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This is a research-oriented thesis which focuses on event marketing theories and provides 
the analysis of impacts of the MBLT DEV 2018 Conference. The event was organised by 
e-Legion Ltd. The company is based in St. Petersburg, Russia and concentrates on mobile 
application development. To share the knowledge and spread the most important news of 
the mobile industry e-Legion has organised many events and schools for developers. I was 
doing my internship in the company and I was one of the organisers of the last MBLT DEV 
2018 Conference held on 28 September 2018. The thesis objective is to understand the 
business and marketing impacts of the MBLT DEV 2018 on e-Legion. The research ques-
tions are designed to understand the concept of event marketing and how to measure the 
effects of the events.  
 
The theoretical framework explains what events are, how to set goals for events, and how 
to evaluate them. The concept of event marketing, event history, and trends are explained. 
The role of events within branding, marketing communications and marketing relationships 
is investigated. Additionally, literature review covers how to evaluate and measure the ef-
fects of the events, and business value of events. The evaluation process is time-consum-
ing and costly. One of the methods to measure impacts of the events was developed by 
Ph.D., Chairman in ROI Institute Jack Phillips in 2008. His approach is based on ROI pyra-
mid with six levels: target audience, learning environment, learning, behaviour, impact, 
ROI. This approach is used to measure the MBLT DEV 2018 impacts. 
 
Quantitative research is the selected methodology for the research. Surveys for the partici-
pants were used as a data collection method, the surveys were designed according to the 
J. Phillips ROI methodology presented in the theoretical part. 
 
The research findings chapter represents the overview of the MBLT DEV 2018 event on 
the basis of the theory. The MBLT DEV 2018 is a business-to-business event but can also 
be considered as a business-to-customer event. The event has several business effects 
including marketing effects. Marketing effects of the event were analysed from the per-
spective of three types of marketing: marketing communication, marketing relationship, 
and branding. e-Legion engage with the mobile development community within the event. 
The outstanding performance of the MBLT DEV 2018 has helped to build a good reputa-
tion of the organiser’s company. As such, brand image and brand awareness increase with 
the help of the event. 
 
Additionally, the survey analysis is presented, and business values are discussed. From 
the business value perspective, the event has brought a good ROI. It increased the reve-
nue by 81%, generated 50 leads to the sales department, and attracted 31 students to the 
e-Legion Academy. 
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1 Introduction 

Today event marketing is considered by many businesses as a powerful marketing tool. 

Events give companies an opportunity to provide their customers with a unique experi-

ence which will lead to changes in their behaviour (Toner & Walker, 2017). According to 

Bizzabo (2017) an average Chief Marketing Officer in the USA assigns 24% of their total 

annual budget to live events to connect with customers and educate attendees and gener-

ate new leads. Companies like Apple, Microsoft, Red Bull, HubSpot, Eventbrite, Google, 

Mercedes, and many others understand the value of live events and have dedicated 

themselves to marketing strategies that place face-to-face interaction front and centre 

(Bizzabo, 2017). 

 

This research was conducted to analyse the business impact of the International Mobile 

Developers Conference MBLT DEV 2018, organised by the Russian IT company e-Legion 

Ltd. The company is focusing on mobile application development and is based in St. Pe-

tersburg, Russia. The event was held on 28 September 2018 in Moscow, Russia. e-Le-

gion organised the MBLT DEV 2018 for the Russian and international mobile application 

community. The MBLT DEV 2018 was the eighth conference held by e-Legion. The mar-

keting team with the help and support of the whole company in five months prepared a 

successful event which gathered 600 participants. The conference was educational and 

the target audience was not considered as a potential customer for e-Legion itself, the 

event was held for the community of mobile developers.  

 

This study is based on a theoretical framework about events and event marketing defini-

tions together with the history and trends of events. Then event marketing impact is dis-

cussed, and measuring methods are reviewed. The focus of the thesis is to analyse the 

effect of the MBLT DEV 2018 event to the company e-Legion.  

 

The initial idea and the concept of the thesis emerged in December 2017. I was one of the 

organisers of the MBLT DEV 2017 and thought it would be interesting to analyse the im-

pact of this event. After one year I was one of the organisers of the MBLT DEV 2018, thus 

the idea to make a research about the most recent conference emerged. e-Legion puts a 

lot of effort into events' organisation every year. The MBLT DEV is an annual conference 

held in 2018 for the fifth time. I considered that event marketing is an essential marketing 

tool for e-Legion. However, I could not fully understand how that particular event impacts 

the company. In this thesis I will analyse the MBLT DEV 2018 and highlight all of the im-

pacts of the event.   
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1.1 Research problem and objective 

Event marketing theories are considered to have some research gaps despite that event 

marketing is becoming more and more useful marketing tool. There is a shortage of struc-

tured knowledge and appropriate conceptual framework on event marketing (Gupta, 

2003). Therefore, there is a lack of theories about the event’s measurements and analysis 

tools. However, there seems to be a growing interest in event marketing and this study will 

cover marketing impacts from a corporation’s view, which are already developed. Moreo-

ver, the literature review presents measurements approach and ROI Model of Jack J. Phil-

lips, Ph.D. Chairman of ROI Institute and measuring business values of the events.  

 

Holding a live event takes much effort, time and money for the companies. e-Legion annu-

ally organises events with more than 600 participants. However, event marketing in e-Le-

gion was not discussed in depth. The research objective is to understand the impact of the 

MBLT DEV 2018 on e-Legion. To meet this objective following research questions are 

proposed:  

− How the MBLT DEV 2018 influenced e-Legion? 
− What is the marketing purpose of the MBLT DEV 2018 for the e-Legion? 
− What is the business value of the MBLT DEV 2018? 
− How to measure the impact of the MBLT DEV 2018? 

 

Answering this question will give a clear view of the effects of event marketing and provide  

the knowledge to analyse the impact of the MBLT DEV 2018. 

1.2 Significance of the study 

The thesis introduces event marketing impacts on the businesses. The theoretical part will 

cover event and event marketing definition together with theories about the marketing per-

ceptions of event marketing. 

 

Firstly, this research is significant for me, because I will understand an event marketing 

position and how it can be used and how to measure the impacts of them. I am working as 

a marketing manager, therefore to understand one of the essential marketing tool (events) 

is vital for me. 

 

Secondly, the empirical part of the thesis provides valuable information for the e-Legion 

company and its annual event the MBLT DEV Conference. The research will demonstrate 

the marketing impact of the MBLT DEV 2018 on e-Legion. The study will provide the com-

pany with the analysis of the MBLT DEV 2018 conference and evaluation of participants’ 
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impression. The thesis can be used as a template for the future growth of the event mar-

keting in e-Legion. 

1.3 Limitation 

The research presents the analysis of the MBLT DEV 2018 event from a perspective of 

event marketing. Event marketing can be considered as the marketing of events and mar-

keting with events (Cornwell & Maignan, 1998). This research observes the MBLT DEV 

2018 Conference from a ‘marketing with events’ perception. The theory part will cover the 

explanation of event and event marketing (marketing using the events) terms, events his-

tory and event trends of 2018, and event types. To limit the general framework event mar-

keting types and the goal setting process is discussed only for corporate events type.  

 

The theoretical framework does not give a proper description to the terms such as market-

ing, marketing communication, marketing relationship, brand, branding, brand awareness 

and brand equity. The research is done with my knowledge of marketing gathered through 

studies and work experience and the event marketing theory is presented with a proper 

literature review.  

 

For the measurements, the model of Jack J. Phillips is used. The event analysed with the 

steps presented in that model. For data collection method survey is used. However, I ex-

pect that the analysis will not be able to give a whole view of a marketing usage of the 

MBLT DEV 2018. Thus, the research will be provided with own discussion and observa-

tion.  

1.4 Structure 

Introduction chapter highlights the idea of the research, objective, thesis research ques-

tions, limitation and the significance of the study. After the commissioner company is intro-

duced, organisers of the event. In that chapter, I present an overview of the company, its 

goals, SWOT analysis, and educational events of the company. The theoretical framework 

presents theories relevant to the study. The chapter starts with an introduction to event 

and event marketing, with the following marketing purpose of the events and methods of 

measurement. Following is the thesis research design and methodology chapter which in-

troduces methods and tools chosen to analyse the MBLT DEV 2018. Then research find-

ings chapter presents the analysis of the MBLT DEV 2018, and the evaluation of the sur-

vey is presented. In the last chapter results and suggestions are discussed.   



 

 

4 

2 Company presentation 

The commissioner of the project is e-Legion Ltd. It is an IT company founded in 2005 and 

is based in St. Petersburg, Russia. e-Legion mainly operates as a business-to-business 

company. e-Legion empowers its clients with comprehensive and market-ready apps. The 

company focuses on building apps that have authentic customer experience and boosts 

business growth. e-Legion provides an excellent service based on four main pillars: care-

ful analytics, UX/UI (user experience and user interface) design, secure development, and 

detailed testing. There are 250 employees in e-Legion, and more than 70 clients all over 

the world. The minimum project price is $25,000. (e-Legion Ltd., 2018) 

2.1 Company history and achievements 

The company started its journey in 2005 with conducting custom development for Part-

ners Health Care and a well-known German automobile holding company (e-Legion Ltd., 

2018). Since the end of 2009 e-Legion one of the first in the industry began experimenting 

with one of the first versions of the Android OS; thus, today e-Legion is one of the leaders 

in the custom development of mobile applications in Russia (Ruward, 2017). For more 

than ten years the company is developing software for different types of businesses. 

Through this experience, the company has built effective structures for interactions with 

the customers and high-performance project management. e-Legion developed more than 

100 mobile apps for millions of users (e-Legion Ltd., 2017). The company used to create 

for iOS, Android and Microsoft platforms together with web development. Now the com-

pany is focused only on development for iOS and Android platforms. (e-Legion Ltd., 2018) 

 

Through more than ten years of experience e-Legion won a lot of Russian and interna-

tional competitions, awards and certifications. e-Legion is certified as a Google Developer 

Certified Agency since 2015 (Google Developers Agency, 2015). e-Legion won second 

place in the World Top Google Android Certified Development Companies (Clutch, 2018), 

third place in the World Top Financial App Developers (Clutch, 2017), sixth place in the 

World Top Android App Developers (GoodFirms, 2017) and seventh place in World Top 

iPhone App Developers (GoodFirms, 2018). Key clients of e-Legion: IKEA, Raiffeisen-

Bank, Yandex, BMW, LinguaLeo, Bank of Moscow, Globus, Tele2, Yota, DPD, Auchan. 

2.2 Mission statement 

e-Legion mission is to successfully solve business problems focused on mobile develop-

ment. Long-term relationships with customers are the best proof of this achievement. e-
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Legion has been working with Yandex since 2010, with Raiffeisenbank since 2012, with 

the Bank of Moscow since 2013, with the Mail.ru Group since 2012, with Yota since 2014.  

 

The company is building an educational system around it. e-Legion participates as a 

sponsor, speaker or as a guest in many mobile community conferences holding in Mos-

cow or St. Petersburg. Starting from 2012 e-Legion organises its international mobile con-

ference MBLT. Russian and international experts present their talks in the MBLT Confer-

ence. Among them: Twitter, Facebook, SoundCloud, Deutsche Telekom, BlackBerry, 

Yota, HTC, Megafon, Microsoft, Opera, TechCrunch, Dentsu, Samsung, Rovio, Distimo, 

Airbnb, Spotify, Line, Microsoft, Mail.ru Group and other. In the autumn of 2014 e-Legion 

organised a conference for developers MBLT DEV. Through four years MBLT DEV gath-

ered together experts from such companies as Twitter, PayPal, VKontakte, Soundcloud, 

Artsy, Parallels, Google, Intel, ViaForensics, Aviasales, and Realm. Moreover, e-Legion 

annually organises free schools for developers. In March 2015, together with Google, e-

Legion launched an online school for Android developers. Best students of the schools 

continue to work with e-Legion. 

