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EXECUTIVE SUMMARY
The Right Channel Mix = 15% More Registrations
In 2025, mastering event promotion isn’t optional — it’s a competitive advantage.

Whether you’re promoting a flagship B2B summit or a large-scale consumer activation, 
this guide simplifies the complexity of promotion planning, helping you drive attendance, 
engagement, and ROI.

Event organizers today are navigating 
a saturated digital landscape, 
evolving audience behavior, and 
shrinking attention spans. With the 
global event industry projected to 
reach $2.5 trillion by 2035, the real 
differentiator is how you promote, 
not just what you host. This 
whitepaper identifies 7 core event 
promotion channels and provides a 
data-backed framework for when, 
why, and how to use each one. 
Based on campaign insights, market 
trends, and expert interviews, it lays 
out practical strategies that help 
marketers:

Awareness
Social Media, Listings

Signups
Email, Paid Ads

Engagement
Influencers, Content

Boost registrations using 
multichannel promotion
Choose the right tools across paid, 
owned, and partner-led tactics
Align messaging with attendee 
journey stages

Benchmark success using channel-specific KPIs

ROI for Data-
Driven Campaigns

Gen Z discover 
events on TikTok

Lift from 
Multichannel vs 
Single Channel

Registrations via 
Referral Programs

36–45%

80%

+15%

30%
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Social
Build awareness

Messaging
Drive RSVPs

Partnerships
Expand reach

Paid Ads
Accelerate 

signups

Listings
Improve visibility

The 7 Channels of Event Promotion

Content
Build trust

Referral
Boost peer sharing

Data + Timing + Channel Fit = Better ROI
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READER’S GUIDE
As the events industry surges toward a projected $2.1 trillion valuation by 2032, mastering 
event promotion strategies in 2025 is no longer optional - it’s the linchpin of success for 
event marketers, planners, CMOs, and agencies. At Samaaro, we’ve witnessed firsthand 
how a strategic, data-driven approach to event marketing channels can transform events 
from overlooked gatherings to must-attend experiences. This whitepaper, Maximizing 
Reach: A Deep Dive into Event Promotion Channels That Drive Attendance in 2025, 
equips event professionals with the insights, tools, and tactics to navigate the evolving 
landscape of event promotion, ensuring every campaign delivers measurable impact. 

In 2025, there were 7 top-performing event marketing channels. Each channel plays 
a unique role in achieving event goals - awareness, signups, or engagement. Creating 
integrated, multichannel campaigns is critical to cutting through the noise of the 
attention economy. By combining channels, such as social media event promotion for 
awareness, email marketing for events for conversions, and event listing platforms for 
visibility - organizers can achieve a 15% higher registration rate compared to single-
channel strategies.

Whether you’re promoting a corporate summit, a music festival, or a virtual webinar, 
these insights will help you select the right event marketing channels to meet your 
objectives. 

This whitepaper is designed for:

Event marketers crafting campaigns to drive registrations and engagement.
Event planners seeking innovative ways to fill venues or virtual sessions.
CMOs and marketing teams of B2B/B2C organizations aiming to align events with 
business goals.
Agencies managing event promotion looking to optimize budgets and deliver 
measurable results.

Overview of Key Insights 

Target Audience
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PURPOSE AND SCOPE

This whitepaper aims to empower event professionals with practical knowledge and 
real-world examples of channel-based event promotion strategies. It highlights how all 
the channels serve distinct goals:

We provide channel-specific recommendations, including tools like Mailchimp for email 
automation, and Meta Ads Manager for paid campaigns. Budget considerations are 
addressed to help you allocate resources effectively, whether you’re a startup with a lean 
budget or a large organization investing in premium event collaborations. By leveraging 
these 2025 event trends and strategies, you’ll create campaigns that not only fill seats 
but also build lasting connections with your audience. 

• Awareness: Social media event promotion and event listing platforms excel at 
reaching broad audiences.

• Signups: Email marketing for events and paid ads for events drive conversions 
with targeted messaging.

• Engagement: Influencer event marketing and content marketing for events 
foster community and loyalty.
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INTRODUCTION

You can have the most valuable content, the most sought-after speakers, and the most 
meticulously organized agenda - but without effective promotion, your event risks being 
under-attended or overlooked. In today’s saturated digital environment, event success 
isn’t just about what you create, but how well you can get the right people to care about 
it - and show up. 

Promotion is the engine that drives awareness, engagement, and ultimately, attendance. 
It’s how you ensure your event stands out amidst a flood of invites, webinars, social 
posts, and competing priorities. Whether you’re organizing a high-stakes B2B summit or 
a community-driven internal event, the right promotion strategy can be the difference 
between a packed house and empty chairs. 

Gone are the days when a few email blasts and social posts were enough to generate 
traction. Audience behaviors have evolved - people consume content across multiple 
platforms, respond to personalized messaging, and expect relevance in every interaction.

Modern event promotion is no longer linear or channel-specific. It’s multichannel, 
dynamic, and contextual. From influencer shoutouts and paid ads to WhatsApp 
reminders and content-led campaigns, today’s promotional landscape demands a 
layered approach. A single-channel strategy is not only limiting - it’s risky. 

Moreover, each event has a unique purpose, audience, and timeline. Which means the 

Why Promotion is Critical to Event Success 

The Shifting Landscape: From One-Size-Fits-All to 
Multichannel Promotion 

Did You Know?
Events with a strong promotional strategy can 

increase attendance by up to 20% compared to 
those relying on word-of-mouth alone. 
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same promotional tactics won’t work every time. The most successful marketers tailor 
their channel mix based on event type, audience preferences, and campaign goals. And 
they continuously measure and refine. 

This whitepaper is designed to give event marketers a practical, comprehensive look at 
the most effective promotion channels available in 2025. Through data-backed insights, 
actionable strategies, and real-world examples, it explores: 

Whether you’re promoting a flagship summit, a webinar series, or an internal training 
event, this guide will help you build smarter, stronger, and more successful campaigns. 
Because in 2025, the way you promote your event is just as important as the event itself. 

• How to leverage each promotion channel - individually and together 
• When to use what, based on your audience and goals 
• What tools and tactics deliver the best ROI 
• How top brands are blending creativity with performance to fill seats 

How This Whitepaper Helps Marketers Make Informed 
Decisions 

Hack: Start your promotion early - ideally 3–6 months before the 
event - to build anticipation. 
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The events industry in 2025 stands at a pivotal 
juncture, propelled by technological advancements, 
evolving audience expectations, and a relentless 
demand for meaningful connections. With a 
projected global market value exceeding $2.5 trillion 
by 2035, growing at a compound annual growth rate 
(CAGR) of 10.2%, event promotion strategies must 
adapt to a dynamic landscape to drive attendance and deliver measurable outcomes.

The global events industry is experiencing robust expansion, with a 52% increase in 
event volume reported in 2024 and a projected 69% rise in in-person business meeting 
attendance by 2025. This growth spans three key segments: 

of organizers say in-person 
events are their most 
effective channel 

of attendees prioritize face-
to-face interactions for 
building relationships 

Examples: Trade shows, professional conferences.
Importance: Cornerstone of business development.
Key Stats:

The growth of the global event industry across B2B, B2C, and internal segments 
The challenges posed by the attention economy 
Shifting audience behaviors 
The role of data-driven campaigns in optimizing event marketing 

MARKET LANDSCAPE 
AND TRENDS 

Growth of the Global Event Industry (B2B, B2C, Internal) 

B2B Events 

80.4% 77.7%

1
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The Middle East and Asia-Pacific (APAC) regions, particularly Dubai and Shanghai, are 
pivotal drivers of the event industry’s growth, fuelled by: 

Dubai’s strategic location and world-class infrastructure position it as a global event hub, 
hosting mega-events like Expo 2025 and luxury conferences that attract international 
audiences.  Shanghai, with its vibrant tech ecosystem, draws 12 million annual event 
attendees to festivals and trade shows, leveraging its digital connectivity.  

High internet penetration - 85% in Dubai and 70% in Shanghai; enables robust digital 
marketing via social platforms and event listings. 

The demand for immersive experiences, such as VR-enhanced exhibitions, elevates 
attendee engagement, making these cities ideal for innovative event promotion 
strategies.   

Organizers can capitalize on these dynamics by tailoring campaigns to affluent, tech-
savvy audiences in Dubai and diverse, digitally engaged crowds in Shanghai.   

Examples: Music festivals, cultural events, experiential activations
Key Trend: 84% of consumers favor live experiences (e.g., concerts, pop-ups) 

Examples: Corporate retreats, trainings, strategic meetings 
Purpose: Employee engagement and organizational alignment
Adoption: 85% of organizations use them to boost engagement

Rapid economic expansion 
High internet and mobile penetration 
Rising demand for immersive experiences 

67% of executives plan to increase event budgets in 
2025 
Signals growing confidence in events as a high-ROI 
channel 
Highlights the need for sophisticated and 
multichannel promotion strategies 

Regional Dynamics 

B2C Events

Internal Events 

Budget Allocation Trends
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Caption: The global event industry is set to grow from $1.5 trillion in 2023 to $2.5 
trillion by 2035, driven by demand for B2B and B2C events. 

The New Rules of Engagement: Attention, Behavior, and 
Multichannel Complexity 

Navigating the Attention Economy and the Cost of Digital Visibility

In today’s saturated digital landscape, attention is one of the most valuable and contested 
commodities. Audiences are constantly bombarded with promotional content, and as 
a result, the average attention span on social media platforms has dwindled to just 8 
seconds. For event marketers, this creates a high-stakes environment - where precision, 
creativity, and timing are critical to breaking through the noise. 

The stakes are compounded by the rising cost of digital real estate. Global digital 
advertising spend is expected to approach $500 billion by 2026, driving up the cost of 
visibility across platforms. This directly impacts the effectiveness of paid promotions for 
events. In response, 91% of event organizers are turning to social media platforms like 
Instagram and LinkedIn to boost their event’s reach.

Yet cost doesn’t always correlate with impact. Short-form content formats such as 
Instagram Reels have shown to deliver 30% higher engagement compared to static 
posts, offering more efficient ways to capture audience interest. At the same time, the 
competition for collaborations, sponsorships, and premium content slots continues to 
intensify, affecting both event partnerships and organic content strategies. 



13

Shifting Audience Behaviors: From Mobile-First to 
Omnichannel Expectations 

Amid this complexity, a balanced promotional mix becomes essential. Combining 
paid channels with organic approaches - such as influencer collaborations and high-
performing event content - can drive both reach and ROI. With 40% of internet users 
actively following brands online, the opportunity exists, but only for those who can offer 
relevance and resonance. 

Audience behavior is evolving as rapidly as the platforms that shape it. A growing 
preference for snackable, video-based content has emerged, with 58% of consumers 
gravitating toward videos under 10 minutes in length. Platforms like TikTok are at the 
forefront of this shift - especially among Gen Z, 80% of whom use the platform to discover 
new events. 

Over two-thirds of event attendees consider mobile apps essential for navigation, 
networking, and real-time updates during an event. This behavioral shift has implications 
not only for onsite experiences but also for how events are discovered, evaluated, and 
shared in the lead-up. 

While mobile may be the primary device, it’s just one piece of a broader, omnichannel 
puzzle. A typical B2B customer now interacts with a brand across 10 or more channels - 
ranging from paid ads and email campaigns to event discovery platforms. Consistency 
across these touchpoints is critical. Whether someone sees an event on LinkedIn, receives 
a personalized email, or stumbles across it on a third-party listing site, the messaging 
must reinforce the same narrative, value, and intent. 

Insight

As attention becomes more fragmented, aligning content format with 
platform behavior is crucial. High-impact, low-cost formats - especially 
when supported by strategic influencer engagement - can stretch 
budgets without sacrificing visibility. 
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Did You Know?
Despite the digital-first shift, 64% of attendees 

still value immersive, in-person experiences over 
purely virtual ones - highlighting the importance of 

integrating on-ground activations such as interactive 
booths or live demos into the larger promotional 

strategy. 

