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Why is event data important?

Return on Education (ROE)

Event data illuminates what works and what doesn’t work about an event. It highlights the areas of opportunity and areas 
of weakness. It shows event organizers where they need to focus resources. And it gives them the tools they need to 
reshape how they’re viewed inside their organization. This is incredibly important if you organize events for people who 
think of you as a glorified checklist person or menu maker.

Knowing how to tell the story of your event through data positions you to become an important strategic advisor to the 
senior leadership team. It provides the proof you need to go to the mat over important decisions. It helps you see where 
you need to cut costs or reapportion resources well before they’re needed.

What do adult learners want? They want to sharpen old 
skills or learn new ones that make their jobs easier, help 
them make more money, or could help them get a new 
job. If it’s not something they can apply to their work 
or life, they may not pay attention. If you want to prove 
your return on education (ROE), you need to measure 
how successful you were engaging and educating them.

Most event organizers use satisfaction scores to do this. 
For example, they will ask: On a scale of 1 to 5, five being 
the highest, how would you rate this session? This tells 
you something, but it doesn’t tell you if the content was 
effective. What does a satisfaction score tell you? That 
the session was entertaining. It tells you that the learner 
might have enjoyed the speaker. 

There are three 
key areas that will 
help you tell this 
story: education, 
objectives and 
investment.
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Therefore, you want to measure the ROE 
provided at your event more accurately, 
consider doing the following:

 > Test the learner’s knowledge before the session 
and then after to see how much they learned.

 > Test the learner’s knowledge two weeks 
after the conference to see how effective the 
presentation method was in helping them retain 
what they learned.

 > Include questions in the post-event survey that 
measure how well the learner feels they can 
apply what they learned on the job.

 > Ask an open-ended question on how the learner 
intends to apply what they learned to their job.
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What are the goals for meeting? Ever meeting should have one 
to three main reasons for being, or it shouldn’t be happening. If 
you’re unclear on the goals for your event, talk with the event 
owner and define what you’re trying to achieve. 

If you’ve developed an innovation process, you may already 
know the most important goals and objectives for meeting. 
Make sure that each objective is S.M.A.R.T. so you can 
measure success. Or if it is more intangible, develop a 
definition for what success ‘looks’ like. This way, you can at 
least collect anecdotal evidence that gives you a sense of how 
well you achieved your objective.

If you want to maximize your return on objective, then it’s 
essential that you tie each objective to your event design. One 
of the easiest ways to do this is through mapping the attendee 
journey. Firmly rooting achieving ROO in your event design 
also helps focus your key stakeholders and event owner on 
what is important. Anything that is a primary objective should 
be where you invest the most time, money and resources. If a 
last-minute idea pops up, you can ask how it helps you achieve 
your event objectives. If it does not, then you can make an easy 
case for saying ‘no.’

Attending an event is an investment: of time, money, and 
resources. This is not an investment people take lightly. 
That’s why it’s important to be able to prove to your sponsors, 
exhibitors, attendees and event owners that your event 
generated significant ROI for them.

How do you do this? One of the best ways is to define what 
they want out of your event and then map their attendee 
journey to discover how you will help them achieve their 
goals. By designing your event with the end in mind, you 
increase the chance of participants leaving feeling like they 
generated significant ROI.

You can also survey participants in advance to identify what 
the goals for each of your customer segments are and collect 
data that will measure whether they achieved those goals.

Return on Objective (ROO)

Return on Investment (ROI)

S.M.A.R.T. objectives
It’s important to define the event objectives 
before you start making a budget or any 
design decisions. Get the event owner(s) and 
key stakeholders together to discuss what the 
overarching goals are. Have them prioritize 
until you have no more than five main goals 
for this event. Ideally, you’ll have between one 
and three.

Once you know what the goals for your event 
are, you can create specific, measurable, 
achievable, relevant and time-based 
(S.M.A.R.T.) objectives that will help you 
measure whether these goals were reached.

For example, if you’re doing an internal 
training on a new process and the goal is 
to save time, you might have a S.M.A.R.T. 
objective that looks something like this:

Reduce the time spent on XYZ process in Q1 
2023 by 5% as compared to Q4 2022.

It’s specific (reduce the time spent on XYZ 
process), measurable (by 5%), achievable 
(it’s not a huge percentage), relevant (you’re 
doing the training to teach them the XYZ 
process) and time-based (comparing Q4 2022 
numbers to Q1 2023 ones).

https://www.encoreglobal.com/creativity-that-inspires/
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Creating the data collection plan 

Calculating ROI

Once you have defined the S.M.A.R.T. objectives, create a chart that outlines the data collection plan. 