 

To understand e-Legion market position SWOT analysis was made. Figure 1 presents the 

closer look at the company strengths, weaknesses, opportunities, and threats. 

 
Figure 1: SWOT e-Legion Ltd. 
 

INTERNAL

PO
SI

TI
VE

EXTERNAL
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Strengths

Opportunities 

Weaknesses

Threats

- Growing market with huge potential
- Demand for new applications increase 
day by day
- Open to expanding to new mobile technologies
- The educational system around the company

- Developers always need to learn new systems
- Lack of initial investment in training and soft-
ware
- Lengthy, time-consuming and expensive proj-
ects
- Always in search for a “rockstar” talent company 

- A strong relationship with the customers
- More than 10 years of experience
- Full development process: service includes 
analytics, UX/UI design, development, 
and testing
- Experienced and committed employees

- Strong global and Russian competition
- Depending on the economic situation: custom-
ers companies don't have the opportunity to 
continue the project 
- Possible delays for adaptation to operating 
system changes 
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2.3 e-Legion events and projects 

e-Legion organises annual international conferences for developers and top managers of 

IT companies to develop the mobile industry in Russia. The conferences are held in Mos-

cow, Russia.  

 

The International Mobile Conference for Businesses MBLT gathers together top speakers 

from the Silicon Valley, Europe, Asia, and Russia, who discuss trends and innovations 

within the mobile industry. Practical cases for different business spheres, new technolo-

gies, and tools for promotion and monetisation are discussed. MBLT is created for sharing 

knowledge, networking, education and new connections. There is already six of MBLT 

conferences with more than 160 speakers and 3000 participants in total.  

 

Another conference is MBLT DEV. It is organised for mobile developers. It provides with 

professional development tools and practices. e-Legion has organised five MBLT DEV 

conferences with 120 speakers and 2000 participants in total. The 5th International Mobile 

Developers Conference was held on 28 September 2018. I was one of the organisers of 

this year and last year event. More than three months of preparations and participation in 

the event brought me to the discussion of the impacts of the MBLT DEV 2018 for the e-

Legion. 

 

Besides the organisation of the conferences, e-Legion launches online and offline schools 

for iOS and Android developers. Students study with the top Russian developers and 

practice their learning skills in real projects. Each student is provided with the latest mate-

rials for the independent work. All programs are developed for the junior level developers. 

The best students have been proposed with the position in e-Legion. The latest school for 

the developers started in March 2018. The project got name e-Legion Academy. It is an 

educational platform for advanced training in mobile development. Students have the op-

portunity to study the basics of iOS or Android platforms and develop their skills in mobile 

development.   
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3 Event Marketing 

Today a large amount of advertising is failing daily on the consumer. It appears on the lap-

tops and smartphone screens, from the pages of newspapers, from the radio and TV, 

waits for them at every step on the city’s streets (Bizzabo, 2017). However, consumers 

can protect themselves from all of this advertising by quickly switching the TV and radio 

channels on commercial breaks, download ad blockers to their browser, switch off plugins. 

Traditional marketing becomes less and less effective (Phillips & al., 2008). Companies 

are always in search of new creative ways to reach their customers with loyalty programs, 

gift cards, sales, social media marketing, interaction with bloggers, and other methods.   

 

One way to reach the customers is to organise events that create personal connections 

between the consumer and the brand. Today events are vital to our society perhaps as 

never before. Growth in the attention of leisure time spending has led to an explosion of 

events. Governments now support and promote events as part of their strategies for eco-

nomic development, while businesses put events as key elements in their marketing strat-

egies and image promotion (Bowdin & al., 2006). First of all, it is essential to define the 

term event and event marketing and go through event types. After the history and the pre-

sent of the events are described. Then the strategic use of events and marketing purpose 

of events is reviewed. The last part of the chapter is representing the measuring model for 

events and business value of events. 

3.1 Event and Event Marketing definition 

As described in Oxford Dictionary, an event is “a thing that happens or takes place, espe-

cially one of importance”. There are different types of events with different goals and aims. 

But each of the events gathers together a group of people sharing the same ideas. 

 

Term events can be viewed from the diversity of ways. The Accepted Practices Exchange 

(APEX) Industry Glossary of terms (CIC, 2003) explains an event as “an organised occa-

sion” such as a meeting, convention, exhibition, special event, gala dinner, and other. An 

event is often composed of several different yet related functions.  

 
Getz (2005) résumés that a common description relating to all events is that they are tem-

porary and that “every such event is unique stemming from the blend of management, 

program, setting and people”. 

 

According to Gerritsen and van Olderen (2011), event marketing is “the discipline that in-

volves using events as a live means of communication”. In event marketing, marketing is 
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done within the implementation of the event. Events can be a part of, for instance, a 

branding strategy or a communication campaign.  

 

“Event marketing focuses on developing, intensifying and expanding a relationship (or 

brand relationship) with one or two target groups, in which the event or the series of the 

events is used as a marketing and communication tool and in which emotions and experi-

ence are brought together” (Gerritsen & van Olderen, 2011). Event marketing can be de-

fined as a strategic positioning and marketing tool that links a company or a brand with a 

specific event to the mutual benefit of the parties (organisers and participants) (Gerritsen 

& van Olderen, 2011). Event marketing is an effective way to improve corporate image, 

differentiate products or services, and increase both sales and customer loyalty (Goldblatt, 

2005). Event marketing links a company or brand with a particular social event. Event 

marketing is developing and implementing special event programs to promote a brand 

(Toner & Walker, 2017). 

 

Events can be determined as a corporate or public. Corporate event goal is to achieve 

some results (behaviour changes) with a specific target audience (the launch of a new 

product, company anniversary, developers conference). 

 

There are three categories of events involved in corporate events (Hard, 2018): 

• Business-to-business events: participants are invited for a business motive and 
participant go to the event for business reasons too. 

• Business-to-consumer events: participants are invited for a business motive but 
come for a leisure motive. 

• Business-to-employee events: employees are the target audience of the event. 
 

Depending on the objectives of the events, they can be differentiated into several types. 

The most common types of corporate events are (Hard, 2018): 

• seminars and conferences 
• trade shows 
• executive retreats and incentive programs 
• appreciation events 
• company or organization milestones 
• team-building events 
• product launch events 
• board meetings and shareholder meetings 

 

Public events are often centred around the content. That kind of events are organised to 

entertain participants, for example, a music festival, birthday, sports events and other. Ac-

cording to Kuiper (2015), there are four objectives of public events. 

1. Aesthetic objective: the purpose of the event is to show people how attractive it is 
(arts or cultural events). 
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2. Idealistic objective (educational/social): this kind of events can be organised in reli-
gious, political or social purpose, for instance, demonstration. 

3. Entertainment objective: these events are made to entertain people, they usually 
attract large crowds (funfairs, sports events). 

4. Commercial objective: focuses on a commercial or economic purpose (trade 
shows). 

 

However, objectives can overlap each other in a different event. One particular event can 

use the entertainment element to encourage visitors to buy something (commercial ele-

ment) (Gerritsen & van Olderen, 2011). 

 

The most common types of public events are: 
• Festivals 
• Markets and fairs 
• Commemorations and ceremonies 
• Parades  

 

Today the boundaries between corporate and public events are fading. There are public 

events which are the platforms for business-to-business events. The example can be the 

ITB (International Travel Trade Show) where anybody can participate. However, there is a 

separate day a ‘trade day’ where tourism professionals meet each other and participate in 

workshops. Therefore, the central platform is the public event (ITB) but this ‘trade day’ is a 

business-to-business event inside it (Gerritsen & van Olderen, 2011).  

 

On the other hand, public events take objectives of corporate events by building special 

areas for sponsors or VIP lounges. For instance, during the Olympic Games and World 

Football Championships. Organisers of public events are forced to seek for sponsors, and 

thus public events become a platform for endless commercial activities, for example Tour 

de France where many sponsors want to advertise their product or service. The public 

sport marathon is a platform for numerous marketing campaigns. 

3.2 A brief history of events 

Events were always part of human culture. Celebrations of the birth, the changing of the 

seasons, moon paces, independence, victories in battles. Humans were marking im-

portant events since the dawn of time (Bowdin & al., 2006). From the Chinese New Year 

to Halloween, from May Day to Christmas, rituals and celebrations were created to mark 

the important happenings in peoples’ lives.  

 

Furthermore, the enthusiasm to spend the leisure time together with the people of the 

common ideas and views led to the organisation of events on almost every subject and 
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theme imaginable (Bowdin & al., 2006). Sport events gather together sports lovers, con-

certs, operas, and ballets gather together the lovers of music and art, scientists create 

professional events where, for example, the mysteries of our planet are discussed. 

 

Wood (1982) identified the birth of what is now called an event industry with the commer-

cialisation of popular celebrations. Celebrations started to require money for participation 

and thus meant to use selected elements of the traditional festivities and adapt them to 

the product of consumption. That is how the fairs started to appear during the holidays. 

People started to have an opportunity to rest from their working life during celebrations. In 

1871 the government made bank holidays lawful and the anniversaries of major historical 

events played a crucial role in public celebrations (Bowdin & al., 2006). The 1950s and the 

1960s shaped events as they look like today. According to McKay (2000) festival culture 

has its roots in the jazz festivals running by Edward Montagu at Beaulieu Jazz Festivals 

(1956-1961) and in Harold Pendleton’s National Jazz Federation events at Richmond. 

Those and others jazz festivals in the 1950s and 1960s gave birth for the hippy festivals in 

the next future (McKay, 2000).  

3.3 Trends in events 

Events have a long history behind and they evolve and emerge every year. The popularity 

of experience marketing (marketing through giving consumer an experience moment to 

make changes in their behaviour) is increasing, and thus new trends in event marketing 

develop. Through the last year, the technological aspect of the event industry took centre 

stage. Most of 2017 event trends were trying to merge the real and virtual tools, and these 

trends are presented in 2018 too. Novel ideas of previous years have become main-

stream, for example, events shifted away from the stadiums and came into a pop-ups and 

other non-traditional locations (Curran, 2017). Following paragraphs highlight five main 

trends in the event industry in 2018 (Endless Events, 2018). 

 

1.    New locations 

In 2018, owners of the venues and event-agencies are cooperating at a higher level than 

before. Locations of events can no longer just provide space for the event. Now events 

are an integral part of creating a personalised experience for the client (Curran, 2017). 

The chosen venue should reflect the company’s face, its values, and critical strategies. 

For example, a company with the image of a fighter for the environment is unlikely to hold 

an event in the industrial zone. 
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Ideally, the venue of the event should give an impression immediately, even before the 

participant arrives there. These include such unique places as, for example, castles and 

museums. (Bizzabo, 2017) 

 

2.    The future of technology  

It is challenging now to surprise the consumer. If a couple of years ago the advertising ro-

bot was the ‘main attraction’ of any event, now it no longer causes such enthusiasm. Lat-

est technologies should be used to the event success. One of those is artificial intelligence 

(AI) and virtual reality (VR). Artificial intelligence played an essential role in the events of 

the outgoing year, and it is even more popular in 2018 (CWT Meetings & Events, 2017). In 

addition to devices with artificial intelligence elements built into event venues, visitors 

have an opportunity to carry the vital information in their pocket, for example, event apps 

and chat bots for mobile phones (Endless Events, 2018). With VR technologies, virtual 

participants and virtual speakers can be included. With VR everyone will have an oppor-

tunity to participate.  

