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Despite having worked on over 1000 events around the
world, we don’t consider ourselves to be experts. However, we have solved a number
of challenges and love delivering great solutions for our clients, and we’d like
to share what we’ve learnt with you.
So, here it is, our whistle-stop A-Z tour of managing events.
We have chosen to focus on financial services events
with a content bias rather than big hospitality events, as we expect the days of the
latter are ever shortening.
	We hope you find it useful, and if you can think of any
essentials we may have missed, please get in touch!

Linda Russheim
Founder
HT Financial Marketing

Claire Blackwell
Head of marketing
Newton Investment Management

@htfinmkting

@blackwellclaire

3

A n A-Z (well, almost) of ev ent m a nagement…
Administr ation – deadlines

A

B

D

First up… If you think event management is
glamourous then think again. Any event, big or
small, of yesteryear or the future, requires that you
have an A in administration and attention to
detail. Admin is here to stay, you can automate it,
you can put it off, but it’s easier to just accept it –
and it is the whole event from start to finish that
requires attention to every bit of detail.

The fundamental B is budget and the management
thereof. It is a critical part of the planning process
and essential for successful event management.
Get estimates, be realistic, keep a contingency and
be flexible enough to move money from one
aspect of the event to another.

D is for – data, design, delegates and those
fast approaching deadlines. Delegates expect an
experience at events, among other things, design and
an overall branding or visual framework can help
with this (think emails, collateral, presentations,
staging, event apps and giveaways).

Two other important As are AV and Apps. AV used
to take the lion’s share of many budgets, both money
and time, and while this is probably still true today,
remember that it is what you show that is more
important than how you show it. Event apps have
become de rigueur, and you need to invest in
making yours useful and engaging to increase
delegate participation.

C
Every event is designed to communicate a
message and leave the delegate with knowledge
and or an emotional response – ideally both.
Designing your content to deliver this is key. In
the financial services industry, content design and
delivery (including agenda) should take up the
majority of your time. Consider the collateral to
go with this content and ensure it is customised
to, and compliant for, the event and audience.
Team communication is fundamental at all stages
throughout the event management process, but
do not leave it to the last minute to discuss how
this will work at the actual event. Plan ahead who
communicates with who, how you escalate issues,
make sure you have a checking discipline and
ensure the system works ahead of time – oh and
don’t forget to charge all devices!

Data – yes – data is still king! The collection of
data before, during and after the event is key to
determining return on investment and helps shape
your next event.
To finish D, we have delegate management. Delegates
need to be looked after from initial invitation through
on-site management and post event discussion.
Engaging with the audience in the right way is
critical to setting the tone and mindset for meeting
and achieving the overall event objectives. Collect
responses in a timely manner and in a single,
clean database. This is essential to help you plan
a multitude of tasks including delegate numbers,
seating plans, technology requirements,
social media and catering.
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A n A-Z (well, almost) of ev ent m a nagement…
event team – hospitality

E

F

G

Here we really have to focus on the event team.
Whether outsourced or in-house, make sure you
don’t just have a great one, but a really great one.
Ensure the egos are left at the door and that weak
points are identified and managed. Lastly, remember
to thank your events team – unfortunately very
few people do.

If your event provides food, make sure it is of a high
quality, even if simply executed – remember your
delegates are your guests. Food can be a wonderful
theme enhancer so make sure it adds rather than
detracts from your overall message. Vitally, don’t
forget to ensure there is somewhere to eat it too.

Goodie bags – people love them, but be considerate
when putting them together; they should be relevant
and not wasteful. Also ensure that they are not
going to attract any compliance or bribery concerns
– if in doubt leave it out!

Engaging the audience is important, and more
complex than you might first think, especially with
financial content. Our first advice would be to get
the theme right and agreed at the outset, and then
stick to it, it’s this thread that will run through
the event and hold the story together. Think about
exciting ways to make the agenda engaging; panel
discussions, a ‘dragon’s den’ scenario, balloon
debates and lightning talks are all great ways to
spice up your agenda. A word of caution: whatever
format you decide to use, make sure it is relevant
to your audience and not too contrived.

In days of old F might have been for flowers, but
given the airmiles, cost and waste in most cases it
may not be worth the focus – besides, there really
are much more creative solutions.
Feedback is essential for improving and
enhancing your next event. Be sure to include
business development questions here. Do not make
this an after-thought; get the post-event feedback
in development well ahead of the event.
Don’t forget to have fun! Your audience needs to
be entertained in order for your event to resonate.
Your speakers also need to enjoy their experience
to ensure they deliver high-impact, tailored content.
Last but not least, you need to have fun too! A
motivated, enthused team will deliver the
best results.

