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What's your #1
frustration with
events right now?

Today, we’re not just fixing
events—we’re monetizing the vibe.

If this is your challenge, then here’s
your path to profit.
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Content That
Converts




If...

“Our sessions don’t hold
attention.”

“We’re guessing what content
formats work.”

“Sponsors only want stage
tfime, but it falls flat.”




/7%

of Gen Z want short-form, snackable
content (Freeman).




Then...

Package content into sponsored
micro-sessions, post-event gated
replays, and “snack pack”

playlists for lead gen.




ACTIVITy: Pick one long session and
COn Tenf redesign it info 3 monetizable

snackable formats.

Remix




Connections

(Chemistry)
That Count




“Our networking feels forced.”
“We can’t measure if people

actually connect.”
“Sponsors want leads, but
attendees hate badge scans.”




65%

of attendees rank networking as their
#1 ROI driver, but only 37% feel
events deliver (Freeman).




Then...

Sponsored matchmaking lounges,
data-driven Al infroductions, and
follow-up “warm lead reports”

for sponsors.




Activity:
Networking

Redesign
Yeldlali

Groups sketch a new
networking format that
delivers value for attendees
and measurable ROI for
SPONSOIS.



Business Deals
& Revenue




Which spend category
would you cut first: mediaq,
speakers, or tech?




If...

“We can’t prove ROI beyond
badge scans.”

- “Budgets are cut unless we
show deal flow.”

- “Exhibitors want more than
raw leads.”



64%

of exhibitors say bundled solutions
help justify spend (Freeman).




Then...

Create deal-facilitation bundles
(1:1 meetings + digital showcase +
analytics dashboard).




Activity:
Build a

Teams design an “Brand ROI
Bundle” that solves for value

Bundle + margin.




Marketing That
. Cuts Through




If...

“Our campaigns get lost in the
noise.”

“We don’t know what actually
converts.”

“Gen Z and Millennials ignore
our brand pushes.”




Gen Z trusts creators

2X more than brands

(Freeman)




Offer sponsored co-marketing
campaigns with creators or
industry micro-influencers —
measurable reach + new sponsor
asset.

Go small with micro-events, hyper
focused on groups of interest.




ACTiViTy: Draft a campaign that pairs
Creator

event content with an
influencer to extend reach

CO”ab Spl"inf and drive attendance.




Dlelglef=
Break!
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Data &
Measurement




If...

“We don’t know what to
measure.”

- “We can’t prove impact
beyond attendance.”

- “Exhibitors don’t think we help

them achieve goals.”
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39%

of exhibitors think organizers are
effective at supporting objectives
(Freeman).




Then...

Sell ROO dashboards (Return on
Objectives)—tracking quality of

leads, depth of engagement,
intent scoring.




Activity:
Merric MGTCh Match real sponsor goals with

the metrics that prove them.

Game




what the...

CMO cares about omnichannel
(pipeline, ROI)

marketing ops tfeam cares about
(conversion rates, attribution)
attendee feels

(experience, friction)

sponsors demand

(leads, engagement)




Commerce &
365 Revenue




If...

«  “Our event revenue ends on
the last day.”

« “We can’t extend the value
beyond 3 days onsite.”




81%

of attendees discover new vendors at
events, and 74% are more likely to
buy with follow-up (Freeman).




Then...

Extend your event info a
year-round digital marketplace.

Sponsors pay to stay in front of
buyers 365 days.




AC“V'TV' Map one way your event can

DeSign extend into year-round
YO ur 365 commerce.
Play




/

Don’t just measure events.
Monetize the vibe.

—



What’s one
energy-driving
moment from
your best event
you could
monetize
tomorrow?
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INBOUND

Thank You!




Please Rate Our Session

We hope you enjoyed today’s session.
Please head to the INBOUND mobile app
to provide your feedback.

Thank you!







INBOUND

Thank You!

dahliaplus.com
@) dahliaelgazzar




Thank You!

Dahlia Mira Soullen Rachel
El Gazzar Stephan
dahliaplus.com @ mirasoullen snoball
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