 

3.    Social media dictates trends 

For any event the quality of the content is necessary, both business and entertainment, 

technological and situational. Social media continues to dictate trends in the content crea-

tion. It is essential to monitor social media trends and skilfully integrate them into the 

event promotion. (CWT Meetings & Events, 2017). 

 

4.    Creativity is still in trends 

Despite the importance of technologies integration into the events, not all of the compa-

nies are ready to use them (Endless Events, 2018). Therefore, quality, creativity, and the 

‘big idea’ of the event are very relevant. A bright idea, thoughtful concept and attention to 

the details are the keys to the success of any event. 

 

5.    Safety first 

There is a growing demand for better transparency regarding security measures, as secu-

rity becomes an increasingly important factor in choosing the venue for the event. Loca-

tion should be safe and there must be qualified security personnel (Endless Events, 

2018). This accuracy to the safety question is partly due to the recent terrorist attacks all 

over the world. Terrorist attacks led to some nervousness for those who organise or at-

tend the event. (Endless Events, 2018) 
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3.4 The strategic use of corporate events 

How to use events strategically in a marketing purpose? Is it always possible to use an 

event in a marketing campaign? What is the event marketing purpose for the companies? 

There are a couple of significant questions that need to be answered before holding an 

event for the business purpose (Close & al., 2006). 

1. What is the organiser's strategic idea and does it meet the goal and objective of 
the event? 

2. What is the main message to be delivered? 
3. Who is the target group? 
4. What tools to use to achieve the objective?  

 

Goal and objective. Firstly, clear goal and objectives should be formulated to develop a 

corporate strategy. The objective must be easy to measure. The event should be used as 

it was meant to use, the idea can be to create a memorable experience, to educate or to 

build a relationship with the target audience (Gerritsen & van Olderen, 2011). 

 

Message. The message must be formulated very clearly because a lot of organisational 

phases comes from it. The objective and a clear message are building a concept of an 

event. (Hard, 2018) 

 

Target market. Another critical question is to understand the needs, interests and values 

of the target audience (CWT Meetings & Events, 2017). The event should reach the spe-

cific target audience. The successful event is measured with the interaction between a tar-

get market and the brand (Gupta, 2003). 

     

Tools to strengthen the message. When the objective, message and the target audi-

ence are set and understood the marketing communication tools need to be integrated in 

order to add strength the main idea of the event. (Gerritsen & van Olderen, 2011)   

 

To conclude, before organising any event, it is necessary to set the objectives related to 

the general marketing policy of the company. First, analysis of the marketing plan should 

be made. Next, goals and objectives for the event must be set, and the measurement 

tools discussed. It is necessary to understand whether it is necessary to hold an event, 

and why it is held. As already noted, the target audience is an essential element that must 

be considered at the planning stage, and the desired results are directly depended on it. 

After defining the audience, organiser formulates the key message that he wants to con-

vey. Will this event be a form of gratitude to customers for their loyalty? Is the new product 

or service going to be introduced? Will it be engaging, educative or amusement event? 

(Gerritsen & van Olderen, 2011) 
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3.4.1 Goal setting for corporate events 

Like any other marketing campaign, the organisation of a corporate event should begin 

with goals and objectives setting. The organiser should determine the format of the event 

and the concept of the program. Goldblatt (2005) suggests the ‘five Ws’ as essential ques-

tions to ask in developing the event concept. These are:  

– Why is the event being held? The reasons to hold the event. Event importance 
and expectations.  

– Who will be in the event? Answer to this question includes stakeholders, media, 
staff, special guests and the participants. 

– When will the event be held? Is there enough time for the organisation? All 
weather and political conditions should be thought through.   

– Where will the event be staged? The venue should be found in advance and it 
should meet the needs of the organisers, participants, sponsors and be easy ac-
cessible.  

– What is the event content and idea? The main idea should match the needs, 
wants desires and expectations of the participants, and must synchronise with the 
why who, when and where questions of the event.  

3.4.2 SMART model 

A good objective should be formulated regarding the SMART (specific, measurable, 

achievable, relevant, time-bound) model (Doran, 1981). The SMART model allows to 

summarise all of the available information, establishes acceptable working deadlines, de-

termines the sufficiency of resources, and provides all participants in the process with 

clear, precise, and specific tasks. 

 

The SMART goal should be specific. That increases the possibility of achieving it. When 

setting a specific goal, the result that are wished to be achieved should be defined pre-

cisely (Fresch, 2016). The answer to the following questions can help to formulate a spe-

cific goal: 

– What is the result do I want to achieve by accomplishing the goal and why? 
– Who is involved in fulfilling the goal? 
– Are there any restrictions or additional conditions that are necessary to achieve the 

goal? 
 

The rule always implies one goal – one result. If, when setting a goal, it turned out that as 

a result several objectives are required to achieve, then the goal should be divided into 

several goals. (Bouchard, 2017) 

 

The goal must be measurable. At the goal setting stage, it is necessary to establish spe-

cific criteria for measuring the process of achieving the goal. Answers to the questions 

above will help in setting a measurable goal (Fresch, 2016): 
– When will it be considered that the goal is achieved? 
– What indicator will say that the goal is achieved? 
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– What value should this indicator have in order for the goal to be considered 
achieved? 

 

Achievable goals directly affect the motivation of its performer. The achievability of the 

goal is determined from personal experience taking into account all available resources 

and limitations. Restrictions can be temporary resources, investments, work resources, 

knowledge and experience, and the ability to make decisions of the performer (Fresch, 

2016). 

 

To determine the relevance of the goal it is essential to understand how the achievement 

of it will contribute to the company's global strategic objectives. If the company does not 

receive benefits from the goal, it is considered useless and means a waste of the compa-

ny's resources. (Gerritsen & van Olderen, 2011). 

 

The goal should be limited in time bounds. By that means, it should be linked to a partic-

ular moment in time or have a deadline (Gerritsen & van Olderen, 2011). The time bounds 

should be defined with taking into account the possibility of not achieving the goal on time 

(Bouchard, 2017). 

3.5 Marketing purpose of events 

Three types of marketing where event marketing can be applied can be highlighted (Ger-

ritsen & Olderen): 

– Marketing communication: marketing of product or service through the influence of 
the visitor’s behaviour and knowledge.  

– Customer relationship marketing: building relations with the customers and engag-
ing with the community. 

– Branding: creating, changing or influencing visitor’s association with the brand. 
 

These three types will be described more detailed in the following sub-chapters.  

3.5.1 Marketing communication 

Communication term can be used in different concepts. It can be described as a commu-

nication between two people, but also communication is the message company want to 

deliver to the target audience, for example, with the help of the marketing brochure 
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(Goldblatt, 2005). Events are additionally one of the channels to communicate; thus, 

events can be discussed through marketing communication model. 

 

Communication goal is to deliver information (message) to the recipient. The simplest 

communication model is presented in figure 2, where S=sender, M=Message, R=Recipi-

ent. 

 
Figure 2. Simple Communication Model (adapted from Berlo D., 1960) 

 

Communication is an interaction between sender and recipient. The model presented 

above in figure 2 is elementary and straightforward; however, it brings the main idea of 

communication. Communication connects people through delivering the message. There 

are different tools to deliver the message (speech, the Internet, the telephone, banner on 

the street, and other). Events can be considered as one of the tools of communication. 
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Additionally, it contributes to live communication form. Live communication is an advanta-

geous form of communication, because of several aspects (Gerritsen & van Olderen, 

2011): 

– creating experience moments 
– building outstanding PR 
– promoting a product/service in a different way 
– generating attention for the message set 
– establishing loyalty with the product or service 

 

When the message cannot be sent through traditional marketing communication channels 

companies can use events to deliver the message through direct communication and get 

instant feedback. In figure 3 above events are used as an environment for communication. 

 
Figure 3. Expanded communication model (adapted from Gerritsen & van Olderen, 2011) 
 

The sender (company) wants to send their message to the target group and can choose a 

different environment (means) to reach them, one of which is the event. The advantage of 

events is direct communication with the target audience. Moreover, any information 

‘packaged’ in an entertaining form is experienced more emotionally and sensually; 

therefore, it is better perceived and remembered. Live communication is two-way 

communication: the sender is encoding the message, and the recipient is decoding it and 

provides feedback straight away. (Gerritsen & van Olderen, 2011). 

 

Five communication approaches can be highlighted with the specific goal for each of them 

(Gerritsen & van Olderen, 2011): 
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• Information approach: sharing knowledge with the recipient without purpose to 
influence.  

• Education approach: transferring information to affect target group behaviour, 
decision making and knowledge. 

• Advertising approach: affecting target group behaviour, decision making and 
knowledge. 

• Public relations approach: building a strong understanding between the sender 
(company/brand) and the recipient (target audience) by strengthening the sender’s 
image. 

• Propaganda approach: the aim is to convince the audience with a particular idea 
(one-way communication). 

 

It is clear that events are a perfect and essential platform to communicate with the target 

audience. There are different messages, approaches and goals that can be reached 

through event marketing. Events are a significant marketing communication tool. They are 

means to complete communication goals. Concepts and theme of the event is always a 

part of its content, for instance, WWDC, annual Apple Worldwide Developers Conference 

is all about new technologies of Apple; thus, the attendees know what the message is and 

what to expect from the event. Its content is part of the objective set by the company. 

Conferences are a significant tool to enter the dialogue between the particular topic. 

Conferences create communication between communities before, during and after the 

event. Therefore, the communication is done on the whole another level.  

3.5.2 Customer relationship 

Companies nowadays are focusing more and more on building and maintaining a long-

term relationship with the customers. Engaging with the customers is crucial to gain their 

respect and increase their loyalty. What can be a way to reach the customers and create 

a long-lasting relationship with them?  

 

It cannot be denied that social communities are gaining in popularity every day online and 

offline. People fill a need to get along with the like-minded to share knowledge, experience 

and discuss the latest project. The perfect platform for this is events. Corporate events 

gather together people from the same professional sector to form a network, share experi-

ence and talk about the latest trends of that particular industry. On another hand, events 

are a perfect way to build a relationship with the customers. Thus, events are a perfect en-

vironment to build a network with customer or for them. (Bowdin & al., 2006) 

 

Marketing moved today from transaction-oriented approach to the one that centres on 

building relationships. Therefore, the traditional 4Ps Marketing Mix model or 4Ps of Mar-

keting (figure 4) created by McCarthy E. J. (1964) is no longer acceptable in term of the 

customer relationship. The model presents tangible or intangible ‘product’ specified for the 
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specific target audience with the carefully considered ‘price’ and through the ‘promotion’ 

and chosen ‘place’ delivered to the consumer. 

 
Figure 4. 4Ps of Marketing (adapted from McCarthy, 1964) 
 

4Ps model offers a tactical advantage and can be considered only as a base of nowadays 

marketing. Talking about relationship marketing the 3Rs model by Storm C. M. (1992) 

should be discussed (figure 5). It stands for reputation, reciprocity and relationships.  