Importance of Data-Driven Campaigns

Data-driven campaigns are transforming event 
promotion by enabling precise targeting, 
personalization, and optimization. In 2025, 70% of 
event organizers leverage attendee data to tailor 
experiences, resulting in a 36–45% average ROI for 
events using advanced analytics.

Event listing platforms and social media analytics further empower organizers to identify 
high-performing channels and allocate budgets effectively. Data-driven insights can 
increase sponsorship revenue by 30% and improve attendee satisfaction by aligning 
promotions with audience preferences. For instance, segmenting audiences based on 
past event interactions can enhance email marketing for events, driving higher open 
rates and registrations. In an era of information overload, data-driven campaigns provide 
a competitive edge, ensuring every dollar spent delivers measurable impact. 

For example, analyzing registration data and engagement metrics allows marketers 
to refine email marketing for events and optimize paid ads for events, boosting click-
through rates and conversions. 
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Adoption of Data-Driven Tools in Event Planning (2020-2025
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Caption: The use of data-driven tools has surged, with 70% of event organizers 
leveraging analytics in 2025 to optimize campaigns and enhance outcomes. 

Hack: Leverage behavioral data from past events to 
create audience segments for targeted promotions.  
For example, use engagement metrics to prioritize 
high-intent attendees for email campaigns, potentially 
increasing conversions by 15%.
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SOCIAL MEDIA 
PROMOTION 

2

Organic Social 

Platforms to Focus on in 2025 

Organic social media promotion remains a cornerstone 
of event promotion strategies, offering event 
marketers a cost-effective way to build awareness, 
engage audiences, and drive attendance without the 
high costs associated with paid ads for events. By 
leveraging platforms like LinkedIn, Instagram, TikTok, 
YouTube, X and Threads, event organizers can connect 
with diverse audiences through targeted content and 
community-driven engagement. This section explores 
the key platforms to prioritize, effective content 
formats, strategies for community building and 
narrative-based storytelling, and best practices for 
scheduling and consistency to maximize the impact of social media event promotion.  

Selecting the right platforms is critical to reaching the intended audience.

LinkedIn excels for B2B events, such as conferences and trade shows, where 
80% of professionals engage with industry-related content. Its focus on thought 
leadership makes it ideal for promoting webinars or networking events targeting 
CMOs and marketing teams.

Instagram dominates for B2C events, with 70% of its users discovering events 

In 2025, 91% of event planners use social media as a primary channel, with organic 
strategies accounting for 30% of total ticket sales for some events. 
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Choosing platforms based on audience demographics and event type ensures efficient 
use of resources and maximizes reach.

Social Media Platform Usage for Event Promotion in 2025 
Source: Bizzabo, Sprout Social

Twitter

Threads

Linkedin

Instagram

Tik Tok

You Tube

through Stories and Reels, particularly for festivals and experiential activations.

TikTok is a powerhouse for reaching Gen Z, with 80% of its users seeking event 
recommendations on the platform, making it essential for youth-oriented events 
like concerts or pop-up experiences.

YouTube remains a go-to for long-form content, such as event teasers or speaker 
interviews, with 55% of event attendees watching video content before registering.

X remains a key platform for real-time updates and conversations, with 60% of 
event-related hashtags trending during major conferences, amplifying visibility 
for both B2B and B2C events.

Threads, an emerging platform, offers a conversational space for real-time 
engagement, particularly for community-driven events, with early adopters 
reporting 20% higher engagement rates compared to Twitter in 2024. 

18%

10%

13%

28%

2% 8%

Caption: Instagram and LinkedIn lead as the most-used platforms for social media 
event promotion in 2025, with TikTok gaining traction among younger audiences. 
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Content Formats 

Community Building and Narrative-Based Storytelling 

The effectiveness of social media event promotion depends on utilizing platform-specific 
content formats to capture attention.  

Creating a community around an event fosters loyalty and amplifies organic reach. 
Community building involves establishing interactive spaces, such as LinkedIn groups 
for B2B events, TikTok hashtag challenges for B2C festivals, or Twitter threads for real-
time discussions.  

Narrative-based storytelling enhances engagement by sharing authentic stories, 
such as a speaker’s journey or an attendee’s experience, with storytelling campaigns 
on Instagram and Twitter increasing engagement by 20%. By cultivating a sense of 
belonging and leveraging compelling narratives, organizers can transform attendees 
into advocates, driving word-of-mouth promotion.  

Selecting formats that align with platform algorithms and audience behavior enhances 
visibility and interaction.

Reels on Instagram and TikTok are highly effective, with short-form videos under 30 
seconds generating 30% higher engagement than static posts. For example, a vibrant 
festival teaser can quickly draw interest.
Carousels on Instagram, LinkedIn, and Twitter enable organizers to share multi-slide 
content, such as event agendas or speaker highlights, with carousels achieving 1.8 
times more clicks than single-image posts.
Polls foster interactive engagement, with 65% of users participating in polls about 
event preferences, such as session topics or entertainment options, particularly on 
Twitter and Instagram.
Countdowns build anticipation, especially for time-sensitive events like webinars, 
with Instagram Stories countdown stickers increasing registration rates by 15%. 

For instance, a hashtag like #TechSummit2025 can encourage attendees to share 
their excitement, with 45% of event-goers posting user-generated content when 
prompted.  
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Scheduling and Consistency Tips 

Maintaining consistency in posting is critical to sustaining visibility in crowded social 
feeds. 

In 2025, algorithms favor accounts that post regularly, with 3–5 posts per week on 
Instagram, LinkedIn, and Twitter driving optimal engagement.

Scheduling tools like Hootsuite or Buffer streamline content planning, ensuring 
timely delivery.

Timing is crucial - posting on Instagram at 7–9 PM local time or Twitter during peak 
event hours (e.g., 10 AM–2 PM for conferences) can increase reach by 25%.

Consistent branding, including logos, colors, and messaging, reinforces event 
identity across platforms, boosting recall by 18%.

For example, a unified campaign theme across TikTok, Twitter, and YouTube 
strengthens audience recognition.  

Did You Know?
68% of Gen Z attendees are more likely to attend 
an event endorsed by a trusted community or 

influencer, emphasizing the role of community-driven 
promotion on platforms like TikTok and Twitter.  

Hack: Analyze platform-specific analytics to identify 
optimal posting times for your audience. Schedule 
content to align with these windows, repurposing high-
performing posts across platforms to boost visibility by 
up to 20% while minimizing effort.
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 Influencer Collaborations 
Influencer event marketing has emerged as a powerful strategy to amplify event 
visibility, build trust, and drive attendance. By partnering with influencers who resonate 
with target audiences, event organizers can leverage authentic voices to cut through 
the noise of the attention economy.  

This section examines the differences between micro and macro influencers, the role 
of event-specific influencers (including industry leaders, niche creators, and other 
relevant categories), methods to measure success (reach, engagement, conversions, 
and additional metrics), and tools for discovery and collaboration to optimize event 
promotion strategies.

Micro vs. Macro Influencers 

Event-Specific Influencers 

Choosing between micro influencers (typically 1,000–100,000 followers) and macro 
influencers (100,000+ followers) depends on event goals, audience, and budget. 

Selecting event-specific influencers ensures alignment with the event’s theme and 
audience.  

Micro influencers offer high engagement rates, averaging 7–10% compared to 1–3% for 
macro influencers, making them ideal for niche B2B events or local festivals targeting 
specific communities.  

Macro influencers, with their broader reach, are better suited for large-scale B2C 
events like music festivals, where their posts can generate millions of impressions.

For example, a micro influencer in the tech industry can promote a startup conference 
with authentic, community-driven content that resonates deeply.  

A balanced approach often combines both: micro influencers for targeted engagement 
and macro influencers for mass awareness.  

However, macro influencer partnerships can cost 10–20 times more, with fees ranging 
from $10,000 to $100,000 per campaign.  

In 2024, 82% of event marketers reported using micro influencers for cost-effective 
campaigns, achieving up to 11:1 ROI in some cases.  



21

Industry leaders, such as C-level executives or keynote speakers, lend credibility to 
B2B events like trade shows, with 60% of professionals trusting endorsements from 
recognized figures in their field.
Niche creators, who focus on specific topics like sustainability or wellness, are ideal 
for events with specialized themes, such as eco-friendly festivals or health-focused 
summits. 

Local influencers are critical for community-driven events, such as city-based cultural 
festivals, as they connect with regional audiences.
Event ambassadors, including past attendees or brand advocates, bring authenticity 
by sharing personal experiences, with 45% of attendees influenced by user-generated 
content.
Content creators specializing in short-form video (e.g., TikTok or Instagram Reels) 
are increasingly vital, as 70% of event discovery among younger audiences occurs 
through video content. 

For instance, a niche creator with 20,000 followers in the fitness space can drive 
registrations for a wellness retreat.  

Aligning influencer expertise with event objectives enhances authenticity and impact.  

Caption: Industry leaders and niche creators lead in driving event attendance, with 
local influencers gaining traction for community-focused events. 

Influencer Types and Their Impact on Event Attendance in 2025 
Source: Influencer Marketing Hub
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How to Measure Success 

Tools for Discovery and Collaboration 

Measuring the success of influencer event marketing requires tracking a range of metrics 
to evaluate impact and ROI.  

Identifying and managing influencer partnerships requires specialized tools to streamline 
discovery and collaboration.

Tools like Google Analytics and social media dashboards help track these metrics, 
ensuring organizers can assess performance and optimize future campaigns.  

For example, a macro influencer’s post might reach 500,000 users, amplifying event 
visibility.  

Reach quantifies the number of unique users exposed to influencer content, critical 
for awareness-driven campaigns.  

Engagement, including likes, comments, and shares, indicates audience interaction, 
with micro influencers often achieving higher engagement rates (7–10%).
Conversions, such as ticket sales or registrations, are the ultimate measure of success, 
with 30% of event registrations driven by influencer campaigns in some cases.
Click-through rates (CTR) track how many users visit event landing pages via 
influencer links, with well-crafted campaigns achieving 2–5% CTR.
Brand sentiment, measured through audience feedback and comments, gauges the 
authenticity of influencer endorsements, with positive sentiment correlating to a 20% 
increase in trust.

Did You Know?
Influencer campaigns with clear calls-to-action, 
such as “Register Now” links in bio, can boost 

conversions by 25%, as they guide audiences directly 
to event signups.
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These tools empower organizers to select influencers aligned with event goals and track 
performance efficiently.

Upfluence enables organizers to find influencers based on audience demographics, 
engagement rates, and niche expertise, ideal for targeting niche creators for specialized 
events.
Heepsy offers budget-friendly discovery for micro and local influencers, with filters 
for location and follower count.
AspireIQ facilitates collaboration by managing contracts, content approvals, and 
performance tracking, ensuring seamless partnerships.
Tribe  connects organizers with content creators for user-generated content 
campaigns, perfect for event ambassadors. 

Hack: Use a tiered influencer strategy by combining 
micro influencers for engagement and one macro 
influencer for reach. This can increase registrations by 
15% while keeping costs 20% lower than an all-macro 
approach.
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DIRECT MESSAGING 
CHANNELS 

3

Email Marketing 

Email marketing for events remains a vital 
component of event promotion strategies, offering 
a direct and personalized channel to engage 
audiences and drive registrations. Its strength 
lies in delivering tailored messages that guide 
potential attendees through the event lifecycle, 
from discovery to post-event follow-up. Email 
campaigns are particularly effective for fostering 
connections, with personalized emails achieving 
higher engagement than generic messages. This 
section explores pre-event nurture sequences, 
behavioral segmentation, automation flows, and 
subject line and deliverability best practices to optimize email marketing for events for 
events ranging from B2B conferences to B2C festivals.