The formula for calculating ROI is as follows:

Benefit generated – Fully loaded costs
x 100 = ROI %

Fully loaded costs

For example, if the cost for attending the conference, 
including transportation and hotel, was less than the 
benefit received by attending, then I had positive ROI. 
Let’s say that it cost $4,488 to attend. While I was 
there, I closed a $9,000 contract and was able to shake 
hands on a couple of larger deals, worth $25,000. 

Being conservative and plugging in only the deal 
that closed, this is what their ROI looks like:

$9,000 - $4,488

$4,488
x 100 = 101% ROI

Knowing that benchmark could help you tweak elements of your program to make sure that you can under promise 
and overdeliver on what they need to feel like your event is valuable.

When you’re calculating ROI for your organization, make a list of all the benefits, even the intangibles. It’s important to 
remember that just as there’s an average cost per lead, there’s ways to quantify soft benefits and attach dollar values 
to them so you have a true picture of the full benefits of your event. A great resource on how to do this is outlined in 
the book, Proving the Value of Meetings and Events.

In addition to digital data collection methods — like 
kiosks, post-event surveys, and pulse surveys on 
the event app — consider using people at onsite 
events to conduct informal ‘intercept interviews.’ 
These are when interviewers approach attendees 
in the hallways, identify themselves as an impartial 
third party and ask participants to give their candid 
opinions about the event.
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You want to record for each objective:

 > What data is needed to prove whether the 
objective was achieved?

 > How can it be collected?

 > Who on the internal or external team will be 
needed to collect this information?

 > When does this data need to be collected?

 > Who needs to know the results?

https://www.amazon.com/Proving-Meetings-Measure-Phillips-Paperback/dp/B010CLDUVM/ref=monarch_sidesheet
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Benefit to cost ratio
Another helpful calculation is the benefit to cost ratio. This can be used to assess risk of proposed projects or to 
calculate the actual benefit of completed ones.

Benefit
= Benefit to cost ratio (BCR)

Costs

For example, if you generated $1.6 million with your event and it cost $1.2 million to produce, your BCR is $1.6M/$1.2M 
or 1.33. Anything with a BCR greater than 1 is generally considered worth the risk.

Another way to interpret BCR is that for every dollar you invest, the BCR is the amount you generate. In the example 
above, your event generated $1.33 for every dollar invested or a 30% return.
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Analyzing the results Reporting out 
Once the data is collected, look at what the numbers 
tell you about the objectives that were your top 
priority. Also look at data about the general health 
of your event, like satisfaction scores, attrition rates, 
revenue numbers, and so on.

If you didn’t achieve an objective, or if the ROI 
numbers look bad, don’t despair. Look for positive 
numbers that can provide a good balance. If you 
learned something, then it wasn’t a failure. Similarly, if 
something in business doesn’t pan out, it might signal 
that a course correction is warranted. That potential 
area of opportunity should also show up in the data. 
And you get to be the person to point it out.

Not a numbers person? Find an internal or external 
resource to help you with the data analysis. They also 
may be helpful in creating the data story, which you 
can then tailor to present to each audience that needs 
to hear it.

Different audience segments have distinct levels of 
interest in the event data. What you share with event 
participants is going to differ wildly from what you 
present to the C-suite or internal team.

Identify who’s interested and invested in the results 
and then customize what and how you share with 
each group. For example, maybe the internal team will 
be best served by including a blurb in the company 
newsletter. When you promote next year’s show, you 
can promote any changes you’re making based on 
attendee feedback. Not everyone needs a PowerPoint 
or a bound report. So, tailor your message and format.

Reporting formats include:

 > Social posts

 > Emails

 > Newsletters

 > Press releases

 > PowerPoints/presentations

 > Formal/board reports

 > Video highlight reels

 > Internal reviews
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Iterating and innovating
Remember how this guide started with the process of 
innovation? Data is the end as well as the beginning. 

Once you’ve had a chance to digest the data, discuss it 
with your event owners and key stakeholders. Let the 
data illuminate the successes you’ll want to build on and 
areas you need to improve. 

Armed with this information, begin your process 
of innovation anew. Now you have a baseline of 
measurements against which you can measure progress 
year over year.
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This year, your focus 
is creating boundless 
opportunities for 
engagement. Next year 
… the opportunities are 
endless.



Speak with our experts about your next event. Contact us »

encoreglobal.com

https://www.encoreglobal.com/contact-us/
https://www.encoreglobal.com/

