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When cryptic acronyms and tech speak 
become outdated every few hours, how 
can you possibly market an event online? 
New “must do” approaches arrive each 
week, and every one of us is concerned 
that we aren’t maximizing our marketing 
potential by tweeting, blogging, Face-
booking, and optimizing. But what does 
all that mean really?

In a previous life as a general manager 
of a theater, I made my first attempts at 
Internet marketing. I can still hear myself: 
“Can someone tell me if we sold any 
tickets?” “Is the phone ringing because of 
this?” “Can I take this to the sponsors?” 

These days, you can take it to the 
sponsors, because they are in the same 
boat and have also been told enough 
times to believe that tweeting, friending, 
RSS feeds, PageRank, SEO, Diggs, and so 
on are all keenly important. Just name 
dropping those terms imparts credibility 
to the operators of any organization. But 
let’s say all you want is more attendees, 
but you lack the time or money to be  
everywhere online and need to choose 
just one approach, which should it be?

The strategy you need is (try to hear  
a Movie Preview voice here) The Inte-
grated Approach. Let’s take a minute 
and demystify that title. The integrated 
approach means looking at your business 

goals, website, and promotions as a  
single entity; each effort to improve one, 
informs what you should do with the 
other. Your business goals should be the 
prominent calls to action and informa-
tion on your site, and your marketing is 
only as valuable as the number of those 
actions that take place on your site.  
Gone are the days of not knowing which 
marketing effort caused which result—or 
at least those days should be gone.

Every time a game changing technology 
appears it takes 10 or 20 years for every-
one to learn how to use it properly. As a 
result, a disconnect currently exists in  
online marketing, which is understand-
able. Today, people begin by building 
their website and then turn to attract-
ing visitors. The issue starts because the 
websites are created to please the business 
owners and operators, who are pleased  
by a slick “look and feel,” fancy applica-
tions, and creative flash elements. Once 
the core site is approved, it remains  
the same for years. Although it might be 
updated with current information every 
few months, the structure and messag-
ing remains constant. This makes some 
sense; why hire professional designers 
and programmers only to discard their 
work a few months later? Nevertheless, 
in this market environment, it is vital to 

constantly adapt your website because 
no one, including you, knows what your 
audience wants from your site better than 
your actual audience.

Today’s technology lets you treat your 
website as a large ongoing focus group 
and then makes it easy to adapt your site 
based on the experiences of its users by 
exposing which elements of your site 
cause visitors to specific actions. In the 
same way, Las Vegas casinos choose  
irregular vertigo-inducing carpet patterns 
and remove all the clocks from the casino 
floor. For years, Vegas has tracked how 
guests navigate, interact, and move across 
the casino floor. These days this is done 
with crowd-tracking video cameras, which 
with analysis, determine the optimum 
lay out and services needed to ensure the 
highest amount of gambling. Even better 
tracking, for very little additional invest-
ment, can be attached to your website. 
Every company should know how every 
guest navigated to their website, whether 
they came in from a pay per click ad, 
a Facebook page, or a search engine. 
Further, they can also record every page 
website visitor’s look at, videos they  
view, email they send, and ticket they 
purchase as well as their location and type 
of browser. All successful sites engage in 
this level of tracking, though they tend 
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not to publicize it, not all web users 
are comfortable with it—look at the 
trouble Facebook is in. 

The Real Benefit of Such 
Tracking Is It Helps You 
Answer Two Questions: 

What marketing efforts are returning 
results? That is, are the ads attracting 
visitors, and if they are, are those  
visitors actually interested in your 
event? A certain ad/social media 
might be generating 4,000 visits your 
website, but are those good visitors? 
You also want to know if the website 
visitors that come from that source 
are spending anytime on your site, 
whether they are new visitors, and if 
they contacting you or buying tickets.

Second, is your site engaging people? 
As of 2009 this became doubly  
important. Of course, having visitors 
exit your site quickly, after, say 20  
seconds, means they don’t like what 
they see. Beyond that immediate 
result, however, poor user engagement 
numbers like a low average time on 
site, will also effect how Google  
ranks your site. Search engines such  
as Google are successful because 
people like the results they get when 
they search, so the search engines 
themselves are now tracking how  
long people stay on sites, how many 
pages they look at, and the bounce 

rate, which is the percentage of people 
who come to your site but leave after 
viewing only one page. You need to 
know those three metrics—time on 
site, page views, and bounce rate— 
before using any resources to  
drive visits.

A website’s function is to engage 
people, get them to view the infor-
mation you want them to view, and 
entice them to take a desired action. 
Think about it this way: every guest 
comes to your site with a question. 
For events, 95% of the time, these 
questions fall into a three broad 
categories:

Is your event something I would 
want to attend?
When, where, what, and how much 
is your event?
How do I get tickets?

Are those three categories promi-
nently addressed on your homepage? 
If the goal of your business is to sell 
tickets, then that action should be 
obvious from the homepage (and all 
other pages) of your site. Another way 
to review this is called the squint test. 
Determine your site’s primary goal. 
Then go to your site and squint your 
eyes, so that the screen looks blurry. 
Without being able to read the words, 
can you still spot the place on the 
page that calls out for visitors to buy 

1.

2.

3.

or call for tickets? Or is that text or 
image buried in the in page copy or 
hidden in the navigation, requiring 
visitors to scroll down? 

One way to start an integrated 
approach is to establish a budget to 
buy visitors. This means getting a pay 
per click campaign so that you can 
guarantee the site some new unique 
visitors who are looking exactly for 
your type of event without having 
prior knowledge of it. Then watch 
and see if those visitors behave on 
your site the way you want. To track 
your site, sign up for the free Google 
Analytics tool (http://www.google.
com/analytics). 

If you’d like to learn more about 
what we’ve discussed here, be sure to 
check out our IFEA Webinar entitled, 
“How Do You Use the Internet to 
Build Your Audience in 2010:  The 
Integrated Approach – Part 2 of 2,” 
presented on June 24th, 2010 and 
available as an IFEA Webinar On-
Demand. We delve deeper into these 
most effective online strategies, so be 
sure to check it out. To purchase, go 
to www.ifea.com or contact the IFEA 
at: +1-208-433-0950 ext: 2.
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A website’s function is to 
engage people, get them 
to view the information 
you want them to view, 
and entice them to take 
a desired action.
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