Gamification isn’t the easiest to incorporate in
financial services events, but where appropriate
and when done well can add that extra something
to the delegate experience.

H
With tightening regulations within the investment
industry, pure hospitality has definitely seen its
day. The ‘value add’ has now become how to make
events that deliver an experience with interesting
and relevant content at the very core, but that
are also enticing to the audience.
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A n A-Z (well, almost) of ev ent m a nagement…
information – keynote speaker

I

J

K

How to get the balance between providing the right
amount of information and pitching it at the
right level for your audience is certainly a challenge.
Our advice is that when it comes to communicating
with delegates be comprehensive but succinct.

Juggling. Every event planner must be a master
multi-tasker, not only throughout the whole event
process, but also (and especially) in the week
before the event, as no matter how good your event
management is, this is time that most speakers
start to realise they will be presenting! Take a
deep breath, hold on to your ‘can-do’ attitude, keep
communicating as a team and work towards that
finish line – you can do it!

The key measures by which event success will
be judged – be it ROI/E (return on investment/
event), quality or quantity of attendees, business
development leads developed or engagement levels –
should be clearly defined up front and ratified at all
planning stages. Key stakeholders will want to use
it to demonstrate performance and new business
leads, and you need to secure future budget. Post
event they should also be used to evaluate the event
and assess areas for improvement. This can be done
by a number of means, but we suggest a combination
of quantitative and qualitative approaches. In some
situations you may want to consider different types
of ROI output for different audiences, even with
regards to the same event.

In terms of innovation, it is important to always
consider what you could do better, including how
to improve on what went well, but also ensure all
innovations are a good use of budget and add
real value rather than just being a gimmick.

Joining instructions will ideally be sent out ten
days before an event, and these should cover the
key information such as venue, agenda, dress
code and contact details, as well as social media
information and pre-reading.

It is imperative that you get the right keynote
speaker. No matter how good they sound on paper,
always have at least one call with your keynote to
ensure they truly understand your audience and
message. If they have to come from afar, insist they
arrive the night before – there is nothing like
having your keynote stuck en route when they are
supposed to be on stage presenting.
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A n A-Z (well, almost) of ev ent m a nagement…
lever age – presenters

L

N

P

Leverage is a word we like in marketing as a
whole and also for events. There are times to invent
something new and others where you leverage
what has proven to work in the past.

Negotiating will almost certainly be necessary,
not only externally for the best-priced deals, but also
internally in terms of coaxing colleagues onto the
stage and extracting presentations from them!

There are lots of Ps in the event world, but luckily
we can group some of these together…

Livestream – this may or may not be for you, it
allows event organisers to connect with remote
attendees. Livestream can help you engage your
audience worldwide and viewers can watch on
any device. This is a great way to make your event
inclusive for all types of attendees.

Networking is the holy grail of events! You need
to ensure that you have a good space for this and
also allow enough time in the agenda. It is an
absolute must, as this is where the majority of
new-business leads arise and long-term relationships
are cemented. Delegates get very frustrated when
this time gets eaten into.

M

O

You need a memorable brand journey to set
the mood and engage the audience. Delegates may
all have different responses to what they see, but it
is important that they re-enforce your brand/theme.
This connection will also help with social media
engagement.

On-site data capture is the key ingredient in
understanding attendee behaviour, their needs and
expectations. It is a major driving force in
marketing and decision making.

Project plan, process and planning. Yes, these
steps can be laborious, but you really need them for
your event and team to operate smoothly. Break up
the event into smaller parts/stages so that they are
more manageable and ensure that all members
know their roles and deadlines.
Presentations and presenters. Let’s start with
what makes a good presentation; less is always
more, consider using left and right brain content to
improve information retention and really think
about what you would like the audience to take
away. Make sure you pick the right presenters, they
must be passionate about their subject, and always
encourage them to rehearse, rehearse, rehearse
(even if they think they do not need to).
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A n A-Z (well, almost) of ev ent m a nagement…
queue! – suppliers

Q

R

S

Nobody likes a queue! To avoid queues forming
during important parts of your event, get floor plans
and work out the flows of your delegates. Make sure
registration is clearly signposted and that name
tags, iPads or equivalents are organised in a logical
manner and managed efficiently. Beware the last
minute rush, usually about ten minutes before your
event starts, and ensure you have sufficient hands
on deck to help. As a rule of thumb, we suggest
one person for every 50 registered delegates, plus
two minimum for new registrations. Also ensure
that your refreshment/lunch breaks flow well and
that there are adequate buffet stations/venue staff
available to keep delegates moving.

