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InCrease

Ask the obvious
questions

sold-out
odds

o

Have you tried
this tactic?

Your thoughts

on...
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Stakeholder Alignment

4
4
4

y Who should we focus on?

Stakeholder Our Priority
Longlist Need to be Need to be
satisfy delight

Iterest

Need to be Need to be
informed involved
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Stakeholder Alignment

Who has something at stake at this

event?

Whoanmkel 8
diffl ke yout,




KNOW WHO

= oowe
ACTUALLY :
% CAME TO OUR —
EVENT? é
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ttendee Personas

@BIZZ&BU Experience Personas | Attendee

nN

/ Matthew

\ Arizona, USA
Mandated Learner Learning

* Sent by his company to any event where

learning takes place, with the goal to gain

new knowledge

* Enjoys the social aspect in getting to know
colleagues and peers in-person, but this is
not the goal

260/0 of in-person attendees

25% ¥ of online attendees

Fictional characters that represent your audience.

Disengaged .. Frustrated

No social aspect in virtual - no 3_1 ) Tosit through. Learning

eating and going out ol online isn't as effective
Motivation to Attend Effect by Online Events

*+ Set by the company to learn about his  + Lost the ability to bond with
field and business colleagues during these events
* Use the time to also socialize with * Harder to learn online, training

peers and colleagues sessions are not as productive

Networking Style

* Creates stronger connections

Learning Style

« Learning is the main reason he
with the people he works with attends events
+ Looking for team-building » Some are mandated events he
experiences has to attend for training or

information transfer

Online Networking Online Learning

Interest Interest
- h

-w

Effectiveness

Effectiveness

10% ;’_ ) 100%

Top Online Events

@ Conferences

Internal Company
Events

Fun Factors

#1

Learning new things Networking with

colleagues
Fun Rating
3.3/5 2.5/5
In-person Online

“Team dinners, getting to know my team members -
this is the best part of this event.”

“They log in and mute themselves. There’s no
interaction between people.”



— Empathy Map

Put yourself in the shoes of your audience.

Designed for Designed by Date Version
Empathy Map Canvas
WHO are we empathizing with? GOAL What do they need to DO?
Who |s the person we want to understand? What do they need to do differently?
What is the situation they are in? What job(s) do they want or need to get done?
What is their role in the situation? What decision(s) do they need to make?

How will we know they were successiul?

What do they THINK and FEEL?

PAINS GAINS
What are their fears What are their wants
frustrations, and anxieties? needs, hopes and dreams? What do they SEE?

What do they see in the marketplace?

What do they see in their immediate environment?
What do they see olhers saying and doing?

What are they watching and reading?

What do they HEAR?

What are they hearing others say?

What are they hearing from friends?
What are they hearing from colleagues?
what are they hearing second-hand?

What do they SAY?

What have we heard them say?

What can we imagine them saying?
What other thoughts and feelings might motivate their behavior?

What do they DO?
What do they do today?

What behavior have we observed?
What can we imagine them daing?

Last updated on 16 July 2017. Download a copy of this canvas at http:/ /gamestorming.com fempathy-map / @ 2017 Dave Gray, xplane.com



Have you tried these tactics?

Convince Your Boss Remaining Tickets Progress Bar
Help them make the case e Create urgency

N TOPDOG

Make the case to
attend PMWest 2023! &

Convince Your Boss Letter Template

Need help presenting the benefits of PMWest Conference
2023 to your boss? Just think about how your organization St

could benefit from your learning. We've drafted an email
template to help you get approval.
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SUM__,,

- AUSTRIAN ALPS

Reserve Your Spot Now!