Pre-Event Nurture Sequences 

Pre-event nurture sequences are structured email campaigns designed to build 
anticipation and drive registrations.

Typically spanning 3–6 emails over 4–8 weeks, these sequences start with an 
announcement to spark interest, followed by content highlighting event value, such 
as speaker profiles, agenda previews, or exclusive benefits - and conclude with urgent 
calls-to-action, like early-bird discounts.  

For example, a B2B webinar might begin with an email introducing the keynote speaker, 
followed by one detailing networking opportunities, and end with a registration deadline 
reminder. 
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Nurture sequences foster trust and maintain audience engagement, ensuring higher 
attendance for events like trade shows or virtual summits. A well-crafted sequence can 
significantly boost conversions compared to single emails, making it a cornerstone of 
effective event promotion strategies. 

Behavioral Segmentation (Cold, Warm, Loyal) 

Behavioral segmentation tailors emails to audience segments based on their interactions 
with previous campaigns or events, ensuring relevance and maximizing engagement.  

Impact of Email Nurture Sequences on Event Registration Rates (2024-2025)

Number of Emails in Sequence
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Cold audiences, such as new leads from event listing platforms, benefit from 
educational content that highlights event benefits, like key sessions or networking 
opportunities.
Warm audiences, who have opened past emails or attended related events, respond 
well to personalized offers, such as discount codes or session recommendations.
Loyal audiences, including repeat attendees or brand advocates, are ideal for VIP 
invitations or referral incentives, encouraging them to spread the word.

Caption: Multi-email nurture sequences enhance registration rates, with 5–7 emails 
yielding the highest conversions.
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For instance, a festival organizer might send loyal attendees an exclusive presale link to 
boost early registrations.

Segmentation enhances email relevance, with targeted campaigns achieving 50% higher 
open rates than non-segmented ones. Platforms like Mailchimp or HubSpot simplify 
segmentation by tracking user actions, such as email opens or registrations. 

Automation Flows (RSVP Reminders, Updates, Feedback) 

Automation flows streamline email marketing for events by delivering timely messages 
without manual effort. 

Event Marketing Platforms like Samaaro integrate these flows with attendee data, 
triggering emails based on actions like ticket purchases or session attendance, enhancing 
efficiency and personalization. 

RSVP reminders, sent 48 hours before a registration deadline, encourage action and 
maintain momentum.

Event updates, such as speaker announcements or venue changes, keep attendees 
informed and engaged.
Feedback emails, sent within 48 hours post-event, gather insights to improve future 
events, with clear questions driving higher response rates. 

For example, a conference campaign might include a confirmation email upon signup, 
a reminder 24 hours before the event, and a follow-up with session details.  

Did You Know?
Emails with interactive elements, such as polls 

or countdown timers, increase engagement by 
encouraging recipients to interact directly within the 

email, fostering a sense of involvement.  
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Use Cases: Reminders, Alerts, Ticketing Info 

Subject Line & Deliverability Tips 

SMS and WhatsApp are uniquely suited for delivering time-sensitive communications 
that drive action. 

In the fast-paced landscape of 2025, SMS and WhatsApp have become indispensable 
event marketing channels, offering direct, immediate, and highly engaging ways to 
connect with audiences. Their strength lies in their ability to deliver concise, action-
oriented messages that capture attention in real-time, making them ideal for time-
sensitive event communications. With open rates for SMS reaching up to 98%, these 
channels excel in driving engagement for events ranging from B2B webinars to B2C 
festivals. This section explores key use cases (reminders, alerts, ticketing info), consent 
and compliance practices, personalization techniques, and real-time engagement 
opportunities to maximize the impact of SMS and WhatsApp in event promotion 
strategies.  

Reminders ensure attendees stay informed about key deadlines, such as registration 
cutoffs or session start times.

Crafting effective subject lines and ensuring deliverability are critical to email campaign 
success. Subject lines should be concise (under 60 characters), action-oriented, and, 
where possible, personalized.
For example, “Join Us at Tech Summit 2025!” outperforms generic subject lines like 
“Event Registration.” Including urgency, such as “Last Chance for Early-Bird Tickets,” 
can drive action.
Deliverability hinges on maintaining a clean email list and adhering to best practices, 
such as using double opt-ins to ensure consent and avoiding spam trigger words like 
“free” or “guaranteed.” 
Testing send times - Tuesday mornings often perform well, optimizes open rates. Tools 
like Sender Score help monitor sender reputation, ensuring emails reach inboxes 
rather than spam folders.

Hack: A/B test subject lines with different tones (e.g., curiosity 
vs. urgency) to identify what resonates with your audience, 
potentially increasing open rates by 15%. 

SMS & WhatsApp
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For example, an SMS sent 24 hours before a webinar can prompt last-minute 
registrations, while a WhatsApp message with a calendar invite link simplifies RSVPs.  

Alerts provide critical updates, such as venue changes or weather advisories for 
outdoor festivals, ensuring attendees are prepared.  
Ticketing info,  including QR codes or payment links, streamlines access, with 
WhatsApp’s interactive features allowing attendees to confirm tickets directly in the 
chat.  

These use cases are particularly effective for hybrid events, where timely communication 
enhances both in-person and virtual experiences. By focusing on concise, actionable 
content, organizers can leverage these channels to keep audiences engaged throughout 
the event lifecycle. 

Effectiveness of SMS and WhatsApp Use Cases in Event Engagement (2025)
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Caption: Ticketing info via SMS and WhatsApp drives the highest engagement, 
followed closely by reminders, due to their actionable nature. 
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For example, an event website might prompt users to enter their phone number and 
confirm via a reply to an SMS or WhatsApp message.  

Adhering to these practices not only ensures compliance but also builds audience trust, 
reducing the risk of spam complaints. 

Consent and Compliance (Opt-In Practices) 

Personalization Techniques 

Ensuring consent and compliance is critical for ethical and effective use of SMS and 
WhatsApp in event promotion.  

Personalization enhances the effectiveness of SMS and WhatsApp by delivering relevant, 
tailored messages.  

Techniques include addressing recipients by name (e.g., “Hi Sarah, your webinar starts in 
2 hours!”) and customizing content based on attendee behavior or preferences. 

For instance, a festival organizer might send loyal attendees an SMS with a personalized 
discount code, while new registrants receive a WhatsApp message with a welcome 
note and event highlights.

Segmenting audiences by demographics, such as location or event type, further refines 
messaging - urban attendees might receive parking details, while virtual attendees get 
streaming links. Personalization fosters a sense of connection, encouraging action and 
loyalty.  

Tools like Twilio or MessageBird enable organizers to integrate attendee data for dynamic 
personalization, ensuring messages resonate with each recipient. 

Regulations such as the Telephone Consumer Protection Act (TCPA) in the U.S. and 
the General Data Protection Regulation (GDPR) in the EU mandate explicit opt-in 
consent before sending messages.
Best practices include using double opt-ins, where users confirm their subscription 
via a follow-up message, to verify intent. 

Clear opt-out instructions, such as texting “STOP” or clicking an unsubscribe link, are 
equally essential to maintain trust.
Organizers should also provide transparent information about message frequency 
and purpose during signup. 
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Real-Time Engagement Opportunities

SMS and WhatsApp excel in fostering real-time engagement, enabling organizers to 
connect with audiences during critical moments.  

During an event, WhatsApp group chats can facilitate live Q&A sessions with speakers, 
encouraging interaction for virtual or hybrid attendees.
SMS polls, such as asking attendees to vote on their favorite session, drive engagement 
and provide instant feedback.

For example, a conference might send an SMS poll during a keynote to gauge audience 
sentiment, with results shared in real-time.

Post-event, WhatsApp messages can share highlights or prompt feedback, keeping 
the conversation alive.  

These real-time opportunities create dynamic experiences, with platforms like Samaaro 
enabling organizers to automate and track engagement metrics, such as response rates, 
to refine future campaigns. 

Did You Know?
WhatsApp’s interactive buttons, such as “Register 

Now” or “View Agenda,” allow attendees to 
take action directly within the chat, simplifying 

engagement and improving response rates. 

Hack: Use WhatsApp’s broadcast lists to send personalized 
reminders to segmented groups, such as VIP attendees, saving 
time while maintaining a tailored approach. 
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PARTNERSHIPS & 
COLLABORATIONS

4

Event collaborations represent a strategic 
cornerstone of event promotion strategies, enabling 
organizers to amplify reach, enhance credibility, 
and drive attendance through mutually beneficial 
relationships. By partnering with media outlets, co-
hosts, or complementary brands, event marketers 
can tap into new audiences and share resources, 
making collaborations a cost-effective way to 
boost visibility. In 2025, 62% of event organizers report that partnerships significantly 
increase registrations, particularly for B2B and B2C events. This chapter explores 
media partnerships, co-hosting, and cross-promotions; strategies for evaluating and 
approaching potential partners; joint content strategies, including webinars and co-
branded posts; revenue-sharing and affiliate models; and real-world case examples of 
successful partnerships. 

Media Partnerships, Co-Hosting, Cross-Promotions 

Media partnerships involve collaborating with publications, blogs, or influencers to 
promote events through editorial content, sponsored posts, or event coverage.  

For example, a tech conference might partner with a trade publication like TechCrunch 
to publish an article about its keynote speakers, reaching a targeted audience of 
professionals.  

These approaches expand reach, with cross-promotions particularly effective for B2C 

Co-hosting entails partnering with another organization to jointly organize an event, 
sharing responsibilities and audiences. A B2B summit co-hosted with an industry 
association can leverage the partner’s network to boost attendance.
Cross-promotions allow brands to promote each other’s events or offerings, such as 
a festival partnering with a beverage brand to feature its products in exchange for 
social media shoutouts. 
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Collaboration 
Type

Primary 
Benefit Best For Example 

Media 
Partnerships 

Co-Hosting 

Cross-
Promotions 

Increased 
visibility 

Shared 
resources 

Brand 
alignment 

B2B/B2C 
events 

B2B 
conferences 

B2C festivals 

Partnering with a trade 
publication for coverage 

Co-hosting with an industry 
association 

Partnering with a beverage brand 
for mutual promotion

Caption: Different collaboration types serve distinct event goals, from visibility to 
resource sharing. 

How to Evaluate and Approach Potential Partners 

Evaluating potential partners requires aligning their audience, values, and goals with 
the event’s objectives.  

To approach partners, start with a clear value proposition, outlining mutual benefits like 
increased exposure or shared revenue.  

Building relationships through initial outreach, such as LinkedIn messages or industry 
events, fosters trust before formal agreements. Clear communication and defined 
expectations ensure successful partnerships. 

For instance, an email pitch to a media outlet might highlight exclusive content 
opportunities, while a proposal to a co-host could emphasize shared audience growth.  

Audience alignment ensures the partner’s followers match the event’s target 
demographic, such as a fitness brand for a wellness retreat.
Brand compatibility assesses whether the partner’s mission and reputation 
complement the event’s, avoiding partnerships that could dilute credibility.
Reach and influence evaluate the partner’s audience size and engagement rates, 
with smaller, niche partners often offering higher engagement for targeted events. 

events like festivals, where aligned brand values enhance authenticity. Each type of 
collaboration leverages the partner’s audience and credibility to drive engagement and 
registrations. 
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Revenue-Sharing and Affiliate Models 

Revenue-sharing and affiliate models provide financial incentives for partners to 
promote events.  

For example, an industry association co-hosting a conference might earn 20% of ticket 
sales for promoting to its members.  

For example, a cybersecurity conference might partner with a tech firm to host a 
webinar on emerging threats, attracting attendees and generating leads.

Joint Content Strategies (Webinars, Co-Branded Posts) 

Joint content strategies amplify event promotion through collaborative storytelling.  

