Event ROI Calculator Template

Calculate Your Complete B2B Event ROI (Including Hidden Value)

Stop measuring only pipeline. Start tracking complete event value.

This calculator helps you measure the TRUE ROI of your events by including pipeline generated, customer

expansion, partnership value, and content assets created.

Instructions
1. Complete all sections with actual dollar values
2. Be conservative in estimates (under-promise, over-deliver)
3. Track these metrics in your CRM for future events

4. Update calculations 30, 60, and 90 days post-event as opportunities progress

Event Details

Event Name:

Event Date:

Event Type: O Conference O Trade Show O User Summit O Hosted Event O Other
Total Attendees:

Your Team Size:

SECTION 1: Event Investment (Total Costs)

Direct Event Costs

Cost Category Amount

Booth/Sponsorship Fees

Travel & Lodging (entire team)

Event Technology (platform, app, etc.)

Marketing Materials (brochures, giveaways)

Shipping & Logistics

Food & Entertainment

Registration Fees

Other Direct Costs
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Subtotal: Direct Costs (A)




Personnel Costs

Activity

People

Days

Daily Rate

Total

Pre-Event Planning

Event Attendance

Travel Time

Post-Event Follow-up

Content Creation

Subtotal: Personnel (B)
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Technology & Tools

Technology

Annual Cost

% Allocated to This Event

Event Cost

CRM Platform

%

Marketing Automation

%

Event Management Platform

%

Analytics Tools

%

Subtotal: Technology (C)
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Total Event Investment

Total Investment=A+B +C=§

SECTION 2: Revenue Generated

Pipeline Created (New Opportunities)

Opportunity Stage

# Opportunities

Average Deal Size

Weighted Value*

Total Value

Qualified Lead

x 10%

Discovery Call

x 25%

Demo/Presentation

x 40%

Proposal Sent

x 60%

Negotiation

x 80%

Closed Won
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x 100%

Subtotal: Pipeline (D)
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*Weighted value = probability of close based on stage

Pipeline Accelerated (Existing Opportunities)

Impact Type

# Opportunities

Average Deal Size

Value Attributed

Total Value

Advanced to Next Stage

$

25%

&~

Expanded Deal Size

Increase: $

100%

&




Impact Type

# Opportunities

Average Deal Size

Value Attributed

Total Value

Shortened Sales Cycle

$ 15%

Subtotal: Accelerated (E)

Customer Expansion & Retention

Activity Type

# Customers Average Value

Total Value

Upsell Conversations Initiated

- $

Cross-sell Opportunities

Early Renewal Discussions

Churn Prevention

$
- $
$

Subtotal: Expansion (F)
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SECTION 3: Strategic Value

Partnership Value

Partnership Type

# Partnerships

Estimated Annual Value

Total Value

Co-Marketing Agreements

Technology Integrations

Referral Partnerships

Strategic Alliances

&L | B &~

Subtotal: Partnerships (G)
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Brand & Market Intelligence

Benefit Type

Estimated Value

Notes

Competitive Intelligence Gathered

Market Trend Insights

Brand Awareness Increase

Media Coverage/PR Value

Subtotal: Brand Value (H)
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SECTION 4: Content Assets Created

Content Inventory & Value

Content Type

Quantity

Est. Production Cost if Outsourced

Total Value

Blog Posts (500-1000 words)

x $500

$

Case Studies

x $3,000

$

Podcast Episodes

x $1,000

$




Content Type Quantity

Est. Production Cost if Outsourced

Total Value

Video Content

x $2,000

Infographics

x $800

Whitepapers/E-books

x $5,000

Social Media Posts

x $50

Email Sequences

x $1,500

Webinar Recordings

x $2,500

Speaker Presentations

x $1,000

Subtotal: Content (I)
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