ONLY 166 SEATS LEFT




Email campaign
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Learn the methodology:

— Event Canvas

Design the event with the intention of
stakeholders' behaviour changes

e following;

aviour

y notes from the Event
o

EVENT CANVAS EVENT DELTA - DESIGN GOAL

A st d h to th t tivi
slepped approach 1o the event narrative What to design for per stakeholder

Canvas Limit to a maximum of 3 behaviours per

stakeholder

PAINS @ COMMITMENT \T/ C/ RETURN @ GAINS
1 —& 3

ENTERING BEHAVIOUR

Copy and Paste the sticky notes
from the Event Canvas (v

ARTICULATE THE CHANGE

This difference in behavic
is whaty

EXITING BEHAVIOUR

Copy and Paste the
from the Event Can

cky notes
{max 3)

ENTERING BEHAVIOUR EXITING BEHAVIOUR

EXPERIENCE JOURNEY

a E.g.: paramedic

at 60 beats per m

E.g.: perform CPR at 100 be
thinking of “Staying Alive” t

minute by
the BeeGees

rforms CPR

Change = instruct to increase speed of CPR
from 60 to 100

E JOBS TO BE DONE

Q
L

INSTRUCTIONAL DESIGN 3
, i ihat best How are we changing this stakeholders behaviour with this event? : s m

"""""""""""""""""""""""""""""""""""""""""""""" Tl ...and how will you
MEASURE?
EXPECTATION O cosT C‘ S REVENUE | *x*%  SATISFACTION _‘&

---------------------------------------------------------------------------------- : e’ : By increase of succesrate with
or 0 get a Cardiologist to instruct th HP e patients when applying the 100
to ed of CPR from 60 to 100 by thinki b Speed
o by the Beegees.

Designed by version 20180621

r— EVENT DESIGN acie

Sl il Sl Sl sl GOS0

OLLECTIVE GMBH

H01E EVENT DESIGN ODULECTIVE GHEH




Event Canvas

Urban Encounters 2023 | IDA | Master | Shawn, Spark | June 8, 2023 1.0

Event Canvas

Pain Commitment

. They fear not able io create

: . Time (family, other events)
the best design.

- Time (family, other events)

Return

. ¥ numbers of ideas to apply back to
projects they are working on

ain

Design that receive pds

. See friends Transportation (parking, trains, bus..)

[ ]
. Good vibes . Additional drinks

. Busy show floor Booth cost

. Deal confirmed onsite

s Waste time on «  Mongy (booth, sponsership) s #ofleads & conversations *  Achieve sales targets
disgualified buyers
. . "'--.______ _____,_,.,-'-"--‘ . .
Entenng Behaviour b ,.egg&ﬁg‘ Exiting Behaviour
. They wgnt tp learned ] “-»___M fﬁf » They are inspired
and be inspired s  They are looking for —~—___ "« ldeas and inspiration s Happy to see “work
s Theywant to feel ideas & inspirations T _ that is relevant to family”
belonging within the 1D for better design. ’-H““M interior designers
Community - _—
. T_fle: wﬂf_ﬂ _TD EI_'IDE'EIE - . An environment that . Successful sales
with guality IJJ'_ve_rE _ “*R facilitates buyer-seller event
. They want to do biz & that can E_U_D};&FfmTU ----'i'ﬁ‘e*. .'i-::un
meset buyers sales —
EKQECTEITiDI‘I Cost Bevenue Satisfaction
» Good vibes . Entrance Fee (320-ish) . Mo direct earning by attending the event » ‘Did you check out XYE

Their product is cool.”

Money worth spent

Transportation

L ]

. Sponsarship 55

L ]

. Marketing’ promofion materials

Behaviour Change

Entering Behaviour

Attendees want to learned and be
inspired

Attendees want to feel belonging

it

.l a o
)
N

Exhibitors want to =sell

faa

\."'"/J

Change

Knowledge

Curated a list of
exhibitors/contents/experience that
attendees will be inspired.

Attitude

Design a welcoming environmeant
that people feel belong.

Attitude
Create a show floor that facilitate
conversation between buyers and
sellers. Make it easy and natural for
the conversation to flow.

