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W E  AL L  W ANT  T O  
PR O D U C E  G R E AT  
E V E NT S
Events are a touchstone for our brands and a tangible 

opportunity to connect our commercial supporters to our 

most engaged audience.  
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Meet your business where it is now and where you want it to be, then prioritize.
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NI C HE  T O  NO O D L E  O N:

W HAT  C O M E S  F I R S T ,
T HE  C H I C KE N O R  T HE  E G G ?



M I L E  H I G H R E V E NU E  I NG R E D I E NT S

CONTENT

A  N I C HE  st re n gth  a n d  h om e  of  you r  
st ron ge st   u n iq u e  va lu e  p rop os i t ion

How i s  i t  re s o u rcef u l ,

Wh o n e e d s  i t  a n d  why ?   

Do e s  i t  d e l i ve r  m is s ion  or  
h ow to ?

Def in e  wh e re  reve n u e  wi l l  
l i ve ?   Ex p o ?   Re g i st rat ion ?   

Or  i s  th e  G o a l  s o m eth in g  
e l s e ?

4AUDIENCE

EVENT
GOAL



M I L E  H I G H  C HAL L E NG E S

Customers

• Attention is at a premium

• ROI tough to measure

• Budgets are tight

Cos ts

• Pricing can be a moving target

• Events are a large investment

• Risk is hard to recoup

Compet i t ion

• Competing for mind or market 

share

• Advertisers/sponsors also getting 

into the event-content business

COVID

• The most disruptive factor 

for events in history

• Impact on the workforce
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A SMALL BUT 
MIGHTY 

EVENT STORY 



U NC E R T A I N  I NT E R U PT I O N
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This Photo by Unknown Author is licensed under CC BY-ND

https://www.groundup.org.za/article/covid-19-worlds-unprecedented-experiment/
https://creativecommons.org/licenses/by-nd/3.0/


M I L E  H I G H R E V E NU E  I NG R E D I E NT S
F O R  S C R S  AND  PAR

CONTENT

Exe cu t ive s  at  p h a rm a ,  C RO,  re s e a rch  
s i te s .

I m p rove .   Pe r form .   G row.   
N OW.   N OW.   N OW.   

Ke e p  a u d ie n ce s  e n ga ge d  a n d  
in fo rm e d .   

S et  u p  la rge r  s ca le  
v i r tu a l / l i ve  eve nts .

Ke e p  reve n u e  inve stme nt ,  
g row d ig i ta l  inve ntor y.

8AUDIENCE

EVENT
GOAL



PAIR PEERS 
AND PROS



EVENT AND CONTENT
SYMBIOTIC



L E V E L  U P  L AR G E  C L I E NT  E NG AG E M E NT

C o o l  a n d  sty l i s h p rod u ct 

A re a s  for  com m u n i ty  con n e ct ion s

On l in e  store  a n d  m a rket  swa p 
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AL I G NM E N T  
S O L U T I O NS

Shop Your  Own UVP

Center your events around your 

publishing platform’s unique 

value proposition 

Audience Needs

What will your readers and 

advertisers NEED in the year 

ahead, and how will your 

programs be the resource they 

turn to?

Create  Upse l l

Know where the revenue needs 

to come from.  Give your 

audience what it wants and 

surprise them when able.

Th ink  Mul t ichannel

How can your events extend into 

the channels your customers 

need regularly?
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18  M O NT HS  I N
How i s  i t  go in g ?

1600 
4  FULL  

V IRTUAL  
EVENTS

1  
COMPLETELY  

NEW 
PRODUCT  

L INE

New audience prospects from 
virtual conferences and open 

forums.

New audiences and SMEs
revenue in digital programs 
that did not exist previously.

Engaged sponsors
Tangible value

90% recovered revenue, 5% 
new revenue
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M I L E  H I G H R E V E NU E  I D E AS
W HE N 

E V E NT S  AND  C O NT E NT  AL I G N

1) G row A u d ie n ce :   I nv i te  a  co l le a g u e  or  
f r ie n d

2) Ex p e r im e nt :  C re ate  s e g m e nted / n ich e  
co nte nt  fo r  a   n i ch e  s e g m e nt  o f  you r  
a u d ie n ce .   

3 ) Of fe r  a  m ix  o f  gate d / u n gated ,  h ave  
d i f fe re nt  go a ls  for  b o th

4) V I P  Ex p e r ie n ce ,  u p ch a rge
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AUDIENCE



M I L E  H I G H R E V E NU E  I D E AS
W HE N 

E V E NT S  AND  C O NT E NT  AL I G N
1) C rowd  s o lve  a  ca le n d a r  th at  d e l i ve rs  

inve stme nt  inte re st  a n d  a u d ie n ce  
e n ga ge m e nt .   

2 ) G re at  a r t i c le s  u s u a l ly  m a ke  g re at  
p re s e ntat io n s!

3 ) Po l l s  a n d  s u r veys .   P la n  to  wh e re  a n d  
h ow to  in c lu d e .

4 ) S p on s ore d  we b ca sts ,  d ig i ta l  
m a rketp la ce s ,  ex h ib i t - re lated  d ig i ta l  
u p g ra d e s .

5 ) Focu s  G rou ps

6) I n d u st r y  Work in g  G rou ps
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CONTENT



M I L E  H I G H R E V E NU E  I D E AS
W HE N 

E V E NT S  AND  C O NT E NT  AL I G N

1) F in d  m om e nts  th at  s p on s ors  w i l l  
inve st  in .

2 ) Th e m e  th at  m atte rs  to  you r  UVP

3) N etwork in g  g rou ps

4) Me et - u ps

5) Eve nts  in s id e  you r  eve nt

6) Ex te n d :   Eve r y th in g  we  d o  l i ve  ca n  b e  
p rev iewe d  a n d  rev iewe d  d ig i ta l l y
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EVENTS



S U M M AR Y
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1) Recognize your role in the industry’s marketplace.  

Inform events and content with that .

2) Understand that there are many channels to reach 

your audience,  aspire to be the leading one.

3) Value proposition can evolve by time and stakeholder.  

Lead with it, don’t lean on it.

4) Develop your talent.  All of it.  Your BD team can be 

curious and flourish too.

5) Approach change with curiosity



THANK YOU 

Learn more:

HiFiGroup.com

SCRSprograms.com

MyPAR.org

19

http://www.hifigroup.com/
http://www.scrsprograms.com/
http://www.mypar.org/
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