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At the risk of sounding a little bias, yes!

Okay, I do work for an event management agency, 
but I’m also a marketer. And what brought me to 
work at cievents was the opportunity to market 
a marketing channel. A chance to speak to like-
minded people who understood that even with 
all of the incredible digital marketing tools at our 
fingertips today, the continued need and business 
benefits of face to face relationships has not faltered.

When I talk about events as a marketing channel, 
it is not at the expense of a digital experience. We 
are now at a point where our digital and analogue 
experiences coexist, working seamlessly to drive 
your business outcomes.

Event Manager Blog reports that over half of all 
delegates actively use their phone or handheld 
device during events.

This challenge represents a unique opportunity 
to engage delegates on their terms. 

By connecting mobile apps to live response tools 
for polls or panellist questions, you can work with 
your delegate’s phones, rather than fighting against 
them also providing valuable data post-event.

We’ve all been to our fair share of events where 
we have died by the hand of PowerPoint.                  

Should Events be part of 
your B2B Marketing Plan

But when you attend an event that has been created 
looking through the eyes of the delegate, with clear 
business objectives, you have a vastly different 
experience. And the organisation holding said event 
is experiencing a triumphant return on investment.

By Cate Carpenter 
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There is no doubting the power of events. 
According to Bizzabo research:

• Most marketers believe that events are the single-most effective 
marketing channel over digital advertising, email marketing and content 
marketing.

• 68% of B2B marketers use in-person events for lead generation initiatives.

• 84% of leadership (C-suite) believe in-person events are a critical 
component of their company’s success

So, how do you do it well? How do you ensure that your delegates will be 
engaged and inspired to take action? When all is said and done, and you’re 
having a drink with your team at the end of the day, do you have a smile on 
your face, knowing that you delivered?

It all starts with the brief. An event brief is no different from any marcomms 
brief. It is so much more than just the logistical elements of your event such as 
Number of Delegates, Destination, Venue, F&B, Team Building etc. By no means 
are these elements not essential, however, logistics alone will not communicate 
the real intention of your event and as a result miss the opportunity to have these 
elements strategically integrated into your messaging and experience for your 
delegates.

Some of the questions you need to ask 
yourself are:
What is the strategic intention of your event? What do you want your delegates 
to think, feel and do? What is the journey you are going to take them on? How 
are you going to prime your audience to receive your message?
These are drivers for the creative approach.

When your strategic intention is solid, you can create the story, experience, 
and journey that will carry your messages.

Creating a brief that has substance, articulating your business objectives and 
the measurable outcomes of your event will be responded to with the right 
strategy, content, and experience to achieve these outcomes.

B2B marketing is no different from B2C, yes, we are marketing business 
solutions as opposed to consumer goods; however, our audience are still 
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people; they make decisions with their hearts 
and rationalise with their heads. So take them on 
a journey, let them feel the culture of your brand, 
experience your products, talk to your people, 
belong to a community, network, learn, engage 
and you will feel the real power of events.

The best event I’ve attended
As Head of Marketing at cievents, I attend many 
events and am often asked what has been the 
most memorable event I’ve attended. For me, 
there is no particular event; it’s the moments I 
remember. 

Our customers depend on us to deliver their 
event objectives in an engaging and inspiring 
way. When I see the connection between what’s 
happening on stage and delegates, or the 
smile of stakeholders at the end of an event, it’s 
those moments that make me incredibly proud 
of the work we do - and that as a marketing 
professional, know that we have done our job.


