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The Pre-Event

~ How High-Performing Teams Generate
70 to 80 Percent of Event ROl Before the Event Starts




Most event teams evaluate success based on what happens on the show
floor. Booth traffic. Badge scans. Walk-up conversations. Swag distribution.

Top-performing teams know a harder truth: The majority of event ROI is
determined before anyone arrives onsite.

Pre-event strategy decides:

Who you How relevant those
speak to conversations are

Whether meetings How much pipeline
happen by chance momentum is created

or by design versus post-event
cleanup work

This playbook breaks down the full pre-event motion used by
high-performing B2B teams and shows how to apply it regardless of your
company size, budget, or industry.
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Phase 1:
Event Qualification and ROI Filtering

Timeline: 6 to 8 Weeks Before the Event

Before committing budget, sponsorship, or internal resources, the event
itself must earn the right to exist in your calendar.
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Demand the Prior Year
Step 1:

Attendee List

The most undervalued asset in event marketing is last year's attendee
data.

If an organizer cannot share at least a sample of the prior year attendee
list, that is your first red flag.

@ You are not asking for this to spam people. You are asking to assess
strategic fit.

A usable list should include:
» Company name
» Job title
» Industry
» Geography

» Attendee type such as buyer, vendor, partner, media

If the organizer refuses outright, assume one of three things:

They do not The audience They are

track attendee does not
quality match sponsor
expectations

protecting
low-quality
attendance

Any of these are valid reasons to walk away.
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Step 2: icPFitScoring

Once you have the list, score it against your Ideal Customer Profile.

Key questions:
(7)) What percentage of attendees match your target

industry?

What percentage hold decision-making or influencer
titles?

How many are within your target account list?

® 6

How many are repeat attendees year over year?

Practical Benchmark

Strong events typically show:

30 to 40 percent ICP match for broad markets

15 to 25 percent for niche or enterprise-focused products

Anything below this means the event is branding only, not pipeline-driven.
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Case Study: SaaS Vendor Filtering Events

A mid-market SaaS company reviewed five potential events using prior
attendee lists.

Results:

» Event A: 42 percent ICP match
» Event B: 18 percent ICP match
» Event C: 9 percent ICP match
» Event D: No list provided

» Event E: 33 percent ICP match

They sponsored only Event A and Event E.

Total event spend dropped by 38 percent. Pipeline influenced increased
by 61 percent year over year.
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Attende Enricement Dashboard

Attende Profile Enrihement Account Scoring Panel
e

Phase 2:
Data Enrichment and Account
Intelligence

Timeline: 4 to 6 Weeks Before the Event

Once the event is qualified, preparation becomes a data exercise, not a
guessing game.
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Step 3: Enrich the Attendee List

Enrich the Attendee List

Raw attendee lists are rarely actionable on their own.
You should enrich for:

» Company size
» Revenue range

» Tech stack
» Buying stage indicators

» Prior engagement with your brand

This can be done through CRM matching, enrichment tools,
or GPT-based workflows that classify and score accounts
automatically.

The goal is simple: Know who matters most before outreach begins.
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Step 4: Tier Your Accounts

Create three tiers:

Tier 1 Tier 2 Tier 3

» Target accounts

» Active or potential
buyers

» High ICP fit

» Influencers or » Future potential
champions

» Adjacent accounts i » Brand awareness only
» Partners :

This tiering dictates messaging, effort, and budget allocation.
Metrics to Track

Percentage of Tier 1 Average seniority Meetings booked
accounts attending ' per tier " per tier
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Phase 3:
Pre-Event Outreach and
Meeting Booking

Timeline: 2 to 4 Weeks Before the Event

This is where most teams fail. They wait too long or rely on generic event
emails.
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Step 5: Personalized Pre-Event

Outreach

Effective pre-event outreach is:

» Personal

» Contextual

» Respectful of time
» Clear on value

Avoid:
» “Visit us at booth X"

» Long product pitches
» Overly clever copy

Use:

» Event relevance
» Role-specific value

» Clear meeting intent

Example Framework

» Acknowledge the event

» Reference their role or
company

» Offer a specific reason
to meet

» Suggest time slots
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Step ©: Measuring Pre-Event ROI

Never ask “Would you like to meet?” Always propose times

This reduces cognitive load and increases response rates.

Metrics That Matter

» Outreach response rate
» Meetings booked per 100 contacts
» Time-to-confirmation

Benchmarks
» High-performing teams see:
» 40 to 60 percent response rates10 to
> 15 meetings booked per 100 Tier 1
accounts
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Choose Thoughtful,
Step 7 %

Contextual Gifts

Best-performing gifts:

» Relate to event fatigue
» Are easy to redeem
» Do not require logistics onsite

Examples: Avoid:
» Spa or wellness vouchers » Heavy physical items
» Post-event meal credits » High-maintenance swag
> Travel recovery kits > Anything requiring shipping

coordination onsite

Case Study: Event Gifting Impact

A B2B vendor tested gifting versus no gifting across two identical events.

Results:

» Gifted prospects showed 27
percent higher reply rates

» Meeting attendance increased
from 72 percent to 94 percent

» Post-event follow-ups
converted 1.6x faster
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Phase 5:
Internal Alignment and Onsite

Strategy

Timeline: 1 Week Before the Event

Pre-event success collapses without internal clarity.
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Step 8: Lock Internal Roles

| UNCONCERNCE 2024

SHAPING OUR FUTURE

Everyone attending must know:
» Who they are meeting
> Why each meeting matters
> What success looks like

Create:

» A shared meeting tracker

» Account briefs for Tier 1 meetings

» Clear handoff rules to sales or
partnerships
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. Deprioritize the
Step 9: Booth If Needed

This is uncomfortable but necessary.
If meetings are pre-booked:

» Booth coverage becomes secondary
» Walk-ups are bonus, not core
» Time is protected for conversations that matter

Top teams treat booths as brand anchors, not lead machines.
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Phase 6:
Measuring Pre-Event ROI

What to Measure Before the Event Even Starts

Most teams wait until after the event to assess ROI. That is already too
late.

Find us on social: 17
@@ www.fielddrive.com



Track pre-event metrics such as:

» Meetings booked before arrival
» Tier 1 coverage rate
» Response rate by persona

» Cost per pre-booked meeting Example Event
Performance Snapshot

For a single industry event:

» 220 attendees on prior list

» 64 matched ICP

» 31 meetings booked pre-event

» 28 meetings attended

» 6 qualified opportunities
created

» Pipeline influenced before
follow-up: $480,000

This is not luck. It is preparation.
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The Core
Mindset Shift

Most teams treat events as:
» Lead generation

» Foot traffic contests

» Post-event follow-up marathons

High-performing teams treat events as:

» Relationship acceleration

» Deal progression moments

» The difference is not budget.
It is discipline.
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Final Takeaway for Event
Professionals

If you remember nothing else, remember this:

Events do not fail onsite. They fail in the weeks before. If you control

O Who attends

O Who you meet

O Why you meet
them

O What happens
before arrival

For more helpful guides and tips, check out Qil=lle(e|g\=R®I gk i{=WANet=T0 =110}

our in-depth resource repository for all things events!
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