 
Figure 5. 3Rs (Reputation, reciprocity and relationships) (adapted from Storm, 1992) 
 

The 3Rs stands for real customer relationship operations. The model in figure 5 

represents the relationship model between the company and the customer. Reputation is 
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what people talk about the company both inside and outside. How the company looks like 

in the eyes of customers, and what image it has. Good reputation attracts more 

customers, clients and sponsors. Contrariwise, a good relationship does not always come 

from reputation. As can be seen in the 3Rs model all of the Rs are supplementing and 

following each other. For instance, the reputation can supervene from relationships. The 

customer is getting a perfect relationship with the supplier by ordering a product and 

receiving it on a set date with ideal conditions. The customer is happy and now the reputa-

tion has increased. Thus, the relationship is also one of the essential parts of marketing. 

The interaction created with the customer can be even more critical than the product or 

service itself. Reciprocity is also a vital part for customer relationships. Even if the 

reputation and the relationship are perfect, if the company does not give something back 

to their customers, the business can be endangered in the long term. The exchange must 

leave a positive impression through communication and therefore confirm the company’s 

reputation. (Gerritsen & van Olderen, 2011). 

 

Event is one of the ways to engage with customers and give them a positive impression. 

Gerritsen D. and Olderen V. R. (2011) define several aspects of using events in customer 

relationship marketing: showing appreciation to the customers, informing the customers, 

surprising and motivating customers. Many events are held to show appreciation of the 

customers. Good relationships always need a ‘confirmation’ of good relationships (Bowdin 

& al., 2006). For example, companies can create an entertaining event for their customers 

or provide them with some discount to partners’ events. Those invitations are most of the 

times informal and bring a positive impression to the customers.  

 

The company can hold an event to confirm reputation by informing the customers. This 

kind of event is usually formal and gives new information about the product or service to 

the customers or potential customers. As discussed earlier, one example is WWDC by 

Apple which gathers together top developers from their company who give talks about 

latest company’s developments.  

 

To show appreciation company can organise an event with the commitment to surprise 

the customer. The customer should have a feeling that he is exceptional for the company. 

On a small-scale, it can be a simple newsletter on a customer’s birthday, on a large-scale 

big celebration of a partnership anniversary.  

 

Customer relationship is not primarily focused on sales generation; it is more about 

motivating the customer for future cooperation. The event can build a strong reputation 

within the customers. Thus, event motivates customers and builds loyalty (Wood, 1982). 
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An event must be planned perfectly and must be consistent with the target group, and, on 

another hand, should represent the company’s reputation. Relationship marketing in 

events can provide a long-lasting impression, set the reputation, create interest and en-

gage with the target group. It is essential to provide people with something memorable, 

like an event, which will lead to an emotional connection between the company and the 

customer (Gupta, 2003). 

3.5.3 Branding 

Methods of the marketing communication mix are utilised to build brand equity. As de-

scribed by the figure 6 below, marketing communication mix consists of six methods: ad-

vertising, sales promotion, events and experience, personal selling, direct marketing, pub-

lic relations and publicity (Kotler & Keller, 2006). Though, a specific method may include a 

variety of marketing tools, the combination of those compose brand communication mix, 

because all of them are aimed to change consumer’s knowledge of brand and attitude to-

wards it.  

 

 
Figure 6. Brand Communication Mix (adapted from Kotler & Keller, 2006) 
 

Events & experiences, in particular, are a vital part of contemporary brand communication 

mix (Close & al., 2006). They work effectively as a strategic tool to reach various short 

and long-term goals like sales, product launching, market expansion, and changing cus-

tomer’s awareness and perceived quality. Importantly, since perceived quality and aware-

ness are the main components of brand equity (Aaker, 2013), they are the strategic goals 

that event marketing is targeting at. Therefore, event marketing builds up brand equity. 
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Additionally, event marketing is also considered to be a useful tool to strengthen cus-

tomer’s relationships and unite with the community. Event marketing allows customers to 

experience brands, and thus increases the openness of participants to receive, process 

and respond to the marketing message. 

 

In the case of the event being organised externally, a way to develop and enhance the 

brand image is to become a sponsor for that event. It allows for the creation of image 

transfer, which is described as a way to convey consumers’ emotions and associations 

about the event to the sponsoring brand (Meenaghan, 2001). Image transfer has an influ-

ential impact on brand personality. Brand personality is a set of human characteristics and 

traits that are attributed to a brand, which in turn are relatable to consumers’ expectations 

about the user of the brand (Gwinner & Eaton, 1999). 

 

One of the advantages of event marketing is that it gives the opportunity for customers to 

participate, interact, gain experience. By this means, that events are creating a brand im-

age. Besides, the event itself creates a networking setting and raises participants’ involve-

ment level, making them involved with the brand.  

3.6 Measurements and analysis 

Organising an event is often regarded as a cost, rather than an investment to achieve a 

specific goal. However, this view can be changed by correctly measuring the value of the 

event.  

 

Events have different missions, commonly not including financial profit by themselves. 

The mission of the anti-cancer society is to reduce the suffering from this disease, and a 

trade union exists to improve the existing working conditions of its members, a political 

party exists to influence the ways of managing the life of our society, and so on. Clearly 

defined objectives and an assessment of the results will lead to higher efficiency and suc-

cess of the event (Phillips & Phillips, 2007). 

 

ROI is a ratio of the net income to the average capital employed. It is illustrating the level 

of profitability or loss of business, taking into account the amount of investment made in 

this business. ROI is usually expressed as a percentage. (Business Dictionary) 

 

According to Bizzabo (2017) 63% of marketing managers plan on investing more in event 

marketing, 80% of companies that are overperforming in regards to their company goals 

will increase their event budgets next year. Furthermore, there’s a good reason for the in-

dustry to be growing, given that business-to-business events account for $512 billion in 
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annual spend (Bizzabo, 2017). While companies spend dozens or even hundreds of thou-

sands of dollars on events, many organisations look at the profitability of it. They measure 

the success of meetings and events. Most of them use following key indicators (Phillips & 

al., 2008): 

• results of direct marketing and promotion in social media networks 
• revenue from registrations and/or sponsorships 
• number of participants and their level of satisfaction 
• number of new potential customers  

 

Most event planners have a great idea of how their event was held. They have several in-

dicators in mind to evaluate its effectiveness and success. However, very few of these in-

dicators have any relation to the effect on the business. The ROI model of Jack J. Phillips 

(2008) suggests a systematic approach verifying the tangible and intangible values of 

events. The ROI Methodology stands for (Phillips & Wollenhaupt, 2007): 

• Association events with business objectives and marketing strategies of the com-
pany 

• Reducing costs and increasing the value created by the event 
• Demonstration of the value, including direct ROI, to all interested parties 
• ROI measurement 
• Winning business or reliable financing  

 

Jack Phillips developed ROI methodology at the ROI Institute in the late 1970s. His initial 

work was based on the Kirkpatrick evaluation model developed by Kirkpatrick D. in the 

late 1950s. The Kirkpatrick model initially has four levels (1955):  

1. Reaction 
2. Learning 
3. Behaviour 
4. Results 

 

Phillips J. (2007) added ROI as the fifth level of the model and later the target audience as 

the first level of the model (figure 7). Phillips J. (2007) also developed several recommen-

dations and generally made the model more practical and consistent in its application. 
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Figure 7. ROI pyramid (www.roiinstitute.net) 
 

The ROI methodology sets objectives and measures results at six levels, from 0 to 5 (fig-

ure 7), where ‘ROI’ is 5, and ‘target audience’ is 0. Primarily, objectives are set for level 5, 

a specific desired ROI or profit from the event, its contribution to the benefits of stakehold-

ers in the case of corporate and business events, or contribution to the mission of a non-

profit organisation. (Phillips & al., 2008) 

 

The order of measurement and evaluation of results is performed in reverse, starting from 

level 0 and proceeds step by step to the very top (Wollenhaupt, 2008). All levels are or-

ganised according to the domino principle. If one of them is not thoroughly developed, 

then it will not be able to contribute to solving the next level tasks. As it was mentioned a 

clear goal should be set to make valuable measurements. Phillips J. (2008) suggests 

overviewing each level of the ‘pyramid’ in two steps. Firstly, setting a goal for each level 

and then analyse results for all levels separately.  

3.6.1 Step 1. Goal setting for measurements 

In chapter 3 the SMART model was presented as a tool to formulate goal and objectives. 

Also, it was already discussed in the previous chapter that formulating clear goals and ob-
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jectives for the event leads to simplified measurements. Goals setting directly affects ef-

fect measurements and evaluations. Figure 8 shows the relationship between goals and 

effect measurement with the SMART model in the process.  

 

 
Figure 8. A relationship between objectives and effect measurement (adapted from 
Gerritsen & van Olderen, 2011) 
 

By formulating clear goals and objectives the whole process of the organisation of the 

event becomes more convenient and meaningful. Phillips J. (2008) method of setting a 

goal for each of the steps of ROI pyramid (figure 7) should be considered from the view of 

setting the SMART goals. 

 

Setting goals and objectives start with defining the context of the event, and what role it 

will play in company’s strategy (Phillips & al., 2007). During this stage a specific target au-

dience (level 0) and expected results of the event are determined. The main question at 

this stage is how should the target audience behaviour change after the event so that the 

event can be considered effective (Phillips & al., 2008). 

 

Level 3 defines expected behaviour. When expected behaviour is set, it is needed to un-

derstand to what changes (learning experience) it will lead. Then the learning objectives 

themselves (level 2) are discussed. Finally, different learning missions will influence the 

choice of the learning environment, the specific format and content of the event (level 1). 
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Objectives at each of the six levels can be measured with the establishment of clear suc-

cess criteria KPI (key performance indicators) in the initial planning stages. KPIs at each 

level determine what data is needed in order to achieve the objectives. 

 

Level 5 – ROI goals 
Event ROI is always a way of expressing the contribution of an event to a company's prof-

its. The profit itself is the net benefit created by the event, minus the costs of the event. 

ROI is the profit expressed as a percentage (Phillips & al., 2008). Above there is a formula 

to count the ROI.  

 

ROI	(%) = )*+	*,*-+	.*-*/0+1
2,*-+	341+1

	× 	100  

 

ROI or profit is usually the first planned goal (Gerritsen & van Olderen, 2011). However, 

for some events, for instance, government events, profit is usually not the primary goal 

(Phillips & Wollenhaupt, 2007). The central purpose is the mission itself or the political 

reason for which the organisation exists, and this is the specific mission that replaces ROI 

(Phillips 2008). 

 

Level 4 – goals to measure the impact 
The impact of the event is the primary value for stakeholders. This impact is used in calcu-

lating profit or ROI itself. For a business-to-customer event, this effect is usually an in-

crease in sales. For a business-to-business event, this is mostly long-term objectives, for 

example, future partnership opportunities. 

 

Level 3 – goals to measure attendee’s behaviour 
What participants should do after the event and why have they not done it yet? Answers 

to this question are the goals of the event on level 3. However, some actions are easily 

tracked (for example, buying a particular product), while others are not easy to measure 

(for instance, branding impacts). (Phillips & al., 2007). 

 

Level 2 – goals to measure the quality of education 
What rational changes are needed for participants to change their behaviour? Any change 

in behaviour (level 3) must be preceded by cognitive changes, new knowledge, and learn-

ing (Phillips, 2007). For example, the company wants to increase the number of meeting 

requests with sales managers after the exhibition. What should participants learn to make 

such requests? Where is the gap in knowledge? In this case, it makes sense to conduct a 
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preliminary survey for visitors, using samples of handouts to determine the needs and in-

terests at different levels (Boles & al., 2000). 

