ALIGNING
EVENT AND
CONTENT
STRATEGY

Mile High Ideas for Revenue Growth
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WE ALL WANT TO
PRODUCE GREAT
EVENTS

Events are a touchstone for our brands and a tangible
opportunity to connect our commercial supporters to our

most engaged audience.




Meet your business where it is now and where you want it to be, then prioritize.



) MILE HIGH REVENUE INGREDIENTS

A NICHE strength and home of your
W AUDIENCE strongest unique value proposition
How is it resourceful,

9 CONTENT Who needs it and why?

Does it deliver mission or
how to?

EVENT Define where revenue will

live? Expo? Registration?

Or is the Goal something
else?



MILE HIGH CHALLENGES

Customers Costs

* Attention is at a premium * Pricing can be a moving target

* ROl tough to measure * Events are a large investment

* Budgets are tight * Riskis hard to recoup

Competition COVID

* Competing for mind or market * The most disruptive factor
share for events in history

* Advertisers/sponsors also getting * Impact on the workforce

into the event-content business
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SITE SUCCESS IMPACTS EVERYONE
IN CLINICAL RESEARCH

Discover SCRS. The events, programs and people impactingclinical research.



UNCERTAIN INTERUPTION
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%’ CORONAVIRUS PANDEMIC

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/

) MILE HIGH REVENUE INGREDIENTS
” FOR SCRS AND PAR

Executives at pharma, CRO, research
il=2 AUDIENCE &

I . Perf . G :
(@} CONTENT ivonwom "
Keep audiences engaged and

informed.

Set up larger scale
virtual/live events.

Keep revenue investment,
grow digital inventory.



PAIR PEERS
Sli>s> AND PROS



Sites NOW Quarterly article Presentation of
Playbook for Site in SCRS findings at 2021
Su InSite Journal SCRS Summits

Virtual Site Monthly Quarterly Monthly article in
Solutions Summit Sites Now Meeting Sites NOW Forum SCRS Newsletter

EVENT AND CONTENT
SYMBIOTIC



LEVEL UP LARGE CLIENT ENGAGEMENT
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ALIGNMENT
SOLUTIONS
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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?

12

()

Create Upsell

Know where the revenue needs
to come from. Give your
audience what it wants and

surprise them when able.

Think Multichannel

How can your events extend into
the channels your customers

need regularly?



New audience prospects from
virtual conferences and open

forums.

18 MONTHS IN

How is it going?

4 FULL

VIRTUAL
EVENTS

New audiences and SMEs
revenue in digital programs

that did not exist previously.

COMPLETEL 13

NEW
PRODUCT
LINE

Engaged sponsors

Tangible value
90% recovered revenue, 5%

new revenue



Summit Preview: The Impact of
Successful Site Relationships

August 24, 2021

COLLABORATE FORWARD
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Site Solutions Summit

SITESNOW™

CouracE & VISION
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MILE HIGH REVENUE IDEAS
WHEN
EVENTS AND CONTENT ALIGN

1) Grow Audience: Invite a colleague or
friend

2) Experiment: Create segmented/niche
content for a niche segment of your
audience.

3) Offer a mix of gated/ungated, have
different goals for both

4) VIP Experience, upcharge
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9 CONTENT

MILE HIGH REVENUE IDEAS

WHEN

EVENTS AND CONTENT ALIGN

1)

2)

3)

4)

5)
6)

Crowd solve a calendar that delivers
investment interest and audience
engagement.

Great articles usually make great
presentations!

Polls and surveys. Plan to where and
how to include.

Sponsored webcasts, digital
marketplaces, exhibit-related digital
upgrades.

Focus Groups

Industry Working Groups
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9 EVENTS

MILE HIGH REVENUE IDEAS
WHEN
EVENTS AND CONTENT ALIGN

1) Find moments that sponsors will
invest in.

2) Theme that matters to your UVP
3) Networking groups

4) Meet-ups

5) Events inside your event

6) Extend: Everything we do live can be
previewed and reviewed digitally
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SUMMARY

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 stakeholdeg.8
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



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