
FROM CONFUSION 
TO CONFIDENCE: 
Designing a Winning Experience 
and Marketing Strategy
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Events have NEVER been more important 

The data shows that in-person events remain the most trusted channel for product discovery and sales. 

“Face-to-face events are today’s public square. As uncertainty grows along with the challenges of AI and 
disinformation, gathering together and having conversations in person fosters trust,” said Ken Holsinger, 
Freeman’s senior vice president of strategy. 

- Skift, April 23, 2025

https://www.freeman.com/resources/future-of-commerce-for-trade-shows-and-conferences/?utm_medium=comms&utm_source=press-release&utm_campaign=redefining-live&utm_audience=show-organizer-buyer&utm_lob=events-and-exhibit-services&utm_content=freeman-commerce-trends-report
https://www.youtube.com/watch?v=z-Natv3Vw2w
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CHALLENGE: There is NO Event Playbook 
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From “Nice to Attend Events” to “Need to Attend” 

Only the VALUABLE will survive.  

With tighter budgets, less staff, and limited time, the bar for attendance is rising. “If your event isn’t a 
must-go, it’s a no-go,” the report states.

More than half of respondents plan to attend just two or three events in 2025. Those planning to attend 
more than six events have been cut in half.

“You really need to focus on being the best event in your category in this environment,” said Holsinger.

- Skift, April 23, 2025
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If I were a doctor, I would be 
prescribing Money20/20 US: it never 
fails to lift the spirits, energize, and 

inspire with all the exciting 
developments in the world of 
#payments, #banking, and 

#fintechs.
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Being on site…this is a case study on 
how to do events different and better.

Unique offerings, experiential setups 
and interactions, multiple areas with 
specific and intentional purpose, and 
that’s what I’ve learned before 9am! 
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REINVENT 
Congratulations…you are a product marketer. 
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The 3 Critical Questions
What are the new problems our customers need help solving? 

What is the amount and type of  content they need to do so? 

How do we create an experience that’s worth investing and indulging in?  
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REPOSITION
A process for execution excellence.
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The Data Driven Process
What are the goals of your event? Develop your north star. 

What is your feedback loop? Research and customer feedback. 

Do you have a data process for pattern matching? Analytics. 

Who is your current and ideal client? A changing world with new opportunities. 

What’s your creative culture? It needs an open door.   
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5 Step Marketing Process
To give you a winning edge
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1. Marketing Plans: Macro and Micro 
Long term goals and agility 
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2. Bold Creative: Ideation Framework
New campaign thinking 
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3. Inventory Audit: Comms Points
Innovation through the customer journey
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4. Storytelling: Customer Connection
Emotion and Edge
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5. Offers: Hooks and Headlines
So good it’s uncomfortable
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Thank you. 


