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Events
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POP IN CHAT:

What are you most hoping to
get out of our roundtable

today?
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Engagement throughout the Event Lifecycle

1.Event Registration
2.Pre-Event Engagement
3.Sponsorship Interest
4.Post-Event Strategies
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What are the Key Benefits?

Maximize Event Registration - use targeted,
conversational outreach
Boost attendee Engagement - stay informed and
involved before, during, and after
Convert non-members - nurture leads and grow
membership
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There’s a blueprint for that! 
Event & Conference -
Registration
Event & Conference -
Engagement
Call for Abstracts
Sponsor Acquisition
Post-Event Satisfaction
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It’s not just about the conferences

Webinars
Networking events
Membership meetings
One-off events
Advocacy & legislative events
Special Interest Group (SIG) meetups
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POP IN CHAT:

What are your biggest
challenges in driving event

registration?
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Conference Registration - Segmentation
American Society for Microbiology

Branch questions to f irst  determine if  members are
planning to submit an abstract
Fol low up questions are tai lored to whether the
member is  planning to submit

1000+
Planning to
Submit an
Abstract!  
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Conference Registration - Segmentation
The cl ient then started a new campaign to continue
nurturing those that indicated needing f inancial  support
An addit ional  campaign was started for those that indicated
needing abstract guidel ines
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Conference Registration

150 members
said “Yes!”

the f irst  day

American Fence Association

Campaigns were set up for members
and non-members
Client received valuable insights from
those not attending
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POP IN CHAT:

What are things you wish you
knew about your attendees

before they arrive?
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Pre-event Engagement
ICMG 

Ahead of their  conference,  ICMG
reached out to registered members
to confirm information for their
name badges
Contacts were enrol led in the
campaign after registering
Information col lected was written
back to their  AMS
Saves cl ient t ime from having to
make changes at the registration
counter

 

70% Engagement

21% RequestedChanges

70% Engagement

21% RequestedChanges



www.propfuel .com

POP IN CHAT:

What strategies have worked
(or not worked) for securing

sponsorship interest?
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Sponsorship Interest
Outreach to companies that support the
commercial  real  estate development
industry
Gathering interest in sponsorship
opportunit ies for future conferences
throughout the year

63
Companies
said “Yes!”
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Post Event Follow-up
Members who attendedMembers who attended No-showsNo-shows
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We have a new product for that! 
Arizona Society of CPAs

Uti l iz ing our new Website Engagement
product,  they’ve created a pop-up on their
website asking members if  they’re
planning to attend their  upcoming mixer
Redirect and Website Interaction
workflow actions



188 said “Yes”
&

107 Student
Interest
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Member Acquisition

20% Engagement
Rate!

American Society for Microbiology

Segmented audience from first  conference
campaign
Outreach to non-member abstract submitters
Early bird registration offer
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POP IN CHAT:

Do you have any questions for
your fellow PropFuel users?
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Scan me!
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Other campaign examples

Pre-event polling
Speaker and session preferences
SMS - Event Reminder
Session recommendations
Engagement check-ins (QR codes)
“What’s Next” - future event interest
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Product updates! 
Integrations

Wicket, Rhythm, Salesforce, Fonteva,
re:Members (Impexium)

Campaign Management
Website Engagement
Platform infrastructure

Coming soon...
Global search tool! 