Exiting Behaviour

Attendees have learned and
inspired

Attendees feel belonging

Exhibitors have successful sales
activity



4
4
4

y

Valuegraphics

Our values drive

our decisions

DAVID ALLISON
With a Foreword by Don Peppers and Martha Rogers, PhD

 THEDEATHOF
DEMOGRAPHICS

Valuegraphic Marketing for a Values-Driven World

The Valuegraphics Belonging Index

Select a region Select an industry

Where are your event participants from? What do your event participants do?

Select a region Select an industry
Where are your event participants from? What do your event participants do?
North America (except USA) Architecture and engineering occupa

For architecture and engineering occupations in , Belonging means:

’ | feel like | belong when | :
‘ | feel like | belong when I'm ‘ 9 AT 3 | feel like | belong when I'm
; can manage and maintain
a member of a group that is part of group that shares

N multiple relationships )
important to me. common ideas.
wherever | am.



Have you tried these tactics?

Influencer/ Peer-to-peer/ Word-of-mouth Refund Guarantee
« Attendee/ Speaker/ Sponsor e Confident
- Make it easy e A better way to collect feedback?

Y Py WEST (i

Annual Conference

2¢43

PM WEST

Annual Conference

2043

New ways to pay
 Payment plan

Q .. A ' Register now, pay later
IMPACT ) %, IMPACT

Group Registration & Bleisure

e e Get xx% discount when buy 10+ tickets

2043 e Team offsite

— INNOVATE 4 e Extended family trip
A, IMPACT 4




I How simple is your registration?

-




CONNECT

EHOW CAN WE
REACH AND :
7 WITH OUR —y
AUDIENCE? 5




Ladders to
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Belonging AL I NN

Pathways to belonging - everyone 4 n
o ﬁlll. g J' ;. NG ; "\\.‘\\\- 1 h 0

have a different journey

story

craft
LAB™7




E Ladders to Belonging
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Here people begin in a reflective state, seeking clarity through knowledge-driven discovery. They continue with
synthesis, knowledge acquisition and reflection until they reach a point of clarity, after which they become
advocates for meaning and reach belonging as a result of a Purpose-full energy where they can contribute and
receive from a community of knowledge and practice.

=) -

Purpose Knowledge

~full | AQVOCACY mm=m=| Clarily ====| Synthesis ==—=—=: e ay— —— Reflective

<. \

Love & Appreciation - a pathway of regocnition.

This pathway begins with an invitation, and from here our experience design must support the audience to enable
feelings of acceptance, recognition, consideration, value and appreciation. This manifests in the knowledge that
the experience would not be the same without them.

Appreciation




E Ladders to Belonging
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Appreciation

Welcomed

Promotional
Marketing

Registration

« Personal invitation
from the president

« Social media shut
out/recognition

« Hugs & kisses

« Special code,
private registration

« Referral (friends’
code)

« Reminder call
from the board

Pre-Event

« Welcome

« Group chat/ Slack
channels

 Invite others

Event

« Public
recocognition

« Specialty group
meet up

Post-Event

« Membership
Engagement




E Ladders to Belongin
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~full ——— ADVOCACY mmm=| Clarity === Synthesis === KArl:(::{Wulseﬁc?: ————— Reflective
1 2 3 4 5
Promotional . .
Marketing Registration Pre-Event Event Post-Event
« What will you « Schedule/Program « Sessions « Post-event
learn? engagement
« Pre-event content « Space to reflect
« Who are » Follow-up

speaking? « Group chat/ Slack « Discussion sessions and

channels communications

e Content driven




Social Media




Have you tried these tactics?

