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It will come as no surprise to many event planners that their jobs have once again come 
in near the top of an annual “most stressful jobs” list.1 Already a complex and demanding 
role, event planning takes on new dimensions of stress when shrinking budgets combine 
with increased pressure on marketing events teams to drive revenue. Budget cuts are 
a reality for more than half of event planners – 56%, according to a recent survey by 
EventMB.2 Yet in the same survey, 57% said that increased demand to deliver more 
engaging and memorable event experiences requires a higher budget than ever before. 

In-person customer events remain a key part of growing a business; in the B2B sector, 
they’re one of the most effectives ways to generate leads, according to a survey of B2B 
marketing executives.3 According to a Splash report published by The Harvard Business 
Review, 54% of business leaders reported event marketing has a higher ROI than other 
marketing channels.4

As customer conferences and events have become more lucrative, more and more 
businesses are hosting them, creating a wealth of choice for customers. It’s no longer 
enough to host trainings and rubbery chicken dinners in hotel conference rooms; now, 
companies compete for limited customer dollars and mindshare with elaborate event 
experiences that include everything from marquee keynoters and rock bands, to virtual 
reality and other immersive experiences, gourmet food, and new technologies that allow 
them to engage with speakers and each other.

Even if you don’t have the budget for Coldplay and caviar, or a full-blown “bleisure” location, 
you can still take your customer event to the next level. Here are five ways you can 
optimize and build on your event success.

Make a clear connection to revenue
In the past, events operated independently and, in many ways, separately from the core 
business of a company. The goal was to drive customer engagement and loyalty, with a 
dotted-line connection to revenue. Staging a great experience for a sold-out crowd was the 
high-water mark of success. 

1. CareerCast, 2019. 2019 Most Stressful Jobs.
2. EventMB, 2019. 100 Event Statistics, 2020 Edition.
3. Marketing Charts, 2018. Which Demand Gen Channels and Tactics are Working for B2B Marketers?.
4. Splash, 2018. The Event Marketing Evolution.
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These days, events teams are 
expected to drive measurable 
revenue, not just through ticket 
sales and on-site add-ons, but 
by capturing high-quality leads 
for the sales funnel, building new 
partner relationships, and more. 
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These days, events teams are expected to do all of that — and to drive measurable 
revenue, not just through ticket sales and on-site add-ons, but by capturing high-quality 
leads for the sales funnel, building new partner relationships, and more. Events leaders 
increasingly have a seat at the table for strategy and revenue discussions throughout 
the year. 

What to do:

Know the “why” of your event. Event directors excel at focusing on the who, what, 
when, where, and how of an event. However, event planners often do not clearly 
define why an event matters to the organization. By starting with “why,” you define 
the core business reason for hosting the event, and ensure that you’re delivering — 
and measuring — the right results.

Tie the event to your organization’s initiatives and objectives. Next, determine 
how the event connects to your business’s current objectives. Many organizations 
continue to host an annual event that supported previous business priorities but 
that no longer meets business goals. If you cannot tie the “why” to a current core 
business objective at your company, you may need to rethink the value of hosting 
the event, or change the event to line up with current business priorities. Has  
your business switched focus from broad-based growth to wooing a specific 
audience? Is geo-expansion a new priority? A proactive events planner might 
suggest doing away with a single annual event in favor of multiple, more  
targeted events, for example.

Participate in revenue discussions. While hosting a profitable event is usually  
the goal, events must also aim to bring additional revenue to the company  
through new customers, additional sales from existing customers, and new 
business partnerships. Modern event managers must be included in company 
revenue discussions to make sure that event offerings capitalize on current 
revenue opportunities. 

Involve sales at every level. Instead of operating in a silo, include the sales 
department in every step of event planning and execution. Leaning on their 
customer insights and expertise can help you plan a more meaningful experience 
at the event. Collaborating on calls to action and other conversion moments helps 
optimize the lead-gen process. And a bought-in sales team will feel a sense of 
co-ownership that helps drive excitement and support for your event across the 
broader organization.

