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Technology Can Maximize the Value of Real-life Events

INTRODUCTION

As technology continues to change the way so much of business gets done, one area is frequently overlooked: live
event management. Most organizations manage in-person events with a hodge-podge of software applications, each
of which might handle only a small part of the process—registration, promotions, expenses and revenue tracking,
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an event—planning the agenda, recruiting speakers, evaluating submissions, handling booth assignments, and so on—
which is why most event planners resort to Excel spreadsheets, sticky notes, and other old-school “technology.”

But effective event management requires a 360-degree view, as well as integrations with marketing- and sales-
automation applications and services. In-person events can and should deliver measurable value to the producers, the
speakers, and the attendees. According to Hubspot,® organizations spend nearly 20% of their marketing budget on
events, and that doesn’t include the resources required to manage the events when they occur. But how can planners
and the organizations they work for determine actual return on investment if they can’t track all the elements that
go into a successful event? They can’t. And that’s where event-management software comes in.
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Streamlining event management is essential for these organizations, and software
plays a big role.
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to create, plan, market, host, and leverage an event. Modules should include registration, website design and support,
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organizations that run events “for a living”—uwill need more advanced capabilities, too. These span everything from
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tool that allows meeting planners to automate the process of soliciting, qualifying, selecting, and communicating with
travel and hospitality vendors from initial inquiry to contract.

At every point along the way, users should be able to seamlessly enter information into the system, knowing it will
populate across modules and deliver consistent reports and metrics. And it should integrate with the most popular
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and various mobile platforms and services.

This paper will introduce the need for event-management software, discuss the features and functions critical
to success, and highlight what to look for in a provider to see maximum return on investment from each and
every event.

IN-PERSON EVENTS MATTER NOW MORE THAN EVER

As popular as they are, online interactions cannot replace in-person ones, and smart businesses still use live, real-
world events to bring people together, highlight their brands, share information and contacts, train and educate
attendees, make personal connections, and, of course, close new deals. In fact, according to the 2015 B2B Content
Marketing Report, 77% of B2B marketers use in-person events as part of their marketing strategies.? Whether they
are hosting an event themselves, or participating in a large industry conference, these organizations know that there
is no true substitute for bringing like-minded people together to network, share ideas, and literally get their hands
on new products and services.

1 http://www.slideshare.net/HubSpot/fascinating-event-marketing-stats
2 https:.//www.sensiblemarketing.com/blog/100-b2b-content-marketing-statistics-for-2015
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Creating Meaningful Customer Engagement
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partners, and customers. Whereas just a few years ago we could count on seeing our fellow employees, regular
business partners, and key clients in person on a regular basis, these days we are much more likely to interact over
email, instant messaging, and social media. But while those technologies have many advantages, something does get
lost in all this “virtualization”—we have a harder time making connections, deepening relationships, building brand
loyalty, and understanding the value of the work we, and others, are doing every day. Live events can’t replace the
daily face time that used to be the hallmark of business, but they can help companies and employees bridge the gaps.

Social Media Marketing Can Boost Real-world Attendance

Although it may seem like social media is the enemy of real-life events, smart marketers are using the technology
to create buzz, attract attendees, and build community before, during, and after their events. Indeed, social
media should be part of a larger marketing strategy. Here are three ways in which social media can help you
achieve success:

3 Create Awareness Social media lets you identify and engage with your target audience in ways never before
gpttjenf/Xjuilsthr.ujnflushdljoh-1zpvidbo!tFfixi pljtljoufsftufeljolzpvslupgjdt-ltfttjpot-lboeltgpotpstdxibu!
jt'esjwjohluibuljoufsftw!boe! xifuifs!zpv!)ps!uifz*Ibsf! fodpvoufsjoh!boz!spbecipdlt!bipoh!ui 1 xbz/!Uifo-!
you can tailor your programming to meet your prospective attendees’ needs, ensuring they will come and
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3 Support Attendees On site, social can help you do everything from communicating changes to the program
and sending out surveys and questionnaires, to creating ad-hoc user groups and reacting to real-time
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3 Build Ongoing Community Social lets you extend the event into the virtual world after everyone has gone
home, which, in turn, helps deepen brand loyalty and foster meaningful connections among attendees. By
monitoring and feeding these conversations, you get excellent feedback about the event itself, as well as
insight into what resonated, what questions remain, and how to make it an even better experience next time.

THE VALUE OF APPLYING TECHNOLOGY TO IN-PERSON EVENTS

Events are only as good as the experiences they deliver. Anything planners can do to ensure every attendee gets
exactly what he or she is looking for will not just result in higher satisfaction scores, but also higher revenues.
Technology, which has transformed so many industries and job roles over the past several years, is how doing
the same for the event business. New, effective tools are making it easy for planners to design, staff, and market
ui F fwfoud! efnjwfs! fydfmfou! dpnnvojdbujpot! evsjoh! ui ! fwfou! jutfix! boe! gpmpx!vq! xjui ! buufoefft!boe! op.tipxt-!
fyufoejohlui fldpoubdut!boe!dpnnvojdbujpolgpsiipoh.ufsn!fyfdu!boe!nbyjnvn!cfoflut/



A complete event-management solution should be able to help an organization achieve three critical goals:

1. Enliven and personalize the experience, which will affect an attendee’s current and future behavior;
2.Empower the user to be in control of the entire event life cycle, to optimize event management within the
company; and

3. Maximize ROI by leveraging data and analytics to engage prospects and participants all along the value chain—
before, during, and after the event.

Source: etouches

Not surprisingly, event marketers and planners are looking for ways to leverage their registration systems, social
media presence, messaging, data collection and analytics to target, engage, and convert attendees weeks or months
before an event. Doing so ensures higher attendance rates, richer and more personalized experiences, and better
outcomes for the business and its customers. Then, smart marketers leverage the same information for months and
even years after the live meeting to continue the conversation, cement their position as a thought leader, and drive
more participation down the road. This feeds into other campaigns or marketing and sales initiatives.
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Frost & Sullivan research shows that in 2013, more than 5 million annual events
and meetings were held around the world, reaching roughly 512 million attendees
and comprising more than $500 billion in spending.
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