
5 Ways to Ace Event Marketing
with an ABM Strategy

Top Event Marketing Challenges

increase to organize or
sponsor events

COST STAFFING
shortages of

effective management
for attention and

engagement

COMPETITION

at events
helps drive

sales pipeline

QUALIFIED
ENGAGEMENT

actually convert
from leads
to revenue

<3% OF
SCANNED
BADGES

PRIORITIZE
SCHEDULING

B2B engagements
over generating
scanned leads

Types of Live Engagments 

Rethink your Event Strategy

Demo, Executive and
Expert Meetings, Sales Meetings

1-TO-1 MEETINGS
Booth Tours, Tracks and Sessions,

and Webinars

1-TO-MANY ENGAGEMENTS

SalesMarketing

Education Phase
Convert Contacts to 

Leads

Expansion Phase
Convert wins to loyal 

customers

Decision Phase
Convert Opportunities 

to wins

Evaluation Phase
Convert Leads to 

Opportunities

Sessions and Meetings are Critical
to Drive Revenue

DON’T JUST “SPRAY AND PRAY.”
Fill each event day with live qualified engagements that convert.

What is ABM and why is it a
perfect match for your event?

Account-based marketing (ABM) involves marketing and sales teams collaborating to target 
specific accounts with customized marketing. The goal is to:

CLOSE DEALS
with high-value

 accounts

IDENTIFY
high-value
accounts

ENGAGE
with high-value

accounts

said account
engagement was

higher for
ABM accounts

said average
deal size was higher

in ABM accounts

Data source: Link

said win rate
was higher for
ABM accounts

said ABM accounts
had a higher ROI
than the control group

97%

80%73%

91%

Why ABM?
Cited by Marketers

Lead Gen & ABM:
A Comparison

Targeting many opportunities

Increase Awareness

Nurture

Convert
to

MQLs

Targeting
bigger

opportunities

Identify Personas

Personalized Nuturing

Convert to MQAs

LEAD GEN
(Fishing with nets)

ABM
(Catching big fish)

Sales and
Marketing
Alignment

Integrating
Events into

ABM campaign

Integrate Event
and ABM

Tech Stack

Drive Pipeline
through

Sessions and
Meetings

Personalize
Attendee

Experience
with Right

Engagements

5 Ways to Make
ABM work
at Events

$200K - Cost of Investment in
Tech and Promotions

100X - The ROI for
the event (20M / 200K)

$200M - 20% Ratio for
Close to Pipeline

$100M - Opportunity Pipeline
Advanced (500 x $200K)

$200K - Average
Deal Size

500 - Qualified
Meetings

The ROI
97% of marketers achieved

a higher ROI by incorporating ABM

Example for a
Large User Conference

Jifflenow is the leader in automating the scheduling, registration, management, and reporting 
of B2B events, campaigns, meetings, and sessions. Its software is enterprise-class and supports 
unique workflows and data security requirements.  Jifflenow software is proven and trusted by 

Fortune 1000 companies. Learn more at jifflenow.com
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https://www.forrester.com/blogs/are-you-ready-for-the-convergence-of-abm-and-demand-technologies/

