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PLAN THE PLANNER
ONCE YOU’VE IDENTIFIED
CONFERENCES,

YOUR NEXT STOP IS THE
CONFERENCE GUIDE
FROM LAST YEAR.

1. FIND SESSIONS LIKE
YOURS.

2. IDENTIFY KEY THEMES,
INDUSTRIES AND o
AUDIENCES FOR THE S —
SHOW ‘ & i il ™

2. AND RIGHT AFTER
THAT, FIND THE
CONFERENCE PLANNER.



THE DREAMFORCE COMMUNITY

500+ Company Size

Executive Summit AND
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SELL, SERVICE, AND MARKET

FROM ANYWHERE.
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bata.com Connect Presents -

T 1c { inmbhoar 10t ee Into The Future
[luesday, November 19 tlnts i R

Pl Salesforce LIVE Keynote Pre Show  Peter Coffee: Head of Platform Research, salesforce - PPete......

' and Special Guests

9-11am Customer Compary Keynotewith  Marc Benioff: Chairman & CEO, salesforce o — Salesforce Success Community:

MarcBenioff  and Special Guests. | Sl User Group Partner Participation

Salesforce LIVE Studio Broadcast  Salesforce LIVE Hosts and Leadership G......

40 views
11%° -12pm | Salesforcel Media Event ' Parker Harris: Co-Founder, salesforce.com; Ke%\ Sl Key Pillars for Delivering
Collins: EVP, Mobile & Product Design, salesforce.com : ey Effortless Customer Service

PRSI Salesforce LIVE Studio Broadcast  Peter Gabriel: Singer, Musician, Songwriter; Peter : o 99 views

 Gassner: Founder, CEO, Veeva; Small and Medium
mw salesforce com/salesfarcel - ‘ kinece Panal: Tha Gillmar Gannawith Rl\}wf Sreahla:



JUIie L-( Upgrade for full name )R e

Dreamforce Conference Chair at salesforce.com
San Francisco Bay Area | Computer Software
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VP, Dreamforce Conference Chair U\ AN 0%
salesforce.com Ra \bac‘n
November 2012 — Present (1 year 9 months) \'\Y\S Ba -
Responsible for the success of Dreamforce, the world's largest vendor-led technology c« . Ba( na‘O\(
positioning, messaging, content, pricing, theme, sales enablement, and the marketing pl C \p
registration to over 140,000 this year, +56% growth year over year. Serve as internal and C‘- a\N\eV
evangelist for Dreamforce. Manage the demand generation team for salesforce.com even! D(U



BUILDING A BETTER SUBMISSION
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START WITH WHATYOU KNOW

7ESSO!BMMWENTRMEUR

Where is your
speaker,
realistically?




1 O TI PS TO ACE TRADESHOW PIPELINE
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Press conference at show, scheduled far in advance (3 months)

Press release at show and also sent out on BusinessWire that morning
Your own show web page optimized for show, created 2 months before
1-3 poll questions for iPad delivery, created the week before and drawn from editorial calendars and journalist research

Show “premium” or demo or “traffic builder” related to your news/show theme

Map of tradeshow floor witlifcompetitors marked so you can go see their stuff, and make the competitive report an assignment
Social calendar or webinars, \/i}:leos and blogs leading up to, and at, the show, with the show Hashtag

Show Media list gotten 2 weeks b?;fore show—start calling for appointments for your on site execs. Note twitter handles of relevant editors,
journalists and partner companieéso you can follow and tweet direct.

Pre-show blast email to conferencg attendees (for our client for our client highlighting their press release, case study, white paper,)
Post-show blast email to confep endees (press release, c§study, whittﬁer, or show cz‘age)
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THANK YOU!

IF YOU LIKE THIS, LET US KNOW
WHY, AND SHARE THE POST !
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