Best-in-class CWM technologies 
offer pre-built solutions for 
events management, so you can 
use automatically generated 
templates and workflows to 
manage the complexity of 
your event. Cutting through the 
chaos of managing vendors, 
workstreams, deadlines, and 
deliverables helps you focus more 
on the strategy, and less on the 
tactics, so you’re more likely to 
achieve revenue results.
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Measure impact of the event. Company leaders need quantifiable results from the 
event to continue investing – revenue, leads, attendee satisfaction, increased sales 
from current customers. By using collaborative work management (CWM) technology, 
your team can collect all metrics into real-time, shareable dashboards and reports, so 
leadership can see the impact the event has on the bottom line. 

Streamline work so you can focus on strategy. You need to keep your eye on the prize, 
even as you manage all of the complex moving parts of your event. A collaborative 
work management platform simplifies and streamlines the many moving parts of 
event execution, empowering your team to submit requests, collaborate on and 
monitor the status of tasks, and report successes in real time. Best-in-class CWM 
technologies offer pre-built solutions for events management, so you can use 
automatically generated templates and workflows to manage the complexity of your 
event. Cutting through the chaos of managing vendors, workstreams, deadlines, and 
deliverables helps you focus more on the strategy, and less on the tactics, so you’re 
more likely to achieve revenue results.

Enrich the before- and after-event 
experience
It’s only natural that event managers place the bulk of their focus on the on-site attendee 
experience. The months-long planning ramp, followed by a shorter marathon of intensive 
execution, all drive toward one several-day outcome: the main event. But when you broaden 
your scope to incorporate positive attendee experiences before and after the event, too, 
you capture a new opportunity.

What to do:

Increase the impact of your event by building engaging ramp-up and  
ramp-down experiences: 

Pre-event: Think beyond driving attendance. Many planners mistakenly focus  
solely on increasing registrations and miss the opportunity to engage attendees  
before the event. Because past attendees are your most engaged participants, 
offer alumni special incentives, such as a discount, and encourage them to bring 
colleagues. Once someone has said yes, set the stage so they can get the most  
out of attending the event. 

Establish a connection with the attendees before they set foot in the venue. Send a 
series of emails to registered attendees to build excitement, share information and 
fun facts, and encourage social sharing leading up to the event. You can plan, track, 
measure, and report on these campaigns using your collaborative work management 
platform, so outcomes are clearly understood and can be built on in subsequent years.

When you broaden your scope 
to incorporate positive attendee 
experiences before and after 
the event, you capture a new 
opportunity.
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Walking into a conference without knowing anyone can be unsettling for even the 
most seasoned professionals. Attendees will have a more positive experience if 
they make meaningful connections with other attendees. If your event has an app, 
send the link to download so that attendees can begin connecting with each other 
through the app — before the event even begins. 

At the event, arrange networking opportunities to encourage attendees to meet 
each other, such as informal happy hours and small group topic lunches. 

Post-event: Continue the conversation with attendees. There are several ways to 
strengthen a new or existing connection after the last session is over. According  
to The Event Marketing Institute,5 98% of consumers feel more inclined to  
purchase the product or service after attending an event. You can capitalize  
on this opportunity. 

Proactively share content from the event with attendees, such as presentation 
decks and conference recordings and videos, immediately after the event. You can 
also create a sense of “alumni community” by providing special content just for 
attendees, such as a thought-provoking white paper or a thank-you video from the 
CEO. Be sure to also send post-conference surveys and follow up with attendees 
on concerns or issues. In addition to salespeople, have other internal stakeholders 
take the time to reach out and thank conference attendees that they met during 
the event.

Embrace event innovation
As events continually raise the bar on the attendee experience, the pressure is on to 
offer an experience that offers not only professional and personal growth, but also fun 
and connection. Even if you can’t afford the “wow factor” of a mainstage music festival, 
you’ll want to embrace event innovation or risk losing customers to other events. The 
same goes for repeat attendees; with budgets tightening, managers are often reluctant 
to send their employees to the same conference every year. Make an advocate out of 
your customer by providing an event they’ll want to make a case for. 