Sponsor a colleague/student
« Purchase an extra ticket
e Lottery
« Alumni

The Magic Rule of 3

COLL/STON 5xi 2o, 220

GENERAL ATTENDEES

General Attendee Executive Chairperson
“790 “3,495 “12,495
GEETIED GECTIED
v v v
v v v
v v v

Showing how much you save

Choose Your Pass for Money20/20 Europe 2024

LESS THAN 20 LEFT LESS THAN 10 LEFT
GR GOVERNMENT
STAIARD GOLD PASS PLAPTA?SUM s‘,ﬁi’;{,f:f:s STA & NON‘£OFIT RETAILER PASS PRESS PASS
STARTUP PASS P

% _
Early Bird Rat +
/Standard Pass €3,295+Sales Tax @ 21% . g 0

Book now and save €500 until Friday 5 April, when prices will Please select the number of passes you would like to add above.

increase. Get ready to connect with the powerhouses and
boldest new voices from Payments, Banking, Fintech and

Financial Services. This is the place where money does business.
Register 5 or more Standard Passes in one transaction to Add to Basket
automatically unlock our group discount with a saving of at

least €100 per pass to maximise your experience and






Positioning
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What other options can How does your event

your audience consider if differ from others, and

you do not exist? how does that attribute
add value to your
audience?

Learn more about the Positioning Framework with
April Dunford

In what ways is your event unique, and why should your target audience attend?

How can you compellingly
describe your event's
differentiated values, and
how is the event planning
to support these value
themes?



E Positioning
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Identify the status quo and 3 competitive alternatives that your audiences would consider if you do not exist.

Competitor1

Competitor 2

Competitor 3

Non-Event Competitor
Are there alternatives that are not an
event?




E Position

Unique Attribute 1

ng

Unique Attribute 2

Unique Attribute 3

Differentiated value 1

Differentiated value 2

Differentiated value 3

el

CURIOUS BEAR

@ShawnCEvent




ition

E Pos

Value Theme 1

ng

Value Theme 2

Value Theme 3

Action 1

Action 2

Action 3

el

CURIOUS BEAR

@ShawnCEvent




Have you tried these tactics?

Tier Pricing

INBOUND m REGISTER NOW BECOME A SPONSOR BLOG HELP

X Early access to session reservation for limited-capacity sessions
X Dedicated VIP check-in
SOLD OUT SOLD ouT SOLD OUT
TIER 1 TIER 2 TIER 4 TIER 1 TIER 2
$675 $899 $1,499 $1,699 $1,899

USD $1,199 USD $1,899



Tell your videographer this is what you
want for the post-event video this year

; Money20/20 =

| The Place Where Money

Does Business
4

. -~
L AR PRI — =
S |




RESOURCES

Use the Tool, Not Be Used by the Tool



Prompl Types

Not all prompts require all building blocks. Learning to only give Al the bare minimum to achieve
your output will save you time

BASIC PROMPTS

FOCUSED PROMPTS

Task
Description

Task
Description

COMPREHENSIVE PROMPTS

Task
Description

Specific
Requirements

Boundaries

Specific
Requirements

Reasoning




Resources- Others

= Spa:‘k PMWest 2023 2 2) Share access

PMWest 2023

Spark a new task

o0l Analysis Xy Labs

¥
grammarly @ wordtune

Home
s p a !: k [& Content Generation @ Repurpose

% Orcreate a custom task =>

fa Legal Q" Brainstorming

Canwva



InCrease

Ask the obvious
questions

Understand your
audience differently

sold-out
odds

Have you tried
/ this tactic?

Deploy, Test, Track, Repeat

Resources

Use the tool, not
used by the tool




_EPeople are expected to

- attend more events in 2024

Number of in-person event attendance current vs. in-person events

expected to attend in 2024

3events 42% SRR RE S

4-6 EVENTS 200/0 A4 4 4 A
>6 EVENTS 150/0 E xR R
\ 2024 CURRENT 2024 LOOKING AHEAD

*Resource: Freeman Trends Report - 2024 Attendee Intent and Behavior

On average,
attendees expect

to attend four events
over the next year !




Download the presentation:

Connect me on LinkedlIn:

—
L
>
<
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O
C

Shawn (Yih-Hsiang) Cheng

shawn@shawncevent.com

www.curiousbearmanagement.com
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