 

Level 1 – goals to measure the quality of the learning environment 
Can the learning environment be organised so that learning will be more productive? The 

learning process depends on the mood of a learner, as well as environmental factors (in-

door temperature and air quality, teaching method, speaker quality, presentation tools) 

(Phillips & al., 2008). 

 

Level 0 – goals to measure the quality of the target audience 
Finally, how the organisers can be sure that the event is attended by the people they 

need? Do they have opportunities to apply what they learn? Do they learn anything new 

that will change their behaviour? Target audience among potential participants are those 

with the most significant cognitive and behavioural gap. The main principle is not to tell 

people what they already know, and what they cannot use (Gerritsen & van Olderen, 

2011). This focus avoids attracting a wide range of target audience and, as a result, in-

creases the level of event quality. Pre-event survey can help focus attention on individuals 

with the most significant behavioural and educational gaps (Close & al., 2006). 

3.6.2 Step 2. Results measurements 

Results are evaluated strictly from level 0 to level 5 of the ROI pyramid using various data 

collection methods. However, it is important to remember that the tools selected can also 

potentially affect the quality of the results evaluation. (Phillips & al., 2008) 

 

Level 0 – measuring the quality of target audience 
The target audience is an audience that is potentially able to learn something (Level 2) 

and change something in their behaviour after the event (Phillips & al., 2008). Data for as-

sessing this level can be obtained primarily from the attendees themselves. Primary sur-

veys are used to reach the attendees. 

 

Level 1 – measuring quality of learning environment  
Learning environment is measured with the satisfaction of attendees. It is measured with 

the organiser's warmth, format and content. Did they learn anything new that they would 

use in their work, did they feel welcome, was the location comfortable, would they recom-

mend this event to their colleagues and other industry companies. (Gerritsen & van Old-

eren, 2011). These are crucial questions of the participant satisfaction score. However, 

the satisfaction of the participants is a single indicator, an indirect variable concerning the 
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objective of the quality of the learning environment, which matters (Phillips, 2007). If a par-

ticipant is satisfied, this does not mean that he gained the necessary knowledge and 

skills, that will change his behaviour (Phillips & al., 2008). This indicator only means that 

the participants enjoyed the event – no more, no less. The best way to measure the qual-

ity of the content, a format of the event and learning environment is to have professional in 

this sphere with a special education (Phillips & Phillips, 2007).  

 

Level 2 – measuring the quality of learning  
Everything that happens during a meeting or an event is a learning element. Elements can 

be divided into the following categories (Phillips & al., 2008): 
• Information 
• Skills 
• Attitudes 
• Relationships 

 

Traditionally information and skills gained are usually measured using tests before and af-

ter the event. Nevertheless, tests cannot always be useful in traditional event types, for 

example, at conferences (Boles & al., 2000). Therefore, there is a faster and easier 

method of ‘self-reporting’. For example, each participant can be asked to indicate his or 

her level of knowledge and skills before and after a particular session (Phillips & al., 

2008).  

 

Formation of attitudes, for example, a change in the perception of a brand, is traditionally 

measured through independent reporting using the so-called Likert scale (figure 9) when a 

respondent expresses his level of agreement or disagreement with the insight. (Phillips & 

al., 2008) 

 

 
Figure 9. Likert scale (www.fieldboom.com) 
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Relationships learning refers to building communication between people, getting to know 

each other, building trust and sympathy (Phillips & al., 2008). If the relationships between 

attendees are comfortable, the learning process will only increase (Gupta, 2003). This is 

fundamental for further skill and knowledge development, and the formation of views. Lik-

ert scale format can be used or closed questions can be used to measure this (Phillips & 

Phillips, 2007). 

 

Level 3 – measurement of changes in behaviour 
How should the behaviour of the participants change after the event? Behaviour in event 

marketing is the use of gained learning for the company benefits. Learning without apply-

ing results in practice has no value (Phillips & al., 2008). Organisers can give the partici-

pant experience with a product, but if he or she does not have the opportunity to apply the 

newly acquired knowledge or skill, the education was worthless. 

 

Behavioural changes may include the interruption of action, the implementation something 

in another way, or the implementation of any new action (Gupta, 2003). An easy way to 

evaluate is the observation, for example, using the ‘mysterious customer’ method. How-

ever, it is expensive and time-consuming. Therefore, again self-reporting with the ques-

tionnaire can be used.  

 

Level 4 – impact measurements 
The positive impact for the business is always the main reason why the event is held, and 

it is always measured by the results of changes in the participants’ behaviour after it (Kui-

per, 2015). As a data collection method company’s reports (sales, income and expense 

reports) can be used. Less accurate data can be obtained based on surveys of partici-

pants (Phillips & al., 2008). The impact should not always be material. For example, a 

conference can be held to increase brand awareness or to generate leads. Marketing im-

pacts were discussed in chapter 3. It is hard to measure those. One of the ways is to 

check social media engagement rate after the event.  

 

Level 5 – ROI measurements 
When the impact of the event is expressed in money, and the total costs of the event are 

considered, the profit or loss from the event is seen (Phillips & al., 2008). The value of 

these indicators, expressed as a percentage of costs, is a percentage of ROI. The return 

is a certain amount of values from the impacts, and the investment is the full cost of the 

event. The formula for counting ROI was presented at the beginning of chapter 3. 
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The impact of holding events is measurable; however, it is still often ignored in manage-

ment reporting (Bizzabo, 2017). Organisers should pay more attention and spend the time 

to make accurate measurements. 

3.7 Business value of events 

Understanding the business value of an event is not just ensuring that attendees and 

event sponsors are satisfied with the results. It is also not true that defining the real pur-

pose of an event is impossible, because purposes and goals are unclear. Also, for that 

reason, decision-makers cannot come to the consensus over measurable variables. It is 

correspondingly assumed that developing measurements, reporting and acting upon them 

regarding business value is time-consuming and costly. (MPI, 2011) 

 

Indeed, the companies that successfully measure the business value of their events focus 

only on key elements that starts from the objectives they established for different variables 

(as discussed in the previous sub-chapters). Events may possess numerous purposes 

and causes; however, only some of them are important business-wise. More importantly, 

determining sponsors expectations is the principal step in building business value. Firstly, 

time costs can be reduced by the focus on clear and perceptible objectives. Secondly, 

tasks should be added gradually in the current workflow. According to MPI report (2011), 

gradual implementation of measurement strategy allows for sustainable budget planning 

and, therefore – cost reduction. Successful business value measurement requires (MPI, 

2011-2012): 

• commitment from the stakeholders (sponsors and organisers) 
• appropriate objective setting 
• selection of meaningful measurement tools  
• insightful analysis and reporting 

 

Following paragraphs will give an overview for each of the components of successful busi-

ness value.  

 

A failure to receive support from the stakeholders limits the scope of received feedback to 

attitudes and experiences gained by event participants. It is inadequate, as business 

value of events measurement requires objective setting aligned with the business expec-

tations of stakeholders. Multiple difficulties corrupt the opportunity of stakeholders’ partici-

pation, including diversity of agenda between stakeholders, inability to convey an explana-

tion of the measurement value, and belief that stakeholders would reject additional re-

sponsibility. 
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The solution is to understand the best practices of business value measurement, required 

time and money, and desired outcomes. Though the practices may vary, they are charac-

terised by proper definition of purposes, appropriate measures, and limited, but specific 

objectives (MPI, 2011). Concerning time, focusing on a smaller range of practices helps to 

reduce the time spent. Equally, the limiting of the scope of practices decreases associated 

costs. Since stakeholders would be uncertain to support initiatives with indefinite results, it 

is crucial to establish beneficial outcomes, which, among others, include lowered costs 

and losses (regarding unnecessary expenses), better operational decisions, and partici-

pant's experience (MPI, 2011). 

 

How to set goals and objectives for the event and importance of it was discussed in chap-

ter 3, and sub-chapter 3.6 presented the goal setting for measurements. From the view of 

business values lack of complete objectives also removes the basis for rational event per-

formance evaluation. Since objectives may differentiate and compete, gaining stakeholder 

consensus is difficult and is not as relevant as receiving stakeholder commitment. Instead 

of defining general objectives, it is necessary to start with relevant measures to receive 

stakeholder support upfront and then mutually contribute to the objective establishment. 

 

Next component of successful business value measurements are the tools to measure. A 

variety of measures and tools exists dedicated to helping in building the understanding of 

the event's performance. However, online survey services act as proven industry stand-

ards accepted widely by professionals (MPI, 2012). When determining the best measures, 

it is vital to research existing resources, internal, consisting of sales, expense, and cus-

tomers' satisfaction reports. External are the following: comprised of third-party research, 

consultancy services, and online survey systems. 

 

Two measurement types exist to supplement selected resources: quantitative and qualita-

tive. Quantitative measures provide an understanding of amounts, degrees and ranks by 

utilising satisfaction scales, agreement levels and selective choices (Creswell, 2013). 

However, quantitative measures provide a reasonable explanation of motives and ex-

pected outcomes (CWT, 2017).  For that reasons, it is essential to obtain qualitative infor-

mation that allows for subjective analysis of quantitative information received. Successful 

qualitative analysis helps for substantial time and experience commitment. In return, it re-

wards with the ability to understand causes and effects, and details that constitute suc-

cess or a failure, thus providing guidance to increase business value. 
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The last element is an insightful analysis and reporting. This component needs to show 

beneficial opportunities that would motivate undertaking action to achieve a more signifi-

cant business value of an event. Data analysis typically consists of three forms: visual, 

subjective and statistical (MPI, 2012). Quantitative data is summarised and presented in a 

visual way of graphs and charts (Creswell, 2013) and it may be misleading without subjec-

tive analysis. Subjective analysis requires the use of quantitative and qualitative data to-

gether. Therefore, in addition to visual analysis, it is crucial to evaluate emerging patterns 

that are not represented visually. Statistical analysis requires additional training and 

knowledge of mathematical models to estimate relationships between quantitative data 

outlets (MPI 2012). 

 

Reporting must be provided in an accessible and usable way. Therefore, recipients of the 

report may need multiple access channels, like webinars, documents, and handouts. 

Whether it is a textual description, verbal explanation, or visual representation – various 

types of data, due to personal preferences, affect the attentiveness and comprehension of 

stakeholders in different ways. A successful report includes a clear, reasonable, and data-

backed call to action. (MPI, 2011-2012) 
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4 Thesis research design and methods 

This chapter presents the methodology of the research by explaining the quantitative ap-

proach used during the research process. Then the data collection method is described, 

and it is explained why I have chosen those methods. The last sub-chapter cover the va-

lidity and reliability of the research.  

4.1 Quantitative research   

Quantitative research is one of the methods to gather information for the research. Pur-

pose of quantitative research is to examine the relationship between variables or charac-

teristics (Creswell, 2013). There are three kinds of variables (Franses & Paap, 2001): 

• Independent (characteristics which are manipulated by the researcher) 
• Dependent (characteristics impacted by independent variable) 
• Extraneous (extra characteristics: age, gender, race, demographic information) 

 

In quantitative research, the researcher uses hypotheses and predictions about what will 

happen at the end of the study. 

 

The data for quantitative research is in the form of numbers. The data comes from differ-

ent instruments, such as surveys, observational checklists, questioners, and other. Quali-

tative research looks for ‘words’ when quantitative looks for ‘numbers’ (Franses & Paap, 

2001). Quantitative research analysis involves the use of statistics to crunch the numbers 

and figure out what those numbers mean regarding answering research questions (Cre-

swell, 2013). Quantitative research is usually deductive. Data is formed with use of theory 

or established views. The final report most of the times consist of statistical information 

(graphs and rates). 

