
Event Best Practices Case Study



Event Best Practices
Structured Approach: PRE, SHOW, Follow-Up
Develop project plan and get buy in from all participants for all PRE  SHOW  Develop project plan and get buy-in from all participants for all PRE, SHOW, 
and Follow-up activities
Event plan should include:

Goals (Hard Metrics and Soft Objectives)
Target Audience 
Project Plan
Communications Rhythm

Programs & Tactics: Programs & Tactics: 
Event Materials 
Offers
Traffic Gimmicks 
Lead Capture (business card strategies)Lead Capture (business card strategies)
Giveaways 

Key Success Factors:
Executive Champion
Event Project Manager
Booth Team: Executive, Sales, Service, Technical 



Situation Overview

Diligent Technologies OverviewDiligent Technologies Overview
Disk-based backup and recovery software solution 
2004, $12 million in sales
Venture backed 
Founded in 2002Founded in 2002
Two person marketing department
Strong connection with EMC
Goal IPO 

Engagement Overview
Product launch at Gartner Event

Channel partner programs
End-user programsEnd user programs
PR

Goals
Successful product launch p
26 end-users signed 
6 channel partners 



Goals

Successful product launch Successful product launch 
New website 
26 d  i d 26 end-users signed 
6 channel partners 



Website 



Gartner Event Show Booth



Trade Show



Promotional Item and Room Drop

HyperpassHyperpass



Announcement  E-mail 



PR Mentions

Fortune Fortune 
CNN
M  Hi h T h Mass High Tech 
Byte and Switch
Gartner Case Study



Gartner Show Results
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Gartner Show Results

# of qualified leads
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Gartner Show Results
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Gartner Show Results

Objectives
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Summary: Results:

Metrics approach to eventsMetrics approach to events
Focused on qualified prospects to 
drive sales faster 
Integrated direct marketing
Pre, during and post show programs
Cutting edge marketing and sales 
practices for small and fast-growing 
companiescompanies


