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A practical guide to ensure your organization gets the maximum strategic value from every conference.

Define Objectives

Audience Fit

Internal Alignment

Narrative Clarity

Content Preparation

	☐ Have we identified the top 1–3 outcomes we need from this conference?
	☐ Are objectives aligned to current corporate, scientific, or commercial priorities?
	☐ Have we clarified success metrics (visibility, pipeline awareness, partnership 

development, etc.)?

	☐ Does this conference attract our priority stakeholders?
	☐ Are the attendee demographics aligned with our market, therapeutic area, or 

innovation space?
	☐ Have we reviewed competitor and peer participation from past years?

	☐ Have we briefed cross-functional partners (medical, commercial, corporate, 
regulatory)?

	☐ Does leadership support the priorities and narrative for this conference?
	☐ Does everyone attending understand their role in driving outcomes?

	☐ Do we have a clear, compelling narrative for this specific audience?
	☐ Is messaging consistent across Medical, Corporate Communications, Brand, and 

Commercial?
	☐ Have we refined a succinct “leadership-level” elevator pitch?

	☐ Are case studies, data summaries, or pipeline updates ready and aligned?
	☐ Do we have high-value thought leadership assets to share (whitepapers, POVs, 

articles)?
	☐ Is our social media and PR strategy aligned with conference timing?

1. STRATEGIC ALIGNMENT (PRE-CONFERENCE)

2. MESSAGING & STORY DEVELOPMENT

CONTINUE >
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Pre-Conference

During the Conference

Post-Conference

	☐ Have we mapped priority stakeholders (HCPs, payers, partners, investors, policy 
leaders)?

	☐ Has the team scheduled intentional meetings before arrival?
	☐ Are we leveraging existing networks (board members, advisors, KOLs and 

advocacy partners) to create warm introductions?

	☐ Are representatives prepared for both formal and informal interactions?
	☐ Does every attendee know how to articulate value clearly and confidently?
	☐ Are we capturing insights in real time (competitor initiatives, emerging trends, 

stakeholder needs)?

	☐ Do we have a structured plan for follow-ups within 48–72 hours?
	☐ Are follow-ups personalized, valuable, and tied to the conversation?
	☐ Are insights being shared cross-functionally to shape future strategy?

3. NETWORKING STRATEGY

Preparation

Execution

Post-Event

	☐ Did we engage conference organizers early to identify speaking opportunities?
	☐ Do we have relevant topics backed by credibility, new data, or industry 

perspective?
	☐ Has leadership been coached or prepped for panels or podium visibility?

	☐ Did we capture key quotes, questions, or audience insights from speaking 
sessions?

	☐ Did we support our speaker with social media, PR, or content amplification?

	☐ Are we leveraging the speaking appearance for future conferences, distribution, or 
brand-building?

4. THOUGHT LEADERSHIP & SPEAKING OPPORTUNITIES

CONTINUE >
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Design & Engagement

Staffing

Materials & Tools

	☐ Is the booth aligned with our corporate brand and scientific narrative?
	☐ Does it offer clear visitor flow—welcome → engage → discuss → convert?
	☐ Have we incorporated interactive or digital elements that reinforce credibility?

	☐ Are booth representatives well-briefed and trained on key messages?
	☐ Do we have the right mix of scientific, commercial, and leadership presence?
	☐ Is there a process for capturing booth leads and insights?

	☐ Do we have case studies, patient stories, product demos, or pipeline visuals 
readily accessible?

	☐ Are we using customized collateral rather than generic handouts?
	☐ Are incentives aligned with both compliance and brand standards?

5. BOOTH EXPERIENCE (IF EXHIBITING)

Brand Amplification

Social Presence

	☐ Are we leveraging targeted digital campaigns, geo-fencing, or airport signage?
	☐ Do we have a PR or media strategy aligned with conference presence?
	☐ Have we considered a private reception, leadership dinner, or targeted 

roundtable?

	☐ Are key executives supported with thought leadership posts before, during, and 
after the event?

	☐ Are we capturing photography or short videos for real-time use?

6. VISIBILITY BEYOND THE BOOTH

CONTINUE >
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Resourcing

Onsite Management

	☐ Do we have sufficient internal support for planning, logistics, and follow-up?
	☐ If stretched, are we leveraging external agency partners for turnkey execution?

	☐ Do we have a clear onsite schedule with defined roles and responsibilities?
	☐ Is there an escalation path if issues arise?

7. OPERATIONAL EXCELLENCE & SUPPORT

Debrief

ROI & Next Steps

	☐ Did we meet the objectives set prior to the event?
	☐ What insights did we gain about the market, competitors, or shifting needs?
	☐ What resonated most with stakeholders and why?

	☐ How did the conference perform against investment of budget, resources, and 
time?

	☐ What needs to be repeated, refined, or eliminated next year?
	☐ Is there an opportunity to up-level our presence at this conference in 2026/2027?

8. POST-EVENT EVALUATION & ROI