 

Quantitative research is familiar to be used to understand how large groups of visitors ex-

perienced the event and what was the effect (Gerritsen & van Olderen, 2011). Surveys 

are mostly used after an event; however, theories also suggest to conduct research be-

fore an event. It will give an overview of expected and gained results. Moreover, surveys 

and tests before the event can help to measure the quality of the participant’s learning.  

 

Quantitative research is most commonly used for event marketing analysis, that is why I 

decided to use it too. Furthermore, with the significant number of people as in events, it is 

time-consuming and more effective to use quantitative research.   



 

 

33 

4.2 Data Collection 

As a data collection method, I will use survey for the participants of the MBLT DEV 2018. 

Survey results can be applied to several types of impact measurements.  

 

The survey is the most common tool for event's effect measurements (Gerritsen & van 

Olderen, 2011). Surveys have been used during the last year MBLT DEV conference, 

where I was one of the organisers. However, last year survey results did not sufficiently 

respond to the effect measurements. Therefore, this year I prepared a survey before the 

event, and together with the marketing team discussed the goals of the expected meas-

urements results. 

 

The survey is designed with several types of questions and scaling methods: Likert’s 

scale in figure 9 and Guttman scale (figure 10) method (Stouffer & al., 1950). Also, open-

ended and closed-ended questions were used. 

 

 
Figure 10. An example of a Guttman scale of five items (www.researchgate.net) 
 

In an open-ended question, respondent needs to produce the answer himself, while in 

closed-ended he can choose from possible answers given (Franses & Paap, 2001). Lik-

ert’s method is an ordinary ranking scale method, and Guttman scale provides a respond-

ent with a statement of ‘yes’ and ‘no’ options (Gerritsen & van Olderen, 2011).  

 

It is vital to group questions because they should be asked in a set logical order and do 

not irritate the respondent. The tunnelling technique may be useful: it starts with the most 

important for the research questions and ends with general questions. A survey should be 

short; otherwise, people will not want to spend their time on it, and there will be fewer re-

sponses. 

 

The questions for the survey are created with the help of Jack Phillips (2008) model. The 

questions are grouped with the first four levels suggested by Phillips. Before the survey 

design, the goal for each of the stages was discussed. 
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The data was collected after the MBLT DEV 2018 Conference. The newsletter was sent to 

all participants after the event (28 September 2018). The newsletter included the survey 

link, created in surveymonkey.com online survey constructor. The survey was designed 

with the template of the last year surveys for the same event; however, I added some new 

question to make clear measurements. The survey was written in Russian, 11 translated 

questions are presented in appendix 1. The survey contains open-ended and close-ended 

questions, rating (or Likert Scale) questions, multiple choice, and choose all that apply 

questions. 

4.3 Validity and reliability  

Validity and reliability are essential parts of research, and the terms are widely accepted in 

the social sciences. The terms can seem synonymous; however, there are very different 

meanings from the view of the evaluation of measures (Bryman & Bell 2011, p.156). Reli-

ability and validity may be valued separately, but they closely relate to each other. Validity 

reasons reliability; thus, the unreliable measure cannot be valid (Sachdeva 2009, p. 70). 

In another word, validity and reliability are complementary parts of research. 

 

Research validity is a principle that determines the accuracy of a measurement. Validity 

defines the stability of a measurement tool (Bryman & Bell, 2011). Validity specifies 

whether variable measures what is supposed to measure. For analysis of validity, several 

categories were developed. Following paragraphs will describe commonly used catego-

ries. 

 

Construct validity establishes that the test is measuring the construct it claims on measur-

ing. Term construct concerning testing and construct validity is something that happens in 

the brain, for example, level of emotion or skill (Stephanie, 2014). Sub-types: convergent 

validity, discriminant validity. In construct validity the research measurement tool is con-

structed with the theoretical framework. The research is testing hypotheses from the the-

ory. The survey for this research was constructed with the base presented in the theoreti-

cal framework of the thesis. Therefore the research revers and check the hypotheses dis-

cussed in previous chapters.  

 

Another category is criterion-related validity. It implies how well one measure predicts an 

outcome for another measure. There are three types of criterion-related validity (predictive 

validity, concurrent validity, postdictive validity) (Dimitrov & Rumrill, 2003). Criterion-re-



 

 

35 

lated validity of this research refers to the fact that in the survey two questions corre-

sponding to almost the same feature are asked in two different types of question, for ex-

ample, open-ended question type and Likert scale question type.    

 

Content validity indicates if the research is matching with the content. Designed data col-

lection method should measure what is actually needs to measure. From the content va-

lidity, internal validity should be measured. Internal validity means compliance between 

the measurements and the research goal. For example, Internal validity is high when all of 

the questions in the survey are measuring what they are supposed to measure (the goal 

of the research). On another hand, when questions are measuring some insignificant for 

the research variables – internal validity is low. The survey for this research was designed 

after the goal and objectives of the research were set. Moreover, the goal of the research 

met the goal of the organisers of the MBLT DEV 2018, that is why all of the designed 

questions correlate to the content of the research.  

 

External validity answers the question: can the research be applied to the real world? It 

also examines if the research can be done with another examinee, for example, different 

target group (Dimitrov & Rumrill, 2003). External validity of this research can be observed 

from the view that the survey is designed based on the theory for measuring the effects of 

the event; thus, this survey with small changes can be used for other events. Sampling 

validity is used to measure how well the research covers all of the areas it is supposed to 

cover. One of the methods to measure sampling validity is to group survey’s question the 

same measuring rate. The survey questions of this research are grouped based on the 

Phillips J (2008) ROI pyramid presented in chapter 3. 

 

Research reliability refers to the stability and consistency of the research results. Reliable 

research findings should be repeatable. Internal reliability is a measure of how well re-

search is measuring what it supposed to measure (Stephanie, 2016). External reliability 

means that the research or measure can be used with other circumstances, for example, 

with the different target group. In order to produce correlating scores in this research mul-

tiple indicators were used. By that means, that the questionnaire was designed with a 

sampling method and almost the same question was asked twice using the different ques-

tion type. For example the question number 6 of the survey (appendix 1) groups all of the 

crucial indicators of the quality of the learning environment at the conference. Besides, 

question number 5 asks about the overall satisfaction level of the event's organisation.  
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5 Research findings 

Research findings section contributes to the presentation of the MBLT DEV 2018 and 

analysis of the event effects. The summary of the event is done according to the theoreti-

cal framework. Marketing effects are observed from the marketing communication, mar-

keting relationships and branding views. Additionally, the analysis of the participants' sur-

vey is done to complete the marketing effects and business value of the event.  

 

The analysis of the survey presents the event from the view of participants and gives or-

ganisers a clear view of the event success. Analysis of the survey is separated according 

to the ROI pyramid by J. Phillips (2008) levels presented in chapter 3. 

 

5.1 The MBLT DEV 2018 overview 

The first stage of the research is to analyse the MBLT DEV 2018 event type and classifi-

cation, goals, objectives, marketing purposes and make a SWOT analysis. This part of the 

research is done with the help of the theoretical framework of this thesis, own knowledge 

gained through studies in Haaga-Helia UAS and communication with the marketing team 

of the e-Legion, the organisers of annual MBLT DEV. Moreover, some data collected from 

the attendees' survey is used in this chapter. 

 

Briefly, the MBLT DEV 2018 is a corporate event, involving two categories of corporate 

event types; it can be considered as both business-to-business and business-to-custom-

ers kind of event. The MBLT DEV 2018 is a conference type of event. The MBLT DEV 

2018 was a 5th mobile developers conference, organised by e-Legion. This conference is 

a pioneer in Russian conferences for developers, it has a long history, and most of the 

community is aware of its existence. Figure 11 below stands for MBLT DEV 2018 SWOT 

analysis. 
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Figure 11. SWOT MBLT DEV 2018 
 

To understand the strategic use of the MBLT DEV 2018, goal, message, and target group 

should be discussed. Strategic idea is to increase the level of engagement between the 

company e-Legion and the mobile development community by providing the target 

audience of the event with the up to date trends, tools and studies. Engagement level in-

creases awareness and loyalty of the brand, builds good associations and opinions about 

the company. The goal of the Conference is to educate and share the knowledge with the 

professional mobile developers' community. So the objectives are: 

– Create a perfect learning environment for participants. 
– Provide participants with learning tools, which they can use after the event. 
– Create informal working and networking environment to make a new connection 

within the community.  
 

The message of the International Mobile Developers MBLT DEV 2018 Conference is to 

unite iOS & Android developers, QA engineers, tech and team leads, product owners and 

other professionals to learn together, share own knowledge and network.  

 

The primary target audience of the MBLT DEV 2018 Conference includes Mobile 

Developers, QA (Quality Assurance) Engineers, CIO’s (Chief Information Officer), CTO’s 

(Chief Technology Officer), Heads of Mobile Departments, Top-Management of IT 

companies. It is mentioned in chapter 2 that e-Legion is a business-to-business company, 

and from the conference, the company is directly interested only in Top-Management and 

Heads of Mobile Departments attendees. Therefore, the target audience of e-Legion is 
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only half of the MBLT DEV's target audience, and it is only 31% of the participant (figure 

12).  

 
Figure 12. Attendees of the MBLT DEV 2018 (adapted from the MBLT DEV 2018 post-
event results survey, 2018) 
 

5.2 Marketing effects of the MBLT DEV 2018 

Chapter 3.5 represents three types of marketing where an event can be applied: market-

ing communication, customer relationship marketing and branding. Following sub-chap-

ters overview the MBLT DEV 2018 Conference from each of the effects.  

5.2.1 Marketing communication 

As it was mentioned the message of the MBLT DEV 2018 is to connect people from mo-

bile development with each other to learn and share knowledge. The event can be consid-

ered as a marketing communication tool that has an educational approach. The MBLT 

DEV 2018 is a perfect environment to deliver a message and to generate attention for the 

message. By creating an experienced moment, the MBLT DEV 2018 and the organiser 

company create a positive memory in the minds of the target audience. Thus, the mes-

sage will stay and make changes in the audience minds.  
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e-Legion as an organiser can engage within the MBLT DEV 2018 with the whole IT com-

munity and can communicate with them and share the experience. Additionally, communi-

cation is done before, during and after the event. There were 26 media partners of the 

MBLT DEV 2018 who wrote press-releases, posted in social media, placed banners, and 

send newsletters. Other partners and sponsors of the conference also mentioned the 

event and the organisation company in social media posts. The graph in figure 13 shows 

an overview of a total reached people on the MBLT DEV Facebook page in the period be-

fore and after the event. 

 

 
Figure 13. Total Reach of the MBLT DEV page (www.facebook.com) 
 

The period on the graph shows two weeks before the conference and one and a half week 

after. Paid campaigns are excluded from the graph. The peak of the reached people is on 

the actual day of the event (28 September); however, the average amount of people 

reached after the event is more than before the event. From this, we can conclude that the 

event reached a satisfying amount of people. Post marketing will give an opportunity to 

communicate more with the community and will lead to more interest on the next year 

MBLT DEV. Moreover, the number of followers on the page has also increased after the 

event (figure 14). 

 

 
Figure 14. MBLT DEV’s page followers (www.facebook.com) 
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The overview of e-Legion Facebook page is presented in figure 15. It can be seen that 

from the period before and after the actual event, e-Legion’s Facebook page views 

increased by 650%.  