These strategies should include consistent messaging and visuals to reinforce event 
identity. Planning joint content calendars ensures timely execution, with tools like Trello 
or Asana facilitating coordination. Joint content not only expands reach but also builds 
credibility by associating the event with trusted partners. 

Webinars are highly effective for B2B events, allowing partners to co-create content 
that showcases expertise.  

Co-branded posts on social media, such as Instagram or Twitter, leverage both 
partners’ audiences to promote the event. A festival might collaborate with a local 
influencer for a co-branded Instagram Reel showcasing the event’s highlights, driving 
engagement through shared branding.  

In a revenue-sharing model, partners receive a percentage of ticket sales or 
sponsorship revenue generated through their efforts.  

Did You Know?
Co-branded social media posts can increase 

engagement by 20% when both partners actively 
promote the content, leveraging their combined 

audiences for greater impact. 
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Affiliate models assign unique tracking links to partners, rewarding them for each 
registration driven, typically with a fixed fee or percentage. A media partner might 
earn $10 per ticket sold via their affiliate link.  

These models incentivize active promotion while aligning financial goals. Clear 
agreements, including payout terms and tracking methods, are essential to avoid 
disputes. Tools like Impact or Refersion simplify affiliate tracking, ensuring transparency 
and accountability.

These examples highlight how strategic partnerships, tailored to event goals, can drive 
measurable outcomes. 

Case Examples of Successful Partnerships 

Real-world examples illustrate the power of event collaborations.  

In 2024, the Web Summit, a global tech conference, partnered with media outlet The 
Verge to produce exclusive content, including speaker interviews and live coverage, 
resulting in a 15% increase in registrations from tech professionals.
A B2C example is Coachella’s collaboration with YouTube for a live-streamed event, 
which expanded its global reach and drove a 20% uptick in ticket sales for the following 
year. 
Another case is a local food festival partnering with a regional brewery for cross-
promotions, featuring the brewery’s products on-site and co-branded social media 
campaigns, which boosted attendance by 10%. 

Hack: Create a partnership pitch deck with data-driven 
insights, such as audience overlap or past event success, to 
convince potential partners, increasing buy-in by up to 25%. 
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REFERRAL PROGRAMS 
5
Referral programs are a powerful yet often 
underutilized component of event promotion 
strategies, leveraging the trust and influence 
of existing attendees to drive registrations. By 
incentivizing participants to recommend events 
to their networks, organizers can tap into organic 
word-of-mouth marketing, amplifying reach cost-
effectively. In 2025, referral programs can drive up to 30% of event registrations for well-
executed campaigns, particularly for B2C festivals and B2B conferences. This chapter 
explores the psychology behind referrals, focusing on social proof and trust; strategies 
for structuring a referral program with tiers and incentives; platforms and tools like 
ReferralCandy and InviteReferrals; and methods to track and optimize performance to 
maximize the impact of referral programs.  

Psychology of Referrals: Social Proof and Trust 

The effectiveness of referral programs stems from the psychology of social proof and 
trust.  

Social proof, the tendency to follow the actions of others, drives event attendance 
when recommendations come from trusted peers.  

For example, a friend’s endorsement of a music festival carries more weight than a 
generic advertisement, as 92% of consumers trust recommendations from people they 
know.  

Trust amplifies this effect, as attendees are more likely to act on referrals from 
individuals within their social or professional circles.  

For B2B events, a colleague’s recommendation of a conference can signal credibility, 
while for B2C events, peer endorsements create excitement and FOMO (fear of missing 
out). By tapping into these psychological drivers, organizers can encourage attendees 
to become advocates, organically expanding the event’s reach and fostering a sense of 
community.  
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Structuring a Referral Program (Tiers, Incentives) 

Platforms/Tools to Run Them (ReferralCandy, InviteReferrals) 

A well-structured referral program motivates participants through clear tiers and 
compelling incentives.

Running an effective referral program requires robust platforms to manage campaigns 
and track results.  

Tiers create a hierarchy of rewards based on the number of referrals, encouraging 
sustained participation.  

For instance, a tiered program for a tech summit might offer a 10% ticket discount for 
one referral, a 25% discount for three referrals, and a free VIP pass for five referrals.  

Incentives should align with the event’s audience and goals—B2C events might offer 
merchandise or exclusive experiences (e.g., backstage access), while B2B events could 
provide premium networking opportunities or session recordings.  

Incentives should reward both the referrer and referee to maximize participation; for 
example, offering both a $10 discount on tickets doubles the incentive to share.  

Clear communication of the program’s rules and benefits, such as through a dedicated 
landing page, ensures transparency and encourages engagement. Structuring programs 
with achievable milestones and appealing rewards drives higher referral rates. 

Program Type 
Incentive 
Examples Best For Engagement Rate 

Single-Tier 

Multi-Tie

$10 discount 
per referral 

Discounts, 
VIP passes 

Small events 

Large B2C/
B2B events 

Moderate 

High 

Caption: Multi-tier referral programs drive higher engagement by offering escalating 
rewards, ideal for large-scale events.

ReferralCandy is a leading tool for creating customizable referral programs, allowing 
organizers to set up unique referral links, automate reward distribution, and integrate
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How to Track and Optimize 

Tracking and optimizing referral programs ensures they deliver maximum value. Key 
metrics include referral rate (percentage of attendees who share referrals), conversion 
rate (percentage of referred leads who register), and cost per acquisition (total program 
cost divided by new registrations).  

If a program shows low referral rates, testing new rewards, like exclusive content access, 
can boost participation. A/B testing email subject lines or social media prompts can also 
improve engagement. Regular optimization ensures referral programs remain effective 
throughout the event promotion cycle. 

For example, tracking referral links via unique codes reveals which attendees drive 
the most signups. Optimization involves analyzing these metrics to refine incentives or 
messaging.  

For example, a conference organizer might use InviteReferrals to send referral links to 
attendees, rewarding them for each successful signup.

These tools simplify administration, ensuring seamless execution and accurate tracking 
of referrals. 

with ticketing platforms. It’s particularly effective for B2C events like festivals, where 
branded rewards like merchandise drive participation.
InviteReferrals offers similar functionality with a focus on ease of use, enabling 
organizers to create referral campaigns with minimal setup and track performance 
across email and social media. Both platforms support multi-tier programs and 
provide customizable templates for promotional emails or social posts.

Did You Know?
Referral programs that reward both the referrer 

and referee, such as offering dual discounts, can 
increase participation rates by 20%, as both parties 

feel incentivized to act. 
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Hack: Promote your referral program during peak 
engagement moments, such as immediately after registration 
confirmation, to capture attendees’ excitement and increase 
sharing by up to 15%. 
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PAID MEDIA CAMPAIGNS 
6

LinkedIn Ads are a cornerstone of paid ads for events in, 
particularly for B2B events such as conferences, webinars, and 
trade shows, where precise targeting of professionals drives 
high-quality registrations. With 80% of B2B marketers using 
LinkedIn for paid campaigns, the platform’s ability to connect 
with decision-makers makes it indispensable for event 
promotion strategies. This section examines the differences 
between sponsored content, InMail, and lead gen forms; 
best practices for targeting and creatives; and approaches to 
budgeting and ROI tracking to maximize the impact of LinkedIn Ads for events. 

LinkedIn Ads 

Sponsored Content vs. InMail vs. Lead Gen Forms 

Sponsored content appears in LinkedIn feeds as native posts, promoting event 
announcements, speaker highlights, or agenda previews. It’s ideal for building 
awareness, with engaging visuals like short videos or carousels driving 2–3 times 
higher engagement than static posts.
InMail delivers personalized messages directly to users’ inboxes, making it effective 
for inviting targeted professionals to exclusive events, such as executive summits. 
InMail achieves higher response rates for smaller, high-value audiences but requires 
compelling copy to avoid being ignored.
Lead gen forms collect attendee information (e.g., name, email) directly within the 
ad, streamlining registrations for webinars or workshops. These forms reduce friction, 
as users can sign up without leaving LinkedIn.

For example, a lead gen form for a tech conference might pre-fill job titles, boosting 
conversions.

Choosing the right format depends on event goals — sponsored content for reach, 
InMail for personalized outreach, and lead gen forms for direct signups. 
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Ad Format Primary 
Goal Best For Engagement Metric

Sponsored 
Content 

InMail

Lead Gen Forms 

Awareness 

Personalized 
outreach

Conversions

Broad reach

Exclusive 
events

Registrations

Impressions/clicks 

Response rate

Form submissions 

Caption: Each LinkedIn ad format serves distinct event promotion goals, from 
awareness to conversions. 

Best Practices for Targeting and Creatives 

Effective LinkedIn Ads rely on precise targeting and compelling creatives.  

For instance, targeting “marketing directors” in the tech industry for a B2B summit 
ensures alignment with event goals. Narrowing audiences to 50,000–100,000 users 
balances reach and relevance.  

Targeting should leverage LinkedIn’s robust filters, such as job title, industry, company 
size, or skills, to reach relevant audiences.  

Creatives should feature concise copy (under 150 characters for headlines) and high-
quality visuals, such as event photos or speaker headshots. Video ads, particularly 15–30 
seconds long, perform best for engagement, while clear calls-to-action like “Register 
Now” drive clicks. A/B testing ad variations — such as different headlines or images—
refines performance. Aligning creatives with the event’s brand identity ensures 
consistency and builds trust among professional audiences. 
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Budgeting and ROI Tracking 

Budgeting for LinkedIn Ads requires balancing cost-per-click (CPC), which averages 
$5–$8, with campaign goals. A $5,000 budget can yield 625–1,000 clicks, sufficient for 
a webinar targeting a niche audience. Allocating 60% of the budget to high-performing 
formats, like lead gen forms, and 40% to testing new creatives optimizes spend.  

ROI tracking involves monitoring key metrics: impressions (for awareness), click-through 
rate (CTR, targeting 0.5–1%), and conversion rate (registrations or leads).  

For example, a lead gen form campaign might track form submissions to calculate 
cost-per-lead.  

Regularly adjusting bids and targeting based on performance ensures efficient budget 
use and maximizes registrations. 

Google Ads offer a robust platform for paid ads for events, enabling organizers to reach 
high-intent audiences searching for events or re-engage those who have shown interest. 
Google Ads campaigns drive significant registrations for B2B and B2C events, such as 
webinars, conferences, and festivals, due to their precision and scalability. This section 
examines branded search campaigns and display ads, strategies for retargeting drop-
off audiences, and keyword strategies to optimize visibility and conversions within event 

Did You Know?
LinkedIn video ads generate 30% higher 

engagement than static ads, making them ideal for 
showcasing event highlights or speaker teasers. 

Hack: Start with a small test budget ($500–$1,000) to 
identify high-performing ad formats, then scale spending on top 
performers to improve ROI by up to 20%. 

Google Ads 
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Branded Search Campaigns, Display Ads 

Branded search campaigns target users searching for specific event names or related 
terms, capturing those with high purchase intent.  

For example, bidding on “AI Summit 2025” ensures the event appears prominently in 
search results, driving registrations with a cost-per-click (CPC) averaging $1–$3. These 
campaigns are highly effective for events with established brand recognition.  

For instance, a B2B conference might retarget users who abandoned a registration 
form with a display ad offering a discount, encouraging completion.  

promotion strategies. 

Display ads, shown across Google’s Display Network of websites, focus on awareness 
through visually appealing banners or short videos. A music festival might use display 
ads with vibrant imagery to attract users browsing related content, though click-through 
rates typically range from 0.5–1%.  

Combining branded search campaigns for direct conversions with display ads for 
broader reach creates a balanced approach to maximize attendance.  