Your event is a frontline expression of your brand. By creating a fresh experience at 
which attendees learn, are inspired and entertained, and make valuable connections, 
you’re elevating both the event and your brand. Keep the following in mind when 
thinking about which innovations are right for you.

5. Event Marketing Institute, 2016. The Experiential Marketing Content Benchmarking Report.
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What to do:

Look for customer signals that the experience isn’t meeting their needs. You 
don’t want to provide innovation simply for innovation’s sake. By paying close 
attention to customer surveys and social media engagement, you can find areas 
that are ripe for innovation.

Focus on personalization. A recent survey by CVENT6 found that 96% of event 
attendees expect more personalization than in the past. Some event apps let 
them customize their own agenda, participate in live polling, and connect with 
attendees that share roles and interests. Or take a decidedly low-tech approach by 
offering a personalized, hand-written welcome note to each guest at registration. 
By actively looking for ways to personalize the experience, your event is more likely 
to stand out from other similar events, because attendees feel you understand 
their individual needs. 

Attend other conferences. By experiencing other events, both competing ones 
and those outside your industry, you can see firsthand the expectations your 
attendees bring to your event. Reach out to colleagues and coworkers to get ideas 
from conferences they attend. Follow events on social media and review their 
websites carefully to understand the yardstick your event is measured by. 

Stay up-to-date on meeting trends. To stay on top of the latest trends and 
technology, attend conferences specifically for meeting and events planners, such 
as Cvent CONNECT (focuses on technology) and Experiential Marketing Summit. 
And for the days you aren’t able to leave your office, check out the websites for 
Event Marketer Magazine, BizBash, and Meetings & Conventions.

Build an event community
By helping people find and build community at your event, you provide a benefit 
that they cannot get by staying in their office. According to Eventbrite, 48% of event 
attendees say face-to-face interactions are more valuable today than they were two 
years ago.7 While community building and connections can happen spontaneously at 
an event, your attendees are more likely to feel a part of an experience when your event 
intentionally focuses on community building.

4.
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7. Eventbrite, 2019. 2019 Event Statistics and What They Mean for Your Event.
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Meeting planning advice often centers around encouraging attendees to use social 
media to engage and promote. Although many people are personally active on social 
media, they often do not want to use personal accounts to promote or engage about 
work events. To overcome this, your event and the benefit of engaging online must be 
greater than their desire not to use social media for work purposes. Even more, you 
must make the event experience feel less like a work event and more like a career 
growth opportunity.

What to do:

Actively encourage social media engagement. You need a hashtag for the event. 
From the stage, feature social media posts and give attendees a personal shout-
out, which will likely encourage more participation. Reward social participation 
providing “surprise and delight” prizes for your most socially engaged customers. 
Help your customers build their own brands by amplifying their posts on your 
brand handles.

Create cool social opportunities. Often, attendees need to be reminded to take 
and post photos. Create special scenes and locations that are irresistible for 
selfies, such as a location at the local airport for attendees to share about their 
arrival, and visually striking areas (complete with props) at the event venue for 
taking Instagram photos. Let the customers know about these photo ops in 
advance via your pre-event email nurture. Besides creating a sense of community 
and excitement around your event, an active social conversation helps drive 
demand for next year’s event.

Create interactive sessions. A recent EventMB survey found that 73% of 
conferences and 50% of trade shows now include at least one collaborative 
workshop as part of the agenda,8 and it’s no wonder: Attendees increasingly 
expect to actually participate in sessions. Whether a low-tech Q&A or show-of-
hands survey, a hands-on workshop, or a real-time in-session audience poll, active 
participation makes events feel more interesting, engaging, and personalized.

Create opportunities for networking. Create inviting, informal drop-in spaces with 
couches, chairs, and tables for networking. Set up networking events based on 
mutual interests, roles, or industries, at breakfasts or cocktail hours. Coach event 
leaders on ways to engage introverted attendees in conversation and encourage 
people to share contact information with each other.