 

 
Figure 15. e-Legion page insights (www.facebook.com) 
 

5.2.2 Customer relationship  

It was mentioned that the target audience of the MBLT DEV 2018 doesn’t entirely meet 

the target audience of e-Legion as a business. It can be considered that e-Legion is using 

MBLT DEV 2018 to inform and engage with their customers. Besides, the conference is 

used to confirm the reputation of the organisation by showing the level of involvement in 

the industry.  

 

From the 3Rs model (Storm, 1992) presented in figure 5 in chapter 3 reputation, relation-

ships, and reciprocity are the main pillars of creating a long-term and trustful relationship 

with the customers.  

 

The MBLT DEV 2018 created an excellent reputation for e-Legion, as the potential cus-

tomers see the participation of the company in the future of the industry. Potential custom-

ers do not need to participate in the event; they can see the news about the event in pro-

fessional media or, for example, hear about it from the employees who attended. Roman 

Beloded, the CEO of e-Legion Ltd., said that MBLT DEV helps him to connect or “make a 

connection possible” with the top IT-companies in Russia (e-Legion Ltd., 2017). Roman 

always participates in the MBLT DEV Conferences, and he is the one who says the wel-

come speech. When it is possible, he organises the meeting with the potential client dur-

ing the event by giving him free ticket. With this, he is showing how his company impacts 

the industry. 
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Therefore, reputation is building and relationships improving with a live communication 

during the event. Finally, the reciprocity is expressed by giving the community the oppor-

tunity to learn. Subsequently, that is how the total 3Rs ‘triangle' of customer relationships 

closes within the MBLT DEV event. 

 

To conclude the MBLT DEV 2018 has provided potential customers with a long-lasting im-

pression, set the reputation of the company and the event itself. The MBLT DEV 2018 has 

set an emotional connection between the company and the customers. The IT community 

knows about the event. They know what was going on there and who were the present-

ers. The conference has built a platform for networking, sharing knowledge and learning 

the latest trends and tools within the mobile development. 

5.2.3 Branding  

The MBLT DEV 2018 is an event organised by e-Legion mobile development company, 

and the organisers are trying their best so that each of the participant will know about the 

company. 

 

First of all, the logo of e-Legion with an active link was on the MBLT DEV 2018 webpage. 

The organiser was mentioned on all newsletters and media partner's post releases and 

social media posts. Also, the logo was duplicated on all screens at the conference venue, 

on the participants badges and badges ribbons, and on the main stage screen. 
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Figure 16. Photos from the MBLT DEV 2018 (www.facebook.com) 

 

From the photos taken by the participants in figure 16, it can be seen that the logo of e-

Legion was everywhere. Therefore, the awareness of the brand e-Legion was set. 

Moreover, CEO of the e-Legion gave a welcoming speech together with the marketing 

team. Employees of the company took a visible part on the organisation of the event by 

that growing company’s brand awareness. This year there was one speaker from e-

Legion presenting on the main stage. Also, two other e-Legion’s developers were 

presenters in the facility halls. Additionally, e-Legion organised two quizzes for the 

developers during the event with gifts for the participants. All of the employees 

participating in the program have mentioned that they are from e-Legion.  

 

To conclude, the MBLT DEV 2018 gave an ability for the professional community to 

participate, gain experience and create a brand image of the brand, who was preparing 

the event. The MBLT DEV 2018 is a big project of e-Legion, and the participants are 

involved in it. Thus, participants feel the connection with the brand. Furthermore, it can be 

considered that the community has met the brand of e-Legion within the MBLT DEV 2018 

event. The conference is creating a ‘bridge’ between the community and e-Legion. 

Participants got to know e-Legion brand with the help of the event. 
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5.3 Analysis of the MBLT DEV 2018 effects with the Phillips J. approach 

Ph.D., Chairman in ROI Institute Jack Phillips (2008) suggested an approach to measure 

effects of events and meetings. The theory of this approach is presented in chapter 3.6. 

The ROI methodology of Phillips J. (2008) sets objectives and measures results at six lev-

els, from 0 to 5 (figure 7): target audience, learning environment, learning, behaviour, im-

pact, ROI. This chapter will analyse the MBLT DEV 2018 conference according to each 

level of the ‘pyramid’.  

 

Goals should be set for each of the levels for the measurement of the effects. Goals and 

expected results were discussed together with the marketing team of e-Legion. In the fol-

lowing subchapter, the analysis of the effects with set goals is discussed. Subchapters are 

divided to the levels suggested by Phillips J. (2008). Answers to the post-event survey are 

used to analyse the effects. Out of 600 participants 267 respondents answered the sur-

vey; thus, the average response rate for a post-event survey was 44,5%. This can be con-

sidered as a good percentage to measure the effect. However, in chapter 6 some sugges-

tions will be covered to increase the level of response rate for the next conference.  

5.3.1 Level 0. Target audience  

Chapter 5 starts with an overview of the MBLT DEV 2018 event. It was discussed that or-

ganisers highlight Mobile Developers, QA (Quality Assurance) Engineers, CIO’s, CTO’s, 

Heads of Mobile Departments, and Top-Management of IT companies as a primary target 

audience. The goal of the event is to educate and share the knowledge with the profes-

sional mobile developers’ community; thus, the potential participants are those with the 

most significant learning and behavioural gap. 

 

Therefore, the goal of the event target audience was to get more mobile developers, pref-

erably with, so-called, Middle and Senior level of experience. The topics covered on the 

conference, are not entirely meant for the developers just starting their career; thus, the 

primary target audience is more experienced developers. Goal of the MBLT DEV 2018 is 

to have 65% Mobile Developers (including QA Engineers) at the conference.  

 

It should be mentioned that for the sponsors it is crucial to reach this target audience. 

Sponsors of the MBLT DEV events are usually well-known IT Companies (Google, Face-

book, Revolut, Appmetrica) or companies that affect the mobile development industry 

(Russian banks, social media platforms, educational organisations). Sponsors packages 

include logo placing, venue stands, tickets and so on. Additionally, the sponsor’s company 

can suggest their speaker. Therefore, those companies with the help of the MBLT DEV 
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2018 want to reach their customers in that particular (mobile development) community. 

That is why the business value of the event can be measured with the reach of proper tar-

get audience. 

 

 
 

Figure 17. Attendees occupation (adapted from the MBLT DEV 2018 post-event results 

survey, 2018) 

 

Figure 17 stands for the results of the MBLT DEV 2018 post-event survey for the question 

about occupation and an additional question only for developers about their experience 

level. It can be seen that the majority of the attendees were iOS and Android Developers, 

overall mobile developers. The percentage of mobile developers together with QA 

Engineers is 69% as seen in the left graph in figure 17. Hence, the goal of 65% of the 

targeted audience was achieved.  

 

The graph on the left in figure 17 stands for the level of experience of the largest target 

group (developers). Only 15% of the developers responded to the survey are on the low 

level of experience. Contrary, 85% of the respondent consider themselves in the Middle or 

Senior level. That result can be considered sufficient for the organisers of the event. By 

that means the target audience was reached through the marketing pre-event campaigns. 

Additionally, figure 18 stands for how people got to know about the event. 
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Figure 18. How attendees hear about the event (adapted from the MBLT DEV 2018 post-
event results survey, 2018) 
 
It can be settled that the target audience goal was achieved and the expected audience 

was reached. Moreover, it is fascinating to see that many attendees (33% of the re-

sponses) came to the conference again and 32% of the respondent heard about the event 

from the colleagues and friends. The marketing communication channels such as social 

media and blogging brought 25% of the participants to the conference. 

 

Figure 18 can also be considered from the view of the marketing. It is good that people 

come back and talk about the event with colleagues and friends from the aspect of cus-

tomer relationship and branding. Besides, it can be considered as a solid event reputation. 

The MBLT DEV is an annual event and this year result of the 33% of people, who came to 

the conference because they participated before is a successful consequence. Hence, the 

reliable reputation of the MBLT DEV led to a strong relationship with e-Legion. Moreover, 

brand awareness of the event directly affected the brand awareness of e-Legion. The pho-

tos in figure 16 shows that the vital branding element of the conference is including the 

company's logo throughout the venue.  

5.3.2 Level 1. Learning environment 

One of the objectives of the MBLT DEV 2018 is to educate. That is why the quality of the 

learning environment should be measured; thus, the satisfaction level of the participants 
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will be seen. This year the MBLT DEV was held in the new venue, unknown by the organ-

isers and the regular participants. Therefore, the goal on this level of the ROI pyramid was 

to gain the score of at least rate 4 of overall satisfaction rate of the learning environment.  

 

The survey includes two questions addressed to this level: one about the conference or-

ganisation overall (Likert scale from 1-5) and another question designed as a table with 

five possible answers of satisfaction level to each of the patterns (Guttman scale). Pat-

terns are lunch, speaker panel, session content, seating, discussion zones, quiz. The 

question design can be seen in appendix 1. The results of those questions can be ob-

served in figure 19 and 20. 

 

 
Figure 19. Attendees satisfaction rate (adapted from the MBLT DEV 2018 post-event re-
sults survey, 2018) 
 

Figure 19 shows the average score for a question about the overall organisation of the 

MBLT DEV 2018. The average is 4,18 which is accomplishment result for the goal set. 

However, to that score it is needed to add the results of another question presented in fig-

ure 20.  

 

 
Figure 20. Attendees satisfaction level for different characteristics (adapted from the 
MBLT DEV 2018 post-event results survey, 2018) 
 

As it was mentioned, the second question of learning environment group covered seven 

patterns, which were considered by organisers as central aspects of a learning environ-

ment. Discussion zones and quiz by e-Legion were innovations for this year conference; 

thus, it was significant to understand how the participants liked them or not. Generally, it 
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can be seen that on the highest level ‘very dissatisfied’ and ‘somewhat dissatisfied’ re-

spondents were with the seating arrangements and discussion zones. Quiz, speaker 

panel, and sessions content can be considered overall ‘somewhat satisfied’. Lunch and 

audio/visual effects were measured by the respondents neither satisfied nor dissatisfied.  

 

Overall, the goals for learning environment were reached. Satisfaction level of participants 

is high. Innovations were rated well with the average points of 3,2 for quiz and 3,1 for dis-

cussion zone.  

5.3.3 Level 2. Learning  

The quality of learning is hard to measure, especially for the conference (Phillips & al., 

2008). However, to reach the primary goal to educate the participants of the conference 

the learning quality should be measured. So, the goal for level 2 (learning) is – 69% of 

participants will be able to use learned tools in their work. 

 

As discussed in sub-chapter 3.6.2, to measure the quality of learning ‘self-reporting’, tests 

before and after the event, and questions about the learning rate in the surveys can be 

used.  

 

This year one of the conference’s partners conducted small test for 50 selected attendees. 

Questions covered six talks presented during the conference. Participants of the test were 

asked to answer the question about particular tool mentioned in the particular talk before 

and the same question after the talk. The partner’s company agreed to give me results of 

some of the question, where we can see that the level of learning is increased and most of 

the correct answers were done after the talks (figure 21): only 13% in average gave cor-

rect answers before the talk, and 61% learned the actual right answer after. 
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Figure 21. The average rate for participants learning quality (adapted from the MBLT DEV 
2018 during event tests made by Revolut, 2018) 
 

Unfortunately, this year there were not enough recourses to prepare tests before and after 

the event to understand the quality of learning. From the sponsor’s test, we can see that 

the talk was beneficial and participants gained some learnings. From one of the questions 

from the survey (figure 22), we can see that 43% of respondents are sure that they can 

use new tools in their work. 35% answered that ‘maybe’ they can use the new information 

in their work life. 