Again, so many R’s in the event world! Here we pick
those that have been the most important for us.

Here we have to talk social media. There really
is no space for the sceptics. Social media can rally
attendees, enhance brand awareness, stimulate
engagement and sustain the event’s story long after
the actual event has finished. You can also use it to
get audience participation and input into the agenda
ahead of the event and to launch content. On the
day, Twitter ‘walls’ and livestreaming can enhance
the audience engagement and reach, so design your
agenda with this in mind. Remember it is also a place
where people can vent their irritation with aspects
of the event, so have your PR team at the ready,
including a crisis plan just in case. Finally, the social
data is a great feedback mechanism for what did
and did not work for the audience.

Reception – Hello? I’m on my mobile… can you hear
me?! Always check that your venue has adequate
mobile reception for your event agenda and delegate
requirements. Wifi is another must in today’s world
of Twitter and email.
With increasing regulatory requirements, ensure
that your whole event concept, content and materials
meet all relevant standards. Most companies will
also need all materials i.e. slides and supporting
documentation to go through a compliance process,
so make sure you leave enough time to complete
this step as you may need to alter your materials
and have them reviewed again thoroughly. Ensure
you work closely with your compliance team
throughout your event.

A few words on suppliers. They can mean success
or failure for an event, so make sure you have
appropriate contracts in place with them and always
treat them as part of your team. Communicate with
and nurture the good ones – you never know
when you might need to call in a favour.
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A n A-Z (well, almost) of ev ent m a nagement…
toilet – .xls

T

U

W

It is a basic thing, but always check that there are
sufficient toilet facilities in good working order
and regularly serviced, all within easy access.
Sometimes we have seen 5-star hotels unable to
provide this.

As we get further down the alphabet I’m afraid
we’ll have to start taking some liberties with our A-Z!
A crucial piece of advice we would give anyone
holding an event is to deal with everything as far
upstream as possible. Nip issues in the bud as you
see them coming, play the whole event through
and prepare for all outcomes, and do this as soon
as possible.

You cannot get away without those three vital Ws
– the www. The event website needs to be accessible,
simple, content rich and easy to use and update –
you do not want to lose delegates before they’ve
even registered.

V

X

Your venue and its location are key to the success
of your event. Understand their importance to your
event – is ‘wow factor’ a selling feature, or are size
and cost the key determinants? Either way, get in
early as the good ones in big financial centres tend
to book up years in advance. Make sure it is easily
accessible from key transport links. Once selected,
site visits are imperative; you have to see it in
person before you can really be sure that it will be
appropriate. Document everything you need
changed, get it in writing (see Z) and negotiate
hard, either for price savings or to get the aspects
that are really important to your event included
as you want them.

.xls, or Excel as it is more commonly known, is an
unavoidable part of the event process. This goes
back to our comments around administration and
project management – you will be working with
multiple excel worksheets so get familiar with
all the short cuts.

The majority of events now use technology in
some form or other. Incorporate technology where
it is relevant and adds value but do not let it
dominate unnecessarily.
Two-way – Events are no longer a one way
communication stream i.e. you talking at an
audience. They are two way discussions and
audiences need to be engaged with and listened
to throughout the event – embrace this and
tailor your agenda and content to suit.

It also would not be a day in event management
without wine. Make sure it is good, but as part of
the event team, save it until the event is over.

A n A-Z (well, almost) of ev ent m a nagement…
you’ve got to be kidding me! – zzz’s

Y

Z

You’ve got to be kidding me! So, just when
you think you have it in the bag, a curve ball comes
your way. Here are some of our worst and most
frequent offenders: Missing speakers. Technology
failures. Fire alarms. Flight cancellations. Lost
baggage. Prima donna colleagues. Double-booked
venues. Presidential security units. Ash clouds.
Snow in April. Floods in July. Boycotts and riots.
A caterer stabbed entering a venue. Drunk clients.
No food. And every time you think you have seen
it all… a swimmer in a boat race. Just pause,
deal with it, and then add it to the checklist to
plan for next time.

So Z is for zebra, i.e. always get it in black and
white. Never assume that the person you agreed
something with will be there on the event day, or
that your verbal understanding will be sufficient
when the venue double books. Get it in writing,
then check and check again.
Lastly, get some zzzz’s – it going to be a long
few days…
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