You must make the 
experience feel less like a 
work event and more like a 
career growth opportunity.

8. EventMB, 2019. 100 Event Statistics, 2020 Edition.
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Expect the unexpected
It’s a given: There will be problems at your event. Even after months of meticulous 
planning and foresight, and all of your experience and expertise, the odds are that 
things small and large will go wrong in ways you can’t predict. There are just too 
many variables — i.e. thousands of people and tens of thousands of details — for it 
to be otherwise. To better anticipate and manage problems when they do arise, try 
these ideas to take your planning to the next level.

What to do:

Create a crisis plan. While you can’t predict the future, you can plan like mad for 
the many issues that are common at events, such as session rooms being full, 
attendees having health issues, internet issues at the venue, or technical issues 
with projectors in session rooms. Make a comprehensive list of potential issues, 
and think through how you’ll deal with them in advance. Spell it out and socialize 
it with leaders and your team. Be sure to also include plans for emergencies, 
such as a weather event or police activity. Similar to a crisis comms plan, this 
event crisis plan gives everyone a common framework for response.

Enable quick decision-making. In your plan, note who makes the final decision 
for each type of problem, and create a decision tree for all team members before 
the event. Most importantly, empower each team member to make decisions. 
Event planners must resist the urge to micromanage and instead trust team 
members to decide on the best course of action based on the situation.

Manage your own stress. You already know your job is stressful. Take steps to 
make sure you do not take that stress out on team members. A snappish event 
lead can kill the morale of coworkers and volunteers, which can ultimately impact 
the customer experience. Make sure to take care of yourself during the event by 
eating well, prioritizing sleep, and staying hydrated. If you find yourself becoming 
overwhelmed, find a quiet spot to center yourself before tackling the current 
issues. Events move quickly, certainly, but undoing the damage done when you 
let stress impact your relationships can be a slow process.

The rapidly evolving events 
industry means that every year, 
you have more to consider; more 
technologies and innovations 
to evaluate, bigger budgets and 
event footprints to manage. How 
will you raise the bar this year to 
entice new audiences and win 
repeat attendance?

5.
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Decide on a communication method. While it’s tempting to rely on texting 
each other during the event, venues often do not have adequate cell service or 
Wi-Fi. Many planners find using walkie-talkies to be the most reliable form of 
communication during an event. Many planners mistakenly assume their team 
knows how to use the communication system and find out at the worst possible 
moment that they don't — the morning of the event. Hold a communications 
dress rehearsal to work out any issues. 

The platform that evolves with  
your events
The pressure is on corporate event planners, who now have more business 
stakeholders, revenue targets, and customer demands than ever before. The rapidly 
evolving events industry means that every year, you have more to consider; more 
technologies and innovations to evaluate, and bigger budgets and event footprints to 
manage. How will you raise the bar this year to entice new audiences and win  
repeat attendance? 

In this environment, event professionals need a new way to work that simplifies 
complexity, and streamlines and standardizes business-critical processes. 
They need a single platform that allows them to track their zillion workstreams, 
collaborate seamlessly with agencies, contractors, internal sales and marketing 
teams at every step, and provide a real-time source of truth for all. Smartsheet is 
the collaborative work management platform with a purpose-built solution just for 
event planning, so you can manage complexity and drive alignment, from strategy 
through execution, and empower your team to deliver high-quality events that have 
measurable impact.

About Smartsheet

Smartsheet (NYSE: SMAR) is a recognized leader in collaborative work management, 
trusted by more than 90% of the Fortune 100. It empowers marketing organizations 
to plan, manage, track, automate, and report on work, driving accountability by 
maintaining consistency across channels, saving time with centralized resources, 
and increasing speed to market. With proven, pre-built solutions, marketing teams 
can create better campaigns, plan extraordinary events, and provide best-in-class 
shared services to their organizations. Learn more at smartsheet.com/marketing.
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