 
Figure 22. The quality of learned information (adapted from the MBLT DEV 2018 post-
event results survey, 2018) 
 

To conclude, the goal of 69% of participants who will be able to use gained studies is not 

reached according to the survey results. However, this data is not enough to estimate the 
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quality of learning. This result of 43% of respondents who said ‘yes’ can be estimated as a 

reasonable result, but not the goal result. As it was already mentioned before, the re-

spondents of the survey are only half of the participants. This fact leads us to even less 

belief in the data gained. Organisers should use more tools to estimate the quality of the 

learning because the primary goal of the MBLT DEV is to educate. 

5.3.4 Level 3. Behaviour 

Gained learning should lead to changes in the behaviour. There were two goals set for 

level 3 of ROI pyramid (behaviour): 

– 40% of participants will be willing to come for the MBLT DEV next year 
– Willingness to invite friends or colleagues should be on a rate 3,5 

 

Question number 9 of the survey is a closed-ended question designed to estimate the per-

centage of the participants' willingness to come for the MBLT DEV 2019. According to the 

result presented in figure 23 only 9% can be considered disappointed about the confer-

ence and for sure do not want to return next year. However, 36% are willing to come 

again, and more than half of the respondents (55%) answered ‘maybe’.  

 

 
Figure 23. How likely participant will come next year (adapted from the MBLT DEV 2018 
post-event results survey, 2018) 
 

The level of brand awareness increases when people start to talk about the brand. The 

MBLT DEV is a well-known event in the mobile development community. The average 

rate (figure 24) of respondents enthusiasm to invite friends and colleagues is 3,8. There-

fore, the goal was reached by 108%. 
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Figure 24. Willingness rate to invite friends and colleagues (adapted from the MBLT DEV 
2018 post-event results survey, 2018) 
 

5.3.5 Level 4. Impact  

e-Legion goals for impact measurements of the MBLT DEV 2018 are mostly marketing ef-

fects. Marketing effects were discussed in chapter 5.2. However, there are some more 

business goals set for the MBLT DEV 2018, such as: 

– Lead generation for the sales department (5 new potential clients) 
– The attraction of 20 new students for e-Legion Academy 

 

The MBLT DEV 2018 is a conference for mobile developers; however, 15% (according to 

respondents survey) are potential clients of e-Legion, heads of mobile departments, 

CEO’s, CTO’s, CIO’s and others. Furthermore, according to the registration lists, the num-

ber of participants which meets e-Legion potential clients is 24%. Because of this, almost 

all of e-Legion’s sales team participates in the event. Sales managers do not usually listen 

to the talks, but they stay in the halls near sponsors’ stands and network with people 

around. This year sales managers according to “e-Legion’s Sales Department September 

Report” made more than 50 connections, gave more than 100 business cards, and at-

tracted three new potential clients for further communication.  

 

e-Legion online mobile developers school e-Legion Academy opened their doors for stu-

dents only in March 2018 and there are already 150 students. School plays a significant 

role in e-Legion business strategies. The MBLT DEV 2018 is a perfect platform to attract 

new students. During the conference speakers from e-Legion mentioned the school and 

the benefits of learning there. The discount for the course was given to some authors of 

the best questions for speakers. Information about new admission to school was an-

nounced in the newsletter for the participants. After all of those steps, 31 new students ap-

plied to e-Legion Academy either to iOS or Android programs. This information is gath-

ered from used promo codes or UTM Codes. The goal can be considered to be reached.  
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5.3.6 Level 5. ROI 

Finally, yet importantly, financial return on investment (ROI) is also significant for e-Le-

gion. Not-financial impact of ROI was discussed in the previous chapter of analysis.  

 

Initially, the MBLT DEV Conference was invented to be something very new for the indus-

try. It was not so popular in Russian IT community to organise events, which are focused 

not on the potential clients of the company, but on the community itself. After five years 

marketing effect still is vital for the MBLT DEV. However, the financial aspect was crucial 

as well. This year the final price of the tickets was increased by 35% in contrary to the last 

year. Moreover, the sponsorship packages prices increased by 15%. These changes in 

prices are done due to the new expensive venue and the overall inflation rate in the coun-

try. 

 

I counted the ROI with the formula presented in chapter 3.6. I cannot present the actual 

numbers due to e-Legion’s policy; however, the ROI is 181%, by that means, the com-

pany almost doubled the revenue, increasing it by 81%. However, in comparison to the 

last year, the ROI has decreased. The MBLT DEV 2017 ROI was 191%. Nevertheless, 

the company’s revenue increased rapidly with the help of the event. Marketing team uses 

the money earned for the budgeting of the next year’s events and activities.  

 

That is a simple ROI calculation. However, the MBLT DEV 2018 ROI should be consid-

ered together with all of the impacts on all of the levels of the pyramid. Figure 25 provides 

an overview of the event effects and success level with the results presented on each 

level of the Jack Phillips ROI pyramid. 
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Figure 25. ROI of the MBLT DEV 2018 
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6 Conclusion and suggestions 

The last chapter of this thesis presents the conclusion based on the research finding and 

suggestion list developed while the theoretical framework and event analysis were made. 

Moreover, personal learning outcomes will be discussed. 

 

Shortly, the MBLT DEV 2018 has several business effects including marketing effects. To 

measure those effects the clear goals and objectives of the event should be set. The most 

common tool to analyse the events is post-event survey. For this research, the survey de-

sign and analysis were made according to the model of Ph.D. Jack Phillips (2008).  

 

The impact of the MBLT DEV 2018 can be reviewed from the perspective of the business 

effects and the marketing effects. From the business value perspective, the event has 

brought a good ROI; therefore, it increased the revenue, generated new leads to the sales 

department, and attracted new students to the e-Legion Academy. Furthermore, the fol-

lowing marketing impacts are also considered to be a part of the business value. 

 

Marketing impact is a part of the business value. However, it should be discussed sepa-

rately. Likewise, the organisers of the MBLT DEV 2018 is mostly from the marketing team 

of e-Legion; thus, the marketing impacts are significantly crucial for this research. Market-

ing impacts were discussed from three marketing types: marketing communication, cus-

tomer relationship marketing and branding. From the marketing communication view, the 

MBLT DEV 2018 engaged e-Legion with the mobile development community by giving 

participants the opportunity to learn, network and communicate with the company and 

each other. Attention was generated to the message by creating an experienced moment. 

The event increased views and likes in social media channels, and professional media 

mentioned the conference before, during, and after the event. The event can be consid-

ered as a marketing communication tool with an educational approach. From the survey 

analysis it can be considered that participants were overall satisfied with the educational 

environment; thus, the setting for delivering the message was built successfully.  

 

From the customer relationship view, the MBLT DEV 2018 has built an excellent reputa-

tion for e-Legion. The MBLT DEV 2018 has provided potential customers with a long-last-

ing impression, besides the fact were they participating or not. Because, as it was dis-

cussed, potential customers do not need to participate in the event; they can see the news 

about the event in professional media or, for example, hear about it from the colleagues 

who attended. From the survey results, it can be seen that the target group of the MBLT 

DEV 2018 was successfully reached. Therefore, the analysis of the survey shows that 
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many participants came to the conference because they participated before. By that 

means, the reputation of the annual event is good. Also, it can be considered that at-

tendees are willing to invite their friends and colleagues for the next year MBLT DEV.  

 

The MBLT DEV 2018 branding included the logo of e-Legion throughout the venue. Fur-

thermore, employees of the company took a visible part on the organisation of the event, 

and because of that, even more participants got to know about the brand. The MBLT DEV 

2018 gave the professional community an opportunity to participate, gain experience and 

create a brand image of e-Legion's brand. Additionally, the event itself created a network-

ing setting with professional speakers’ talks, organiser’s quizzes and discussion zones. 

Therefore, the event raised participants’ involvement level and connected them with the 

brand. 

 

Overall, the MBLT DEV 2018 can be considered as a successful event from the event 

marketing view. However, there are some suggestions developed while conducting this 

research. Firstly, e-Legion should analyse their events more often. This analysis was the 

first deep and time-consuming one. This research can be developed and used by the 

company as a draft to set goals and analyse future events. Also, there was not enough in-

formation to analyse some aspects of the event, for example, the learning level of the ROI 

pyramid. Therefore, e-Legion should consider creating tests and surveys before or during 

the event to make a proper analysis of the participants’ quality of learning. Furthermore, 

the amount of the post-event survey respondents was low. The company should think how 

to increase this level, for example, by giving participants discount for next year event if 

they complete the survey.  

 

From this study, I learned the event marketing theories, business and marketing values of 

events. I was one of the organisers of the MBLT DEV for two years; however, I under-

stood the whole spectre of the conference effects only after this research. I learned how to 

design a survey for the event, how to set goals and analyse the event outcomes. This 

study is a significant contribution to my own experience and e-Legion's future event mar-

keting.  
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Appendix 

Appendix 1. Survey for attendees

 

Survey for the MBLT DEV 2018 attendees

1/3

Survey for the MBLT DEV 2018 attendees

Thank you for participating in the MBLT DEV 2018 conference! Answers to the questions below will 
help us to make MBLT DEV 2019 more productive, exciting and more comfortable for you.

This survey will take about 4 minutes.

1. How did you first hear about the conference?
Mark only one oval.

 I was on the conference before

 From colleagues/friends

 From social media (Facebook, Twitter, Vkontakte)

 From blog post on habrahabr.com

 From newsletter

 Other: 

2.What is your occupation?

Mark only one oval.

 iOS Developer

 Android Developer

 QA

 Tech Lead

 Team Lead

 HR

 Head of Mobile Department

 CIO or CTO

 Other: 

3. If you are a developer what is you level of experience?
Mark only one oval.

 Junior

 Middle

 Senior

 I am not a developer
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Survey for the MBLT DEV 2018 attendees

2/3

4.What is your goal(s) of participation in the MBLT DEV 2018?

Tick all that apply.

 Learn newest trends of mobile development

 Listen to a particular talk(s)

 Lead generation

 Network with colleagues

 New connections

 Looking for a job

 Employee poaching

 Other: 

Learning environment

5. How satisfied you were with the organisation of the MBLT DEV 2018 on a scale from 1­5?

Mark only one oval.

1 2 3 4 5

Very dissatisfied Very satisfied

6. How satisfied you were with...
Mark only one oval per row.

Very
dissatisfied

Somewhat
dissatisfied

Neither satisfied nor
dissatisfied

Somewhat
satisfied

Very
satisfied

Lunch
Speaker panel
Sessions
subject/content
Seating
arrangements
Audio/Visual
effects
Discussion
zones
Quiz by e­Legion

Quality of learning

7. Did you learn actionable information that will help you in your work life?

Mark only one oval.

 Yes

 No

 Maybe

8. How beneficial was the information presented at this event on scale from 1­5?

Mark only one oval.

1 2 3 4 5
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Survey for the MBLT DEV 2018 attendees

3/3

Behaviour

9. Are you to attend the MBLT DEV 2019?
Mark only one oval.

 Yes

 No

 Maybe

10.Would you recommend attending our event to your friends or colleagues on a scale from 1­

5?

Mark only one oval.

1 2 3 4 5

11. Leave you feedback about the MBLT DEV 2018


