales and 

marketing are very much tied at the hip when it comes to events. 

Five minutes with Phil Clement, former CMO, AON

How important are live events as part of the AON marketing mix?
For 13 years, I was directly responsible for AON’s event programme and I can say 

that the company is incredibly bullish about the value of face-to-face marketing. 

It’s a very junior marketer who believes that all leads are created equal. With 

experience, you understand that a lead generated by an event is completely 

different to a lead generated by any other source. They are more committed, 

they’ve invested more time and energy in establishing a face-to-face relationship 

with you and sharing their wants and needs. I’ve never been able to find another 

marketing channel with the same consistency of qualified lead generation.

What are your metrics for event success?
We always start with the KPI for the event as a whole – why do we want this 

event? Is it lead generation or conversion, perception of the business, driving 

renewals – we always felt it was important to understand the reason for holding 

the event first, and then work on the objectives. 

What other types of data 
capture is important for  
your events programmes? 
New leads and funnel 

acceleration obviously, but also 

we capture contacts so we can 

build new relationships and 

retarget post-event. Additionally 

we use a mix of automation and 

manual inputting to analyse 

and measure what messages 

resonate, pre/post digital 

engagement, press and social 

engagement and the customer 

experience of the event.  

Ultimately we want to see how 

the event contributed to the 

overall customer experience  

and bottom line.
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Five minutes with Julie Woods-Moss,  
former CMO, TATA Communications

How do events best help you accelerate your sales pipeline and contribute  
to generating revenue?
Our events focus on marketing Tata Communications as a B2B brand. We place a 

strong emphasis on events that encourage 1:1 interactions on a large scale, handling 

1000+ meetings at a single large-scale event within our targeted industries. 

 

To elevate our events we focus on pre, during and post event initiatives to maximise 

the overall success factor and increase our ROI. Techniques include creating 

immersive experiences, and offering a keynote slot as part of a sponsorship.

What is the greatest challenge you face in developing and executing your 
event strategy?
Our greatest challenges fall into three areas: semantics, developing content 

along with true thought leadership and rolling all that into an integrated 

marketing campaign.

The key to event success is having an amazing keynote speaker along  

with exceptional thought leadership-based content.

Five minutes with Amy Scissons,  
CMO, Mercer Growth Markets Region

What is the biggest challenge you face when planning and executing your 
events programme?
We spend more time focusing on creating large scale initiatives that leverage 

our owned and earned channels in addition to events. We have seen greater 

impact on the brand by activating our employees, developing creative digital 

programmes in addition to events. Events are expensive so in order to ensure 

that we see the greatest return on our investment we are careful to track results 

via our automated marketing software. If a particular event isn’t producing 

effective pipeline, we’ll cut it from next year’s programme. 

What metrics do you use to track event ROI?
We’ll analyse event registrations and track event attendance through our 

marketing automation software, which is linked to our CRM. So any leads or 

specific engagement can be segmented and tracked all the way through to 

opportunity and outcome. 

How has your events programme evolved over time?
We used to have specific events for specific lines of business. We’ve now 

started to cross-pollinate our events so that our themes and our content become 

more connected across the business. We’ve relied heavily on data to drive this 

strategy. Typically we use on-site apps to run polls and learn about topics that 

interest delegates. We’ll use that information to create new thought-leadership 

content or big research papers. 

What would improve  
your events?
We run activities and gamification 

via event apps but we really 

struggle to get the data from 

these apps afterwards and to 

collate it into one platform for 

event marketing follow-up. 

I’d also like to see what data 

digital registration and attendee 

tracking could offer in terms of 

when delegates arrive, what 

their objectives are and which 

sessions interest them. It’s 

important to look at the whole 

delegate experience and see the 

different areas of engagement.
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Key Takeaways
1) Set goals for establishing success benchmarks

2) Establish marketing and sales plans for each event 

3) Deliver a more meaningful and memorable experience

4) Incorporate lead management into post-event follow-up

5) Measure both the experience and the sales impact 

6) Use insights from event technology and event content to justify investment

7) Actively encourage feedback before, during and after the event

 

 

About the CMO Club
CMO Club is the world’s most engaged and inspired community of Senior 

Marketing Executives who help each other solve their biggest challenges, 

within a candid, trusted, and sharing environment. Collaboration fueled by 

inspiring events and within the members-only Digital Solutions Clubhouse 

raises the standard for what is required to be a successful Chief Marketing 

Officer. With more than 850+ members and a no vendor selling policy, The 

CMO Club is the go-to centre for today’s Senior Marketer for peer-based 

personal and career success support. For more details on membership or 

becoming a thought leadership partner, please visit www.thecmoclub.com

About Cvent
Cvent is a leading provider of event management technology, offering 

software solutions to event planners for online event registration, venue 

selection, event management, mobile apps for events, RFID attendance 

tracking, lead capture, email marketing, web surveys, metrics and analytics. 

Cvent solutions optimise the entire event management value chain and 

have enabled clients around the world to manage hundreds of thousands 

of meetings and events. Cvent also provides hoteliers with an integrated 

platform, enabling properties to increase group business demand through 

targeted advertising and improve conversion through proprietary demand 

management and business intelligence solutions. 

 

www.cvent.com

CMOs are actively looking to 

improve the Return on Investment 

for all marketing activities and 

events are no exception. 

As an important part of the 

marketing mix, events must be 

more measurable and more closely 

linked to existing lead management 

systems and sales processes. 

Through the better use of integrated 

event management technologies 

and social media to drive data 

and analytics, event marketing 

professionals will better demonstrate 

events’ financial impact on their 

businesses as well as improve the 

efficiency and effectiveness of their 

event experiences. 

As a result, events will be viewed as 

ROI-producing assets and not simply 

unmeasurable expenses. 

Next steps & 
recommended 
Actions


