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Brand experience is, quite simply, the most powerful medium 

marketers can use to resonate with audiences and build stronger 

connections with their brand. More than two-thirds of marketers 

believe brand experiences help them reach their most critical goals: to 

generate leads, improve brand advocacy, make customers feel valued, 

and, above all, increase sales.

These days, brand experience is more than just a tool in your 

marketing toolbox; it’s quickly becoming the new marketing currency. 

By wisely investing in this currency, you’ll find you’re strategically 

investing in the attention — and buying power — of your target 

audience.
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Keep Your Eye on the Big Picture

First and foremost, all marketing strategies should revolve around and support a unified view of the 

customer — including a high degree of integration and collaboration. But when you’re in the thick of 

things, it’s easy to get distracted by the details that, ultimately, have very little impact on your overall ROI.

 

Therefore, always make sure every element of your brand experience strategy also supports your 

overarching business strategy, including:

Goals. Where is your company trying to go? What does your marketing need to 

accomplish? How does brand experience as a whole fit into this?

Objectives. How do your event-specific objectives ladder up to your company’s 

overarching business goals?

Audiences. Is your organization and your event team aligned on a vision of your 

target audiences? Do you understand what these audiences want from your brand?

Measurement. How will you determine event, marketing, and business successes? 

Identify any key performance indicators (KPIs) you may want to track.
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Maximize Your Budget

No matter how big your plans may be, budget still matters. Fortunately, 

strategic planning enables you to invest in brand experience wisely, to 

ensure the ROI that will justify your decisions.

Specifically, be sure to consider:

Portfolio planning. Take a close look at your big-picture 

goals and evaluate the entire mix of your brand experience 

strategy: proprietary events, trade show exhibit booths, 

special events, etc. Using both your company objectives 

and audience profiles to guide you, prioritize your event 

calendar. Determine your most high-value (and low-value!) 

opportunities, and act accordingly. 

Once your calendar is set, create activation plans for each 

event. Look for KPIs that will help you validate your strategy 

and demonstrate the impact of your events on the business.

As you align your events with critical marketing and business 

initiatives, you’ll not only save time and money, you’ll also 

position internal teams to better leverage and support each 

other’s work. This, in turn, allows you to continue to improve 

ROI and ensures each of your events supports your overall 

business vision.

Sponsorship opportunities. Maximize the potential of 

sponsorships by understanding which opportunities work 

best for your brand. Don’t be afraid to customize your 

sponsorship, to ensure you enjoy plenty of visibility with your 

target audience. And don’t forget to develop an approach for 

measuring success. 

Follow up each sponsorship with a comprehensive debrief 

that can be mined for insights for the next activation.
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Budgets. Here’s where things get tricky: identifying your 

budget for experiences. How many events will you need to 

cover? If your marketing budget is already stretched thin, see 

the “Budget-Conscious Engagement Ideas” sidebar for low-

cost alternatives. Focus your investments in your high-value 

opportunities, and minimize those with low value. You want to 

use your precious resources on experiences that will move 

the needle.

Event-specific KPIs. By this point, you’ve already aligned 

your KPIs with your high-level business objectives; now 

it’s time to develop a cohesive data strategy to measure 

performance across events and year-over-year.

Identify the metrics that will show stakeholders what they 

want to know, and then use relevant reporting tools to help 

illustrate the inside story.
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Consider these low-cost solutions to drive engagement: 

Crowdsourced innovation. Great ideas can come from anyone,  

at any time. Encourage attendees to become part of your  

innovation process. 

Recycled elements. Don’t reinvent the wheel with every event — it’s 

OK to reuse event materials. Sometimes a simple refresh is all  

that’s needed!  

Relaxed atmosphere. Create relaxation areas where attendees can 

enjoy a low-key environment and stress-free networking activities. 

Targeted social media. Create interactive calls to action that 

encourage the purposeful use of social media. 

Focused interaction. Encourage visitors to mingle with staff and 

other guests through icebreakers and networking opportunities. 

Heightened senses. Don’t neglect the senses. Incorporate sound, 

visuals, food, and smells to give activations additional impact.

Budget-conscious 
Engagement 

ideas
Creating a memorable experience doesn’t 

have to break the bank. 
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Consider these digital strategies to access the data 

you need to meet objectives and reach and understand 

your target audiences. These approaches also provide 

valuable opportunities to personalize communications 

and interactions before the event begins.

 

Digital Strategies That Pack a Punch

Social media

Email marketing

Remarketing and digital advertising

Websites

Targeted SEO strategies

Custom event apps

Think Like Your Audience

With your business and marketing objectives firmly in place and a 

solid financial strategy established, it’s time to really get to know your 

target audience. 

Dive deep into your audience research to further refine your brand 

experience plan:

• Review your business objectives and marketing initiatives.

• Break out your potential audiences by attendee, exhibitor,  

and sponsor.

•  Identify audience segments, including their wants, needs, 

challenges, and opportunities. What are the specific products and 

services your organization and event can offer?

• Understand the perspective of each participating generation, from 

Millennials to Baby Boomers.

•  Evaluate the hierarchy of your audience’s expectations, which  

may include the need for guidance, value, connections, 

achievement, and growth.
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Prove Success with Data 

The crowds have gone home, doors have closed, and the event elements have been dismantled. Initial feedback from the event was positive, but 

you still have more work to do before you can determine whether the event was a success or not.

When it comes to metrics, the devil is in the details. Analyze too many variables, and you’ll muddy the waters with an over-abundance  

of information that obscures the most useful insights. But analyze too few, and you won’t have enough information to make  

solid conclusions. Follow this three-step process to objectively evaluate an event’s performance and quantify its success:

 

Measure 

No matter what type of event — trade 

show exhibit, private event, or consumer 

experiential program — determine how you’ll 

answer a few key questions (see sidebar  

on p. 9). 

Debrief 

Use the KPIs identified during your planning 

session to thoroughly analyze the results. 

Look for the patterns that emerge to tell 

your story. What do they tell you about your 

event and strategy? What worked well? What 

could be improved? 

Implement 

Mine the data from both your successes 

and areas for improvement to help fine-tune 

your strategy. Even better, don’t have to wait 

for the next event to test your findings; start 

implementing new strategies immediately. 

Making these modifications will be a process 

that continuously circles back to your 

business and marketing goals as well as 

future planning efforts.
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Key Questions to Shape  
Your Measurement

strategy
• Did you reach your target audience before, during, 

and after the event?

• How effective was your in-booth experience and 

staff? Were key messages received?

• Did schedules and transitions flow smoothly?

• Did the program stay within budget? What was the 

cost per visitor reached?

• Did you achieve your event objectives?

• How did the event contribute to achieving  

these objectives?

• How did you perform against competitors in 

attracting and engaging your target audience?

• Did the results justify the budget?
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Remember:

Measurement at the event level must ladder up to your 
overall event and portfolio strategy and all the way to 
your business and marketing goals.

INSIGHTS / STRATEGIES FOR EVENT MARKETERS10

http://twitter.com/home?status=Event measurement must ladder all the way to your business and marketing goals. http://fxp.co/2gIATQE @FreemanCo


Engage Attendees All Year Long

Keep interacting with attendees after the  
event is over. 

Event planning should never be a seasonal process that ebbs and 

flows with the event calendar. The most successful marketers are 

those who focus on year-round engagement.

Simple ways to maximize the valuable connections you’ve  

made include:

• Relive highlights with social media. 

• Use influencers to recap lessons and leave a positive summary. 

Take advantage of their audience and thought leadership. 

• Summarize event content for attendees. This creates easy sharing 

and memorable lessons. 

• Promote the content over time. You’ve already put in the work. 

Now drip it out for those who couldn’t make it and as reminders 

for those who did. 

• Get feedback. Use polls or surveys to learn what went well and 

what you can do better next time. 

• Promote what’s next. Great experiences create the desire for more. 

Let attendees know what to look forward to.

• 

• 

• 

Experiential marketers must cut through digital and literal event noise 

to make connections. By focusing on strategic planning, you can 

connect every element of your brand experience to drive engagement 

long after the show closes.

Start planning now to optimize the brand experience at your next 

event. Our step-by-step worksheet will help you leverage the power of 

your brand experience to connect with your audience and develop a 

strategic plan.
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Your Turn: Strategic  
Planning Worksheet

.
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Defining Goals and Objectives

The overall goals of my business are:

 

My brand experience objectives are:

 

My audiences include:

 

The KPIs my company cares about include:

Budgeting

What’s your overall event marketing budget? 

 

Use this space to jot down all of the events in your portfolio. 
This can include trade shows, exhibits, proprietary events, special events, pop-ups, 
sponsorships, etc. Feel free to use the back if you need more space.

 

Can you identify high-value opportunities from the list above? Can you 

identify low-value opportunities from the list above?

 

Is there anything you should stop doing? Anything you should start doing? 

How much could you save or spend if you did so?

The KPIs you need to measure for event success include:  
(make sure they ladder up to those identified above).

$

$
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Attracting Your Audiences

Create a profile or persona for each of the audiences you identified on the previous page. Give each a name and a title to make them more real and 

personal, then list their wants, needs, challenges, and opportunities. Consider which generations and geographies that they fall within. What publications do 

they like to read? What are their preferred means of communication? Have fun with it!

With your audience personas in mind, identify which of these digital 

strategies will resonate most with each one. Add your own ideas to the  

list as well!

Measuring Success

Refer back to the business and event KPIs identified earlier. With these in 

mind, create a shortlist of a few metrics you can track from event to event to 

create a holistic view of your portfolio performance.q Social media

q Email marketing

q Remarketing and digital advertising 

q

q Websites

q Targeted SEO strategies

q Custom event apps

q
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Request a consultation to learn how 
a sound brand experience strategy 
can drive value for your organization.
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want more?

About Freeman
Freeman is the world’s leading brand experience company. We help our 

clients design, plan, and deliver immersive experiences for their most 

important audiences. Through comprehensive solutions including strategy, 

creative, logistics, digital solutions, and event technology, Freeman helps 

increase engagement and drive business results.
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