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Keep Your Eye on the Big Picture

Despite the digital revolution — or perhaps because of it — people still 

crave meaningful, face-to-face interactions. Show organizers have a 

unique opportunity to deliver unique, real-time interactions that enable 

people to not only connect with other like-minded individuals, but also 

to experience brands on an intimate and personal level. 

Of course, today’s most successful events are no longer one-time 

affairs; instead, they’re continuous marketing vehicles that use 

unforgettable narratives and meaningful moments to encourage these 

connections while simultaneously impacting, educating, and engaging.

To accomplish this feat, show organizers must transform into  

both empathic storytellers and tech-savvy marketers — a  

powerful combination.

And yet, many organizers aren’t seizing the opportunities available. 

More than two-thirds of marketers agree that brand experience is an 

effective way to reach their organization’s goals,        and 61 percent 

believe it makes customers feel valued. Why, then, do only one in four 

marketers leverage all five senses in their events?

The marketing landscape is wide open for smart organizers to make a 

lasting impression on not only attendees, but exhibitors and sponsors 

as well. Doing so, however, requires strategy. Only through carefully 

focused, meticulously executed strategic planning can organizers 

achieve these lofty goals.

INSIGHTS / STRATEGIES FOR SHOW ORGANIZERS2

https://www.freeman.com/insights/tapping-into-storytelling
https://www.freeman.com/insights/six-ways-to-incorporate-tech-at-your-next-event
http://twitter.com/home?status=More than two-thirds of marketers believe brand experiences help them reach their goals. http://bit.ly/2eH1lK5 @FreemanCo


Keep Your Eye on the Big Picture

Some organizations find themselves producing an event every year — and the same event at that — 

simply because “it’s what we do.” But audiences today expect more. Fortunately, your organization can 

deliver on this expectation with minimal effort.

How?

Simply align your organization’s goals with attendees’ expectations, and you’ll find that sweet spot  

of deep engagement.

To get there, you’ll need to discover as much as possible from your stakeholders, including:

Goals. What are your organization’s mission, purpose, and goals? How can your marketing 

deliver these goals to audiences in a way that’s unique and intimate?

Approaches. How can you create a marketing ecosystem that goes beyond the event, keeping 

the organization and audiences connected before, during, and after the show?

Audiences. Each attendee, exhibitor, and sponsor has their own expectations and needs.  

How can you deliver varying experiences that still educate and entertain the whole?

Measurement. Traditional measurement strategies and chosen key performance indicators 

(KPIs) are easily discoverable via social media and reviews. How can you use this information  

to better understand your audience and fine-tune your next brand experience?

After you capture this information, determine the resources you’ll need to increase the entertainment and 

education value of your event to your audiences.
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Maximize Your Budget

The digital revolution is transforming the way you plan for and use  

the funds in your event budget. Instead of following the traditional 

(and outdated) spending model, stay ahead of the curve with  

these three steps:

Create a budget. Budgeting tools don’t need to be fancy 

or cost an arm and a leg. They can be as simple as opening 

a Google Sheet and entering column titles like Description, 

Amount Needed, Estimated Cost, and Actual Cost. Then 

complete your worksheet by inputting estimated costs based 

on research, sheet data, and costs from previous years.

Set KPIs. Using your documented business objectives, 

determine your KPIs and develop a consistent strategy that 

can clearly demonstrate to stakeholders the trends, both 

across events and year-over-year.

Align the budget with KPIs and business objectives.  

Use the information you’ve gathered to analyze your event’s 

components, and ask yourself these questions:

• Are your most expensive line items helping you  

achieve your goals?

• Are there cost-effective alternatives that offer the  

same outcomes?

• What are the things you’re doing because you’ve  

“always done it that way”?

• What new approaches or products do you want to try?

Consider what you can stop doing 
altogether or even cut back on, and look  
for new engagements you can add.
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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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1.  Review your business objectives and  

marketing initiatives.

2.  Define your audience — including a breakout by 

potential attendee, exhibitor, and sponsor.

3.  Identify audience subgroups and their wants, needs, 

challenges, and opportunities. What specific solutions 

can your organization and event offer?

4.  Understand each participating generation, from 

Millennials to Baby Boomers.

Steps to Identify Your Target Audience

Think Like Your Audience

As a show organizer, you often focus on the 

quantity of attendees and exhibitors. And yet, 

quality is just as important. 

To strike the right balance, review your business 

objectives and marketing goals and identify  

and prioritize your audience segments.

Once you’ve done this, understanding what each 

segment needs and expects from your event will 

become more obvious.
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https://www.freeman.com/solutions/services/strategy/audience-research-segmentation
https://www.freeman.com/solutions/services/strategy/audience-research-segmentation
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Get to Know Your Attendees 

You likely already have a wealth of information available to you about 

your attendees, so take advantage of this! Tap into these sources to 

gather data about their behaviors, challenges, and opportunities:

• Email marketing data 

• Website analytics

• Social media engagement

• Event technology deployed at  
previous events

• Post-show surveys

Develop Strong Relationships With  
Exhibitors and Sponsors

Exhibitors will only want to attend your event if it has the right number 

of qualified attendees and ample interaction opportunities. They want 

targeted, engaged audiences who influence purchases or are ready 

to buy.

Sponsors are also looking for lasting, personal connections and are 

eager to become part of your digital and storytelling network. But be 

selective about the sponsors you choose  —  they should integrate 

seamlessly with your marketing goals and company culture. Evaluate 

their fit by asking them such key questions as:

• What are your reasons for wanting to be involved with this event?

• What is your audience goal: to maintain exposure and awareness 

with your existing audience or reach new audiences?

• What are your program’s goals? 

• What type of engagement do you expect from this event?

• Are you looking for a passive or participatory experience?

• What is your budget?

Attracting and retaining high-value sponsors and exhibitors can add 

new dimensions to your events.        Most notably, they can increase 

audience engagement, resulting in both an increased ROI for 

sponsors and a meaningful impact on the event’s overall success.

By better understanding your attendees, you’ll attract 
higher quality exhibitors.
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Prove Success with Data

The crowds have gone home, doors have closed, and exhibits 

have been dismantled. Initial feedback was positive, but you 

still have more work to do before you can determine whether 

the event was a success or not.

Although everyone measures ROI differently, the questions 

listed on the right will help you objectively measure your 

performance against established business objectives and KPIs.

Was your marketing message well-received?

How many registrations were there?

What were your registration marketing sources?

Which registration marketing source performed best?

How well did you engage with attendees?

What was the actual attendee rate?

How many social media mentions were there?

Did you attract the right audience?

How many quality leads were received?

How many partnership deals were arranged?

How many deals were closed?

Did you meet ROI objectives?

What was the average cost per attendee?

What was the marketing expense-to-revenue ratio?

What feedback was received?

What percentage of post-event surveys were returned?

Were responses generally positive?
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Engage Attendees All Year Long

Keep interacting even after the event is over. 

Event planning should never be a seasonal process that ebbs and 

flows with the event calendar. The most successful show organizers 

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.

• 

Show organizers must cut through digital and literal event noise 

to create valuable experiences. 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 maximize your next event’s spend while also 

thoughtfully retaining and acquiring attendees, exhibitors, and sponsors. 

Our convenient, step-by-step planning guide will help you navigate the 

marketing of the brand experience and establish your show strategy.
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Your Turn: Strategic  
Planning Worksheet

.
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Defining Goals and Objectives

The overall goals of my organization are:

 

My brand experience objectives are:

 

My audiences include (attendees, exhibitors, and sponsors):

 

The KPIs my organization cares about include:

Budgeting

What’s your overall marketing budget?

 

Use this space to jot down all of the events in your portfolio. 
This can include online events/webinars, 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!

Are your exhibitors and sponsors included above? 
If not, they should be! Jot down a few thoughts about their specific goals and how your show 
can help achieve those goals.

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 year to year to 

create a holistic view of your overall 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  
more about brand experience  
strategies that accomplish goals  
and deepen relationships. 
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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.

CONTACT US
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