Ad Type Primary 
Goal Best For Average CPC

Branded Search 

Display Ads 

Conversions 

Awareness 

High-intent 
audiences 

Broad reach

$1–$3 

$0.50–$2

Caption: Branded search campaigns excel at conversions, while display ads enhance 
awareness for events. 

Using Retargeting for Drop-Off Audiences 

Retargeting re-engages users who interacted with event content but didn’t register, 
such as those who visited a ticketing page or clicked an ad. By implementing a Google 
Ads pixel on the event website, organizers can serve tailored ads to these audiences 
across search or display networks.  
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Keyword Strategy for Events 

An effective keyword strategy ensures ads reach the right audiences.  

For example, a trade show might bid on “industry expo 2025” while excluding “free 
expo” to focus on paying attendees.  

Instagram and Facebook Ads are pivotal for paid ads for events, leveraging vibrant 
visuals and precise targeting to boost engagement and registrations, especially for B2C 
events like festivals and concerts, as well as B2B webinars and summits. In 2025, 70% of  

Segmenting retargeting audiences by behavior - such as page views versus cart 
abandonment - ensures relevance. Limiting ad frequency to 3–5 impressions per week 
prevents audience fatigue, maintaining a positive experience and boosting conversion 
likelihood. 

Did You Know?
Retargeting ads can recapture interest by 

highlighting time-sensitive offers, making them ideal 
for events with approaching registration deadlines. 

Short-tail keywords, like “business conference” or “summer festival,” attract broad 
searches but face higher competition, with CPCs of $3–$5.
Long-tail keywords, such as “digital marketing conference 2025 New York,” are more 
specific, costing $1–$2 and targeting users closer to registration.
Negative keywords, such as “free” or “virtual,” exclude irrelevant searches, enhancing 
ad efficiency. 

Hack: Prioritize long-tail keywords in Google Ads Keyword 
Planner to target niche audiences, reducing CPC by up to 15% 
while maintaining high intent. 

Instagram & Facebook Ads 
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Ad Formats (Stories, Reels, Lead Ads) 

Stories ads, displayed in full-screen format on Instagram and Facebook, excel for 
time-sensitive promotions, with 15–30-second videos or images capturing attention 
for event highlights.  

Reels, Instagram’s short-form video format, tap into trending content, with event Reels 
driving 2–3 times higher engagement than static posts. A conference Reel featuring a 
speaker’s teaser can attract younger demographics.
Lead ads simplify registrations by collecting contact details (e.g., email, name) directly 
within the ad, ideal for webinars or ticketed events. 

For example, a festival might use Stories to showcase performer lineups, prompting 
quick registrations.

event marketers utilize these platforms for their ability to connect with diverse audiences 
through tailored campaigns. This section examines ad formats (Stories, Reels, lead ads), 
the use of lookalike audiences and event-based custom audiences, and structuring 
campaigns from awareness to conversion to optimize event promotion strategies. 

For instance, a concert can create a lookalike audience from past ticket buyers to reach 
new fans with similar interests.  

A B2B summit might use lead ads with pre-filled forms to reduce signup barriers. 
Selecting formats aligned with event goals — Stories for reach, Reels for engagement, 
lead ads for conversions — enhances campaign effectiveness. 

Table 1: Comparison of Instagram & Facebook Ad Formats (2025)

Caption: Stories and Reels boost engagement, while lead ads streamline conversions 
for event campaigns. 

Lookalike Audiences and Event-Based Custom Audiences 

Lookalike audiences expand reach by targeting users similar to existing attendees or 
registrants, using data from ticket purchases or website interactions.  

Ad Format

Stories

Reels

Lead Ads

Awareness

Engagement

Conversions

Time-sensitive events

B2C Events

Registrations

Impressions\Views

Shares\Views

Form Submissions

Primary Goal Best For Key Metric
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These audiences ensure precision, with Meta’s targeting tools enabling campaigns to 
focus on high-potential users. Regular audience updates in Meta Ads Manager maintain 
relevance and improve ad performance. 

Allocating 40% of the budget to awareness, 30% to consideration, and 30% to conversion 
balances reach and results. 

Campaign Structure: Awareness → Conversion 

A structured awareness-to-conversion campaign maximizes registrations.  

Event-based custom audiences target users who engaged with specific event 
content, such as those who viewed a Facebook event page or interacted with an 
Instagram post.
Segmenting custom audiences by engagement level (e.g., video views vs. registration 
starts) allows tailored ads, like retargeting drop-offs with discount offers. 

Did You Know?
Instagram Stories ads with interactive stickers, 

like polls or countdowns, increase engagement by 
encouraging users to interact directly with the ad. 

The awareness phase uses Stories or Reels to introduce the event to broad or lookalike 
audiences, prioritizing impressions and video views with compelling visuals.
The consideration phase retargets engaged users (e.g., those who watched 50% of a 
Reel) with carousel ads or lead ads highlighting event details, focusing on clicks and 
form submissions.
The conversion phase targets high-intent users, such as those who started but didn’t 
complete registration, with lead ads emphasizing urgency (e.g., “Register Before 
Tickets Sell Out!”). 

Hack: Test dynamic creative ads with multiple visuals and 
copy variations to automatically identify top performers, boosting 
click-through rates by up to 15%. 
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TikTok Ads are a dynamic component of paid ads for events, offering a platform to 
engage younger, trend-savvy audiences through creative, short-form video content. 
80% of Gen Z discover events on TikTok, making it a critical channel for B2C events 
like music festivals, pop-up experiences, and youth-oriented conferences. This section 
explores when to use TikTok for events, adopting a content-first creative approach, and 
leveraging trends and challenges to amplify event promotion strategies.  

TikTok Ads 

When to Use TikTok for Events 

TikTok is most effective for events targeting Gen Z and Millennials, who dominate the 
platform’s user base, or events with a strong visual or experiential appeal.  

TikTok is less suitable for highly technical or niche B2B events targeting senior executives, 
where platforms like LinkedIn may be more effective.  

B2C events, such as festivals, concerts, or immersive art installations, benefit from 
TikTok’s ability to showcase vibrant, authentic moments that drive excitement.  

For example, a food festival can highlight colorful dishes or live performances to attract 
attendees.  

B2B events with a younger professional audience, like startup summits or creative 
industry workshops, can also leverage TikTok to build buzz, provided the content 
aligns with the platform’s informal, engaging tone.  

Timing is key - launching campaigns 4–6 weeks before an event maximizes reach 
and registrations. 
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Content-First Creative Approach 

A content-first creative approach prioritizes authentic, platform-native content over 
polished advertising.  

TikTok Ads perform best when they blend seamlessly with organic content, using raw, 
user-generated-style videos or behind-the-scenes glimpses.  

Ads should be short (15–30 seconds), with strong hooks in the first 3 seconds to retain 
viewers.
Clear calls-to-action, like “Get Tickets Now,” drive conversions. 
Collaborating with TikTok creators to produce branded content enhances authenticity, 
as creator-led ads resonate more with audiences. 

For instance, a festival ad might feature attendees dancing to trending music, 
encouraging registrations through relatability.  

Testing multiple creative variations - different music, text overlays, or visuals - helps 
identify high-performers, ensuring ads align with TikTok’s casual, engaging vibe. 

Tik Tok Event Discovery by Audience Segment (2025_)
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This chart highlights TikTok’s dominance in event discovery among Gen Z, with 
Millennials also showing significant engagement, guiding organizers on audience 

targeting.  
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Did You Know?
TikTok Ads using trending audio tracks can 

increase viewership by 20%, as they tap into the 
platform’s algorithm and user preferences. 

Leveraging Trends and Challenges

Trends and challenges are central to TikTok’s ecosystem, offering opportunities to 
boost event visibility.
Organizers can create branded hashtag challenges, encouraging users to post videos 
related to the event, such as a dance challenge for a concert or a Q&A for a conference.

Incorporating trending effects, filters, or sounds into ads aligns campaigns with 
current platform culture, increasing discoverability.
Monitoring TikTok’s Creative Center for trending hashtags and sounds ensures 
relevance. 

For example, a #FestivalVibes challenge might prompt users to share their festival 
outfits, driving organic engagement.  

Hack: Launch a branded hashtag challenge 2 weeks before 
your event to build momentum, boosting registrations by up to 
15% through user-generated content. 
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Several event listing platforms dominate the market, each catering to different event 
types and audiences.  

EVENT LISTING 
PLATFORMS 

7

Event listing platforms are critical tools for amplifying event visibility, connecting 
organizers with targeted audiences, and driving registrations. By leveraging platforms 
with robust user bases and promotional features, event marketers can enhance 
discoverability and streamline ticketing processes. In 2025, 85% of event organizers use 
listing platforms to reach new attendees, making them essential for event promotion 
strategies. This chapter provides an overview of top platforms, including Eventbrite, 
Meetup, 10Genix, Townscript, AllEventsLink, and LinkedIn Events, alongside additional 
options; explores SEO and visibility considerations; compares niche versus general 
platforms; and offers tips to optimize event listings for maximum impact.  

Eventbrite is a leading platform for ticketing and promotion, supporting events 
from B2C festivals to B2B conferences, with customizable event pages, integrated 
payment processing, and tools like Eventbrite Boost for cross-platform promotion. 
It’s free for free events, with fees for paid events.

Meetup focuses on community-building, ideal for local B2C meetups or B2B 
networking events, offering tools for group management and social sharing, 
though premium features require Meetup Pro.  

10Genix (formerly 10Times) specializes in global trade shows and conferences, 
with a dedicated section for virtual events and free basic listings, plus premium 
options for enhanced visibility.

Townscript is a user-friendly platform for ticketing and registration, popular in 
India for local events like marathons and workshops, with no fees for free events.

Overview of Top Platforms 
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AllEventsLink (AllEvents.in) supports a wide range of events, from concerts to 
webinars, offering free listings and premium promotional tools like social media 
integration.

LinkedIn Events excels for B2B events, enabling organizers to promote webinars 
or summits to professional audiences via native landing pages and LinkedIn Live 
streaming. 

Additional platforms include Facebook Events, which leverages its vast user base for 
B2C and local events with free listings and paid ad options, and Cvent, a robust solution 
for large-scale B2B events with advanced features like branded event sites. These 
platforms provide diverse tools to reach varied audiences, from local communities to 
global professionals.  

Table 1: Comparison of Top Event Listing Platforms (2025)

Platforms

Eventbrite

Meetup

10Genix

Townscript

AllEventLink

B2C\B2B Events

Local Meetups

Trade shows

Local events

Diverse events

Ticketing, Boost 
Promotion, analytics, 
Social media 
integration

Community 
tools, member 
management, event 
promotion

Virtual event section, 
event discovery, 
customizable listings

Easy ticketing, 
customizable 
checkout, event 
analytics

Social integration, 
email notifications, 
easy publishing

Free for free events; 
fees for paid events

Free basic; Pro 
subscription

Free Basic; 
premium options

Free for free events

Free; premium 
options

Best For Key Features Pricing
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LinkedIn 
Events

B2B events

B2C\Local events

Large B2B

Facebook 
Events 

Cvent

Professional targeting, 
RSVP, networking 
sharing

Social sharing, event 
discussions, board 
reach

Branded sites, 
registration forms, 
venue sourcing 
analytics

Free with LinkedIn 
account

Subscription- based

Subscription- based

Caption: Each platform serves distinct event types, with varied features and pricing 
to suit organizer needs. 

Optimizing event listings for search engine visibility ensures discoverability by potential 
attendees.  

SEO and Visibility Considerations 

Niche vs. General Platforms 

Including relevant keywords in event titles and descriptions, such as “2025 marketing 
conference New York,” improves rankings on Google and platform search algorithms.
High-quality images and detailed event information, like schedules or speaker bios, 
enhance click-through rates.
Platforms like Eventbrite and 10Genix create inbound links to event pages, boosting 
SEO for the event website. 
Regularly updating listings with fresh content, such as new speakers or promotions, 
signals relevance to search engines. 
External promotion, like sharing listings on social media or linking from blogs, drives 
traffic and improves rankings. 

Niche platforms target specific audiences or event types, offering precision but 
limited reach.  

Remember: Ensuring mobile-friendly listings is critical, as 60% of event searches 
occur on mobile devices. 
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For example, 10Genix caters to trade shows and conferences, ideal for B2B organizers 
targeting professionals, while Townscript excels for local events in specific regions like 
India.  

Niche platforms provide higher engagement for specialized events but may lack the 
visibility of general platforms. General platforms are better for events seeking maximum 
exposure but may face competition from numerous listings. A hybrid approach - listing 
on a general platform like Eventbrite and a niche one like 10Genix - optimizes both reach 
and relevance. 

General platforms, like Eventbrite and AllEventsLink, support diverse events, from 
festivals to webinars, and attract broader audiences due to their large user bases.  

Did You Know?
Listings with video content, such as event 

teasers, can increase attendee interest by 25%, as 
visuals enhance engagement on platforms like 

AllEventsLink and Facebook Events.

Tips to Optimize Your Listing 

Maximizing the impact of event listings requires strategic optimization.  

Use clear, keyword-rich titles and descriptions, like “2025 Tech Summit: AI Innovation 
in San Francisco,” to attract searches.
Include high-resolution images or short videos to showcase the event’s appeal, such 
as crowd shots for festivals or speaker clips for conferences. 
Add clear calls-to-action, like “Register Now” or “Get Tickets,” with direct links to 
ticketing pages. 
Schedule listings 6–8 weeks in advance to build momentum, and update them 
regularly with new details to maintain visibility. 
Leverage platform-specific features, such as Eventbrite’s social sharing tools or 
LinkedIn’s professional targeting, to amplify reach. 
Monitor performance metrics, like views and click-throughs, using platform analytics 
to refine listings. 



53

Cross-promote listings on social media and email campaigns to drive traffic.
These steps ensure listings stand out and convert potential attendees. 

Hack: Add a countdown timer to your listing’s description 
on platforms like AllEventsLink to create urgency, increasing 
registrations by up to 15%. 



54

CONTENT MARKETING FOR 
EVENTS 

8

Blogs & Articles
Blogs and articles are foundational elements of content 
marketing for events, driving awareness, engagement, 
and registrations by delivering valuable, searchable 
content to prospective attendees. In 2025, 70% of event 
marketers use blogs to boost event visibility, leveraging 
their ability to attract organic traffic and establish 
authority. This section explores topic clusters and SEO 
targeting, and the balance between evergreen and 
campaign-specific content, to optimize event promotion 
strategies for events ranging from B2B conferences to B2C festivals.  

Topic Clusters and SEO Targeting 

Topic clusters organize content around a central theme, or “pillar,” to enhance SEO 
and guide audiences through the event journey.  

This structure signals relevance to search engines, improving rankings for event-
related keywords.
SEO targeting involves incorporating high-intent keywords, such as “2025 marketing 
conference New York,” in titles, headers, and meta descriptions to capture search 
traffic. 
Long-tail keywords, like “best tech webinars 2025,” attract niche audiences with lower 
competition. 
Optimizing for mobile search is critical, as 60% of event-related queries occur on 
mobile devices. 

For example, a pillar page for a tech conference might cover “Why Attend Tech Summit 
2025,” linking to cluster articles like “Top AI Trends in 2025” or “Meet Our Keynote 
Speakers.”  
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Evergreen vs. Campaign-Specific Content 

Evergreen content provides lasting value, attracting traffic long after publication. Articles 
like “Top 5 Reasons to Attend Industry Conferences” or “How to Maximize Networking 
at Events” remain relevant, drawing consistent search interest. These pieces establish 
authority and can be repurposed across events.  

Campaign-specific content, such as “What to Expect at Tech Summit 2025” or 
“Exclusive Early-Bird Offers for Festival X,” is time-sensitive, designed to drive urgency 
and registrations for a particular event. Campaign-specific articles should include event 
details, like schedules or speakers, and strong calls-to-action, such as “Register Now.”  

Tools like Google Keyword Planner or SEMrush help identify relevant keywords. Linking 
articles to event landing pages drives registrations, ensuring content aligns with 
conversion goals.  

Impact of Content Types on Event Blog Traffic (2025)
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This chart illustrates the organic traffic share of different content types, with pillar 
pages and cluster articles driving the most traffic due to their SEO structure.  

A balanced approach—60% evergreen, 40% campaign-specific—ensures sustained 
traffic while capitalizing on event momentum.  

Evergreen content builds a foundation for long-term SEO, while campaign-specific 
content converts immediate interest. Cross-promoting articles via social media and 
email enhances reach and engagement.  
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Did You Know?
Blogs with embedded videos, such as event teasers 

or speaker interviews, can increase reader dwell time 
by 20%, boosting SEO rankings. 

Hack: Repurpose evergreen blog content into social media 
snippets or email newsletters to extend its reach, driving up to 
15% more traffic to event landing pages. 

Video Marketing
Video marketing is a cornerstone of content marketing for events, captivating audiences 
with dynamic, visual storytelling that drives engagement and registrations. In 2025, 
86% of event marketers use video content to promote events, leveraging its ability to 
convey excitement and authenticity. This section explores teasers, speaker interviews, 
and behind-the-scenes content, alongside platform-specific strategies for YouTube, 
Instagram, and LinkedIn, to enhance event promotion strategies for B2B and B2C events.  

Teasers, Speaker Interviews, Behind-the-Scenes 

Teasers are short, high-energy videos (15–30 seconds) designed to spark interest, 
showcasing event highlights like performances or key sessions. A festival teaser might 
feature vibrant crowd shots, while a conference teaser could highlight a keynote speaker. 

Speaker interviews build credibility, offering insights into expertise or event value, with 
1–2-minute clips ideal for B2B events like webinars.  

Behind-the-scenes content humanizes events, showing preparations or organizer 
stories, fostering connection for B2C events like art fairs. These formats should include 
clear calls-to-action, such as “Get Tickets Now,” and align with the event’s branding to 

For example, a tech summit interview with a CEO discussing industry trends can drive 
registrations.  
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maximize impact across platforms. 

YouTube vs. Instagram vs. LinkedIn Strategies 

YouTube excels for long-form content, hosting speaker interviews or detailed 
teasers (1–3 minutes), optimized with keyword-rich titles like “Tech Summit 2025 
Highlights” for SEO. Playlists and end-screen links to registration pages drive 
conversions.  

Instagram prioritizes short, visually engaging content like Reels or Stories for 
teasers and behind-the-scenes clips, using trending audio to boost discoverability 
for B2C events. Interactive stickers (e.g., polls) enhance engagement

LinkedIn suits B2B events, with speaker interviews or professional teasers (30–
60 seconds) targeting decision-makers via sponsored posts.  

Tailoring video length, tone, and distribution — casual for Instagram, professional for 
LinkedIn, detailed for YouTube, ensures platform alignment.  

Engagement Rates of Video for Events (2025)
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This chart illustrates the engagement rates of video types, with teasers leading due 
to their concise, attention-grabbing format.  
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Did You Know?
Videos under 30 seconds on Instagram Reels can 

increase shares by 25%, amplifying event visibility 
among younger audiences. 

Hack: Add captions to all event videos to improve accessibility 
and engagement, boosting view time by up to 12% across 
platforms. 

Case Studies & User Stories 
Case studies and user stories are powerful tools for building credibility and inspiring 
action in content marketing for events, showcasing real outcomes and attendee 
experiences. 65% of event marketers use case studies to demonstrate event value, 
particularly for B2B events. This section examines how to build credibility with real 
outcomes and effective distribution tactics across owned and earned media to enhance 
event promotion strategies.  

Building Credibility with Real Outcomes

Case studies highlight measurable results, such as a conference increasing attendee 
leads by 30% or a festival doubling ticket sales through innovative marketing. They 
should include a clear problem, solution, and impact, supported by testimonials or data.  

User stories focus on personal experiences, like an attendee’s career growth from a 
workshop or a festival-goer’s memorable moment. These stories humanize events, 
resonating with B2C audiences.  

For example, a B2B summit case study might detail how networking sessions led to 
partnerships, appealing to decision-makers.  

Both formats should be concise (500–800 words), with visuals like photos or quotes 
to enhance authenticity.  
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Hack: Share bite-sized user story clips on social media to drive 
traffic to full case studies, increasing engagement by up to 15%. 

Webinars & Lead Magnets 
Webinars and lead magnets are strategic tools for pre-event engagement, capturing 
leads and nurturing prospects to drive registrations. In 2025, 75% of B2B event marketers 
use webinars to generate high-quality leads, making them vital for event promotion 

Distribution Tactics Across Owned and Earned Media 

Owned media distribution includes publishing case studies and user stories on event 
websites, blogs, or email newsletters. A dedicated “Success Stories” page on a conference 
site can drive conversions, while snippets in emails engage warm leads. 

Earned media involves pitching stories to industry publications or influencers for wider 
reach.  

Social media amplification, such as LinkedIn posts for B2B or Instagram Reels for B2C, 
extends reach. Combining owned and earned media ensures broad, credible exposure 
to target audiences. 

Crafting narratives that align with target audience goals—professional growth for 
B2B, excitement for B2C—builds trust and drives registrations. 

Table 1: Comparison of Case Studies vs User Stories (2025)

Content Type

Case Studies

User Stories

Credibility

Emotional 
connection

B2B events

B2B events

Measurable 
outcomes

Personal narratives

Primary Goal Best For Key Element

Caption: Case studies and user stories serve distinct purposes, enhancing trust for 
different event types. 

For instance, a tech summit case study published in a trade magazine like Forbes 
can attract professionals, while a festival user story shared by a local influencer on 
Instagram boosts B2C appeal.  
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strategies. This section explores positioning webinars and lead magnets as engagement 
tools and implementing email capture and nurturing workflows.  

For example, a marketing summit might host a webinar on “2025 Digital Trends,” 
attracting professionals and promoting the main event.  

Lead magnets, such as eBooks, checklists, or templates (e.g., “Event Planning Guide”), 
incentivize email signups, providing value in exchange for contact details. Positioning 
these tools as exclusive previews or resources builds excitement and establishes authority, 
particularly for B2B events, while B2C events can use lead magnets like festival playlists 
to spark interest. 

Positioning Them as Pre-Event Engagement Tools 

Email Capture and Nurturing Workflows 

Webinars serve as previews, offering valuable content related to the event’s theme to 
build anticipation. And should be 30–45 minutes, with interactive elements like Q&A to 
engage attendees, and include event plugs, such as early-bird offers. 

Email capture for webinars and lead magnets uses landing pages with simple forms 
(name, email) to minimize friction, promoted via social media or ads. Lead magnets 
should be downloadable post-signup, while webinar registrants receive confirmation 
emails with calendar links.  

Webniar Lead Conversion Over Time (2025)
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This chart shows how webinar leads convert over time, with steady increases 
through nurturing workflows.  
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Nurturing workflows engage leads post-capture with automated email sequences.  

For instance, a webinar attendee might receive a thank-you email, a lead magnet offer, 
and an event registration reminder over 1–2 weeks.  

Workflows should personalize content (e.g., “Hi [Name], loved your webinar question!”) 
and include calls-to-action like “Join Our Summit!” Segmenting leads by engagement 
(e.g., webinar attendees vs. non-attendees) ensures relevance.  

Content marketing is a dynamic and versatile pillar of event promotion strategies, 
empowering organizers to build awareness, engage audiences, and drive registrations. 
This chapter has explored four key approaches to content marketing for events, each 
offering unique opportunities to connect with attendees. Together, these strategies 
create a cohesive content ecosystem that resonates with diverse audiences, from B2B 
professionals to B2C enthusiasts. Success hinges on aligning content with event goals, 
optimizing for discoverability, and personalizing experiences to foster connection. By 
prioritizing authenticity, strategic distribution, and clear calls-to-action, event marketers 
can harness content marketing to not only boost registrations but also cultivate lasting 
relationships with attendees, ensuring impactful events in 2025 and beyond. 

Hack: Offer a lead magnet during webinar Q&As to capture 
additional emails, increasing lead generation by up to 15%. 
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BUILDING A 
MULTICHANNEL 
PROMOTION STRATEGY 

9

A multichannel promotion strategy is essential for maximizing event attendance, 
integrating diverse channels to engage audiences at every stage of their journey. By 
orchestrating direct messaging, paid media, content marketing, and listing platforms, 
organizers can create cohesive campaigns that drive registrations and build lasting 
connections. A well-executed multichannel approach increases event registrations by 
35% compared to single-channel efforts, offering unparalleled reach and impact. This 
chapter explores mapping the attendee journey, determining when to use each channel 
and why, budgeting and resource allocation, key performance indicators (KPIs) by 
channel, and designing funnel-based campaigns to optimize event promotion strategies 
for B2B and B2C events.

For a B2B conference, awareness might stem from LinkedIn Ads, consideration from a 
webinar, conversion from an email reminder, and retention from a post-event case study. 
For a B2C festival, awareness could come from Instagram Reels, consideration from an 
event listing, conversion from SMS ticketing links, and retention from a user story video. 
Mapping these stages ensures channels align with attendee needs, creating a seamless 
experience that drives action. Tools like customer journey maps or CRM platforms help 

The attendee journey outlines the path from awareness to registration and post-event 
engagement, guiding channel selection. The journey typically includes four stages:  

Awareness, where potential attendees discover the event;  

Consideration, where they evaluate its value;  

Conversion, where they register or purchase tickets;  

Retention, where they engage post-event for future events.

Mapping the Attendee Journey 
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visualize touchpoints, ensuring no stage is overlooked. 

Each channel serves specific purposes based on its strengths and audience behavior.  

Timing and audience alignment dictate channel use, ensuring efficient resource 
deployment. 

Effective budgeting balances cost, impact, and event goals. A typical event marketing 
budget allocates 30% to paid media, 20% to content creation, 15% to direct messaging, 
15% to partnerships, 10% to listing platforms, and 10% to referral programs, adjusted 
for event type. B2B events may prioritize LinkedIn Ads and webinars, while B2C events 
emphasize Instagram Ads and event listings. For a $10,000 budget, $3,000 might fund 

Direct messaging (Chapter 3), including email, SMS, and WhatsApp, excels in the 
consideration and conversion stages, delivering personalized reminders or ticketing 
info to warm leads. Use email for nurture sequences 4–6 weeks pre-event and SMS 
for urgent alerts 24–48 hours before deadlines.  

Partnerships and collaborations (Chapter 4) boost awareness by tapping into partner 
audiences, ideal for early promotion via co-branded content or media partnerships.  

Referral programs (Chapter 5) drive conversions mid-campaign, leveraging attendee 
networks with incentives like discounts.  

Paid media (Chapter 6), such as Google Ads, LinkedIn Ads, Instagram/Facebook 
Ads, and TikTok Ads, spans awareness to conversion, with Google for high-intent 
searches, LinkedIn for B2B targeting, and Instagram/TikTok for B2C engagement. 
Launch paid campaigns 6–8 weeks out, shifting from awareness-focused ads to 
conversion-driven ones.  

Event listing platforms (Chapter 7) enhance awareness and consideration, with 
platforms like Eventbrite or 10Genix attracting organic traffic early in the cycle. 

Content marketing (Chapter 8), including blogs, videos, case studies, and webinars, 
supports all stages—blogs for SEO-driven awareness, videos for engagement, and 
webinars for lead capture.  

When to Use Each Channel and Why 

Budgeting and Resource Allocation 
Across Channels 
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Google and Instagram campaigns, $2,000 for blog and video production, and $1,500 for 
email/SMS tools.  

Resource allocation considers staff time and expertise, content marketing requires 
writers and videographers, while paid media needs analysts for optimization. Start with 
a 60/40 split between high-impact channels (e.g., paid ads) and experimental ones (e.g., 
TikTok), reallocating based on performance after 2–3 weeks. 

Registration Growth in Multichannel Campaigns (2025)
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This chart illustrates how registrations grow over a 6-week multichannel campaign, 
peaking as channels align across the attendee journey.  

Measuring performance ensures channels deliver ROI. Key performance indicators 
(KPIs) vary by channel: 

Measurement: KPIs by Channel 

Direct messaging: Click-through rate (CTR, target 10–15% for email, 20–30% for SMS), 
conversion rate (registrations, 5–10%), and cost per acquisition (CPA, $5–$15).
Partnerships: Reach (impressions via partner channels), engagement (shares/likes), 
and referral registrations.
Referral programs: Referral rate (percentage of attendees referring, 10–20%), 
conversion rate (5–15%), and CPA ($10–$20).
Paid media: CTR (1–3% for Google/LinkedIn, 2–5% for Instagram/TikTok), conversion 
rate (2–10%), CPA ($10–$50), and impressions for awareness ads.
Event listing platforms: Page views (500–5,000 per listing), click-throughs to ticketing 
(10–20%), and organic registrations.
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Tracking KPIs via tools like Google Analytics or Meta Ads Manager enables real-time 
optimization. Comparing CPA against ticket value ensures cost-effectiveness, while 
engagement metrics gauge audience interest. 

A funnel-based campaign aligns channels with the attendee journey, guiding prospects 
from awareness to conversion.  

The top-of-funnel (TOFU) focuses on awareness, using Instagram Reels, Google display 
ads, and event listings to maximize reach. Content like blogs or teasers introduces the 
event’s value.  

The middle-of-funnel (MOFU) targets consideration, with LinkedIn Ads, webinars, and 
email nurture sequences engaging warm leads with detailed content, such as case 
studies or speaker interviews.  

The bottom-of-funnel (BOFU) drives conversions, using SMS reminders, lead ads, and 
referral incentives to prompt registrations.  

Funnel-Based Campaign Design

Content marketing: Engagement (video views, blog dwell time), lead capture rate 
(10–20% for webinars), and conversions from content links (5–10%). 

Retargeting via Google or Facebook Ads recaptures drop-offs, emphasizing urgency 
(e.g., “Last Chance to Register!”).
A 6–8-week campaign timeline allocates 3 weeks to TOFU, 2 weeks to MOFU, and 1–2 
weeks to BOFU, with budget weighted toward conversion channels in later stages.
A/B testing ad creatives and email subject lines refines performance, ensuring the 
funnel converts efficiently.

Did You Know?
Integrating at least three channels in a campaign 

can boost engagement by 25%, as audiences 
encounter consistent messaging across touchpoints. 
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Hack: Use a unified call-to-action (e.g., “Join Us at [Event 
Name]!”) across all channels to reinforce brand consistency, 
increasing conversions by up to 10%. 
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TOOLS, PLATFORMS & 
BEST PRACTICES 

10

Leveraging the right tools and platforms is critical for executing effective event 
promotion strategies, enabling organizers to streamline workflows, optimize campaigns, 
and maximize registrations. With 78% of event marketers relying on specialized tools 
to enhance efficiency, selecting solutions that align with channel-specific needs and 
integrate seamlessly across campaigns is essential. This chapter explores recommended 
tools for email (Mailchimp, Brevo), paid media (Meta Ads Manager, Google Ads), influencer 
marketing (Upfluence, Heepsy), and analytics (GA4, HubSpot), alongside best practices 
for cross-channel campaign dashboards and A/B testing and experimentation, to 
empower event marketers, planners, CMOs, and agencies in driving successful events.  

Selecting tools tailored to each promotional channel ensures precision and scalability 
in event marketing campaigns. 

Recommended Tools for Each 
Channel 

Email: Mailchimp, Brevo 

Mailchimp is a leading email marketing platform, offering robust features for creating 
nurture sequences, segmenting audiences, and automating workflows. Its drag-
and-drop editor simplifies campaign design, while built-in analytics track open rates 
and conversions, making it ideal for B2B and B2C events like webinars or festivals. 
Mailchimp’s free plan supports basic campaigns, with premium tiers for advanced 
automation.
Brevo (formerly Sendinblue) excels in cost-effective email and SMS marketing, with 
tools for dynamic personalization and transactional emails, such as registration 
confirmations. Its intuitive interface suits smaller teams, and GDPR compliance 
ensures regulatory adherence. Both platforms support event promotion by delivering 
targeted, timely messages to drive registrations.
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Paid: Meta Ads Manager, Google Ads 

Influencer: Upfluence, Heepsy 

Analytics: GA4, HubSpot 

Meta Ads Manager powers advertising on Instagram and Facebook, offering advanced 
targeting options like lookalike audiences and event-based custom audiences. Its 
creative tools enable dynamic ads, such as Stories or Reels, perfect for B2C events 
like concerts. Detailed reporting on click-through rates (CTR) and cost per acquisition 
(CPA) optimizes ad spend’
Google Ads supports branded search and display campaigns, capturing high-intent 
audiences for B2B and B2C events. Features like Keyword Planner and retargeting 
enhance visibility, with analytics tracking conversions and impressions. Both platforms 
are essential for scalable paid campaigns, with Meta excelling in engagement and 
Google in intent-driven conversions.

Upfluence streamlines influencer marketing by connecting organizers with creators 
across platforms like Instagram and TikTok. Its search filters identify influencers by 
niche, audience size, or engagement rate, ideal for B2C events seeking authentic 
promotion. Campaign tracking monitors ROI, such as referral registrations.
Heepsy offers a cost-effective alternative, with a database of micro-influencers suitable 
for local events like community festivals. Its analytics dashboard evaluates influencer 
performance, ensuring alignment with event goals. Both tools empower organizers to 
leverage influencer reach, amplifying event buzz among targeted communities.

Google Analytics 4 (GA4) provides comprehensive insights into website and campaign 
performance, tracking metrics like page views, session duration, and conversion paths. 
Its event-based tracking is ideal for monitoring registrations from listing platforms or 
paid ads.
HubSpot offers an all-in-one analytics solution, integrating email, social, and content 
performance with CRM capabilities. Its dashboards visualize lead progression, perfect 
for B2B events like summits. Both tools enable data-driven decisions, with GA4 
focusing on web analytics and HubSpot on holistic campaign tracking.
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Table 1: Comparison Recommended Tools for Event Promotion (2025)

Tools

Mailchimp

Brevo

Upfluence 

Heepsy

GA4

Hubspot

Meta Ads 
Manager 
Google Ads

Email

Emails\SMS

Influencer

Influencer

Analytics

Analytics

Paid media

Paid media High-intent 
audience

Automation, analytics, 
segmentation, 
templates

Personalization, 
compliance, 
transactional emails, 
SMS campaigns

Influencer search, 
tracking. campaign 
management, 
analytics

Micro-influencer, 
audience authenticity, 
cost estimates

Web tracking, 
event tracking, user 
behaviour analysis

CRM integration, lead 
scoring, marketing 
automation

Targeting, creative 
tools, ad scheduling, 
audience insights
Search, retargeting, 
keyword tarheting, 
conversion tracking

B2B\B2C 
Campaigns

Cost-effective 
campaigns

Large-scale 
events

Local events

All events

B2B event

B2B events

Channel Ket Features Best For

Caption: Each tool aligns with specific channels, offering features to optimize event 
promotion. 
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Cross-channel campaign dashboards consolidate performance data from multiple 
platforms, providing a unified view of campaign effectiveness. Tools like HubSpot and 
GA4 integrate metrics from email, paid ads, and social media, displaying KPIs such as 
CTR, conversions, and engagement in real-time.  

A/B testing and experimentation refine campaign performance by comparing 
variations of marketing assets.  

For example, a dashboard might show email open rates alongside Instagram ad 
impressions, revealing which channels drive registrations.

Custom dashboards in tools like Tableau or Google Data Studio allow organizers 
to prioritize metrics like CPA or lead capture rates, tailored to event goals. Regular 
updates (weekly or bi-weekly) ensure timely insights, enabling adjustments to 
underperforming channels. Dashboards should align with the attendee journey, 
tracking touchpoints from awareness to conversion, and support collaboration among 
teams for cohesive campaign management. 

Cross-Channel Campaign 
Dashboards 

A/B Testing and Experimentation 

For email, test subject lines (e.g., “Join Our Summit!” vs. “Don’t Miss Out!”) to boost 
open rates, targeting a 10–20% improvement.
In paid media, experiment with ad creatives—static images vs. videos—or targeting 
options, like lookalike vs. custom audiences, to optimize CTR.
For influencer campaigns, test different creator types (micro vs. macro) to assess 
engagement.
Content marketing can test blog headlines or video lengths, measuring dwell time 
or conversions. 

Tools like Mailchimp and Meta Ads Manager offer built-in A/B testing features, while GA4 
tracks experiment outcomes. Run tests for 1–2 weeks with a sample size of at least 500–
1,000 interactions for statistical reliability. Analyze results to scale successful variations, 
reallocating budget to high-performing assets. Continuous experimentation ensures 
campaigns adapt to audience preferences, maximizing ROI across channels. 
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Did You Know?
A/B testing email campaigns can increase 

conversion rates by 15%, as optimized messaging 
resonates more with audiences. 

Hack: Start A/B tests with small budget allocations (10–15% of 
total spend) to identify top performers before scaling, saving up 
to 20% on campaign costs. 
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CONCLUSION 
11
The landscape of event promotion in 2025 is dynamic, driven by technological innovation 
and evolving audience expectations. This whitepaper has explored a comprehensive array 
of channels—direct messaging, partnerships, referrals, paid media, listing platforms, 
content marketing, and integrated strategies—equipping organizers with tools to 
maximize reach and drive attendance. Looking ahead, the future of event promotion 
strategies hinges on three transformative trends: AI, personalization, and immersive 
media, which promise to redefine how events connect with audiences. 

Balancing performance with creativity is critical for success. While KPIs like click-
through rates, conversions, and cost per acquisition measure campaign effectiveness, 
creativity fuels emotional connections. Compelling video teasers, authentic user 
stories, and innovative hashtag challenges spark excitement, transforming events into 
experiences. Organizers must blend analytical rigor, optimizing through A/B testing 
and dashboards—with imaginative storytelling to stand out in a crowded market. This 
balance ensures campaigns are both measurable and memorable, resonating with 
audiences long after the event concludes. 

Integrated strategies win because they align channels with the attendee journey, 
creating seamless, impactful experiences. By combining direct messaging for urgency, 
paid media for reach, content marketing for engagement, and listing platforms for 

AI is reshaping event marketing by automating tasks like audience segmentation, 
content optimization, and performance tracking, enabling organizers to deliver 
targeted campaigns with unprecedented efficiency. From predictive analytics for 
budget allocation to chatbots handling attendee inquiries, AI empowers data-driven 
decisions that enhance ROI.
Personalization elevates attendee experiences, tailoring everything from email 
nurture sequences to ad creatives based on individual preferences, ensuring 
relevance across touchpoints.
Immersive media, such as virtual reality previews or interactive livestreams, creates 
engaging, memorable interactions, particularly for hybrid and virtual events, 
drawing audiences into the event’s narrative before it begins. These trends, woven 
into multichannel strategies, position organizers to captivate diverse audiences, 
from B2B professionals to B2C enthusiasts.
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discoverability, organizers amplify their message across touchpoints. Cross-channel 
coordination, supported by tools like Mailchimp, Meta Ads Manager, and GA4, ensures 
consistency and maximizes conversions. As competition intensifies, integrated 
approaches that leverage data, creativity, and emerging technologies will distinguish 
successful events, fostering loyalty and driving sustained attendance. 

In 2025, event promotion is both an art and a science, demanding strategic precision and 
creative flair. By embracing AI, personalization, and immersive media within integrated, 
multichannel frameworks, organizers can craft campaigns that not only fill seats but 
also build communities, ensuring events thrive in an ever-evolving landscape. 

Did You Know?
Immersive media, like augmented reality event 
previews, can enhance audience anticipation, 
making events feel tangible before they occur. 
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APPENDIX A: GLOSSARY 
OF KEY TERMS 

12

This glossary defines key terms used in event promotion and digital marketing, ensuring 
clarity for organizers implementing event promotion strategies. 

Behavioral Segmentation: Dividing audiences based on actions, such as event 
registrations or website visits, to tailor marketing efforts.
Click-through Rate (CTR): The percentage of users who click on a link or ad, measuring 
campaign engagement.
Cold Audiences: Potential attendees with no prior interaction with the event, requiring 
awareness-focused marketing.
Cost per Acquisition (CPA): The cost of acquiring a registrant or attendee, used to 
evaluate campaign efficiency.
Digital Visibility: The extent to which an event appears in online searches or platforms, 
driven by SEO and listings.
Event Marketing Channels: Platforms or methods (e.g., email, paid ads) used to 
promote events and engage audiences.
Event-specific Influencers: Influencers with expertise or relevance to a particular 
event type, enhancing targeted promotion.
Funnel-based Campaign: A strategy aligning channels with the attendee journey, 
from awareness to conversion.
Immersive Media: Interactive technologies like virtual reality or livestreams that 
enhance event experiences.
Influencer Event Marketing: Leveraging influencers to promote events, amplifying 
reach through authentic endorsements.
Lookalike Audiences: Users similar to existing attendees, targeted to expand 
campaign reach.
Loyal Audiences: Repeat attendees or engaged fans, targeted for retention and 
advocacy.
Macro Influencers: Influencers with large followings (100,000+), ideal for broad event 
awareness.
Micro Influencers: Influencers with smaller, niche followings (1,000–10,000), effective 
for targeted engagement.
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This scatter plot compares six event marketing channels based on effort (time, cost, 
resources) and impact (reach, engagement, conversions), guiding strategic prioritization 
for event promotion strategies in 2025. 

The x-axis represents effort (0 = low, 10 = high), and the y-axis represents impact (0 = low, 
10 = high). 

Multichannel Promotion: Using multiple channels (e.g., social, email) to create 
cohesive event campaigns.
Narrative-based Storytelling: Crafting compelling stories to emotionally connect 
audiences with events.
Referral Rate: The percentage of attendees who refer others to the event, driven by 
incentives.
Retargeting: Serving ads to users who previously interacted with event content to 
rekindle interest. 
Topic Cluster: A content strategy linking related articles to a central theme, boosting 
SEO. 
Warm Audiences: Users who have engaged with the event (e.g., visited website), 
primed for conversion.

Direct Messaging (effort: 2, impact: 8) offers low effort and high impact, ideal for quick 
conversions via SMS or email.
Paid Media (effort: 6, impact: 9) requires moderate effort but delivers strong reach 

Appendix B: Channel Comparison 
Chart (Effort vs. Impact) 

Channel Comparison: Effort vs Impact (2025)
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through Google or Instagram Ads.
Content Marketing (effort: 8, impact: 8) demands high effort for blogs or videos but 
yields significant engagement.
Event Listing Platforms (effort: 4, impact: 6) balance moderate effort and visibility on 
platforms like Eventbrite.
Partnerships (effort: 7, impact: 7) involve high coordination but expand reach.
Referral Programs (effort: 3, impact: 6) are low-effort with moderate conversion impact. 
This visualization helps organizers align channels with event goals and resources.

This sample campaign calendar outlines a 6-week timeline for deploying key event 
marketing channels, guiding organizers in executing event promotion strategies. 
Aligned with the attendee journey (awareness, consideration, conversion), it schedules 
actions for direct messaging, paid media, content marketing, event listing platforms, 
partnerships, and referral programs. Weeks 1–3 focus on awareness (e.g., event listings, 
paid ads), Weeks 4–5 on consideration (e.g., webinars, emails), and Week 6 on conversion 
(e.g., SMS reminders).  

Appendix C: Sample Campaign 
Calendar

Week 

Week 1 

Week 1 

Week 2 

Week 2 

Week 3 

Week 3 

Week 4 

Week 4 

Event Listing 
Platforms 

Paid Media

Content 
Marketing 

Partnerships

Direct 
Messaging 

Paid Media 

Content 
Marketing

Referral 
Programs 

Awareness 

Awareness 

Awareness 

Awareness 

Consideration 

Consideration 

Consideration

Consideration

Publish listings on Eventbrite, 10Genix 

Launch Google display ads, Instagram Stories

Post blog on event value, share teaser video 

Announce co-branded content with partners 

Send initial email invite to warm audiences

Start LinkedIn Ads for B2B, TikTok Ads for B2C 

Host webinar with event preview

Launch referral incentives (e.g., discounts) 

Channel Key Action Objective 
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This section highlights insights from Kousik Bhattacharya, a seasoned event marketer, on 
attracting relevant participants to events. His expertise in data-driven marketing informs 
practical strategies for event promotion strategies, enhancing audience engagement 
and event success. 

This worksheet template enables organizers to plan multichannel event promotion 
strategies for 2025, aligning channels with campaign goals. Use this table to map 
out channels (e.g., direct messaging, paid media), define objectives (e.g., awareness, 
conversions), allocate budgets, set timelines, identify KPIs (e.g., CTR, conversions), and 
note tools or tactics. Customize rows for your event, ensuring a cohesive strategy across 
the attendee journey, as outlined in Chapter 9. 

Kousik Bhattacharya shares three strategies for attracting relevant event participants, 
focusing on data-driven targeting and personalized engagement. By leveraging 
behavioral segmentation and analytics, organizers can identify high-intent audiences 
and tailor campaigns to their preferences, boosting conversions. His insights emphasize 
aligning channels like LinkedIn Ads and email with audience data to maximize impact. 
Discover the full interview, “3 Hacks on How to Attract Relevant Participants,” on YouTube 
for actionable tips to optimize event attendance. 

Appendix D: Expert Insights – 
Interview with Kousik Bhattacharya 

Appendix E: Channel Planning 
Worksheet 

Week 5 

Week 5 

Week 6 

Week 6 

Direct 
Messaging

Paid Media 

Direct 
Messaging 

Content 
Marketing 

Consideration 

Conversion

Conversion 

Conversion 

Send personalized email nurture sequence 

Retarget drop-offs with Meta lead ads 

Send SMS ticketing reminders, urgency alerts 

Share user story video on social media 
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Channel

Direct 
Messaging

Paid Media

Content 
Marketing

Event Listing 
Platforms

Partnerships

Referral 
Programs

Drive 
conversions

Increase 
awareness

Build 
engagement

Enhance 
visibility

Expand 
reach

Boost 
registrations

$500

$2,000

$1,500

$300

$1,000

$400

Weeks 
3-6

Weeks 
1-5

Weeks 
2-6

Weeks 
1-3

Weeks 
2-4

Weeks 
4-5

Email CTR: 
10%, SMS 
conversions: 
5%

Ad CTR: 2%, 
Impressions: 
50,000

Blog views: 
1,000, Video 
engagement: 
20%

Page views: 
2,000

Partner 
impressions: 
10,000

Referral rate: 
10%

Use 
Mailchimp for 
emails, Brevo 
for SMS

Meta Ads 
Manager for 
Instagram, 
Google Ads 
for search

Post blogs, 
share teaser 
videos

Eventbrite, 
10Genix 
listings

Co-branded 
content with 
influencers

Offer discount 
incentives

Objective Budget Timeline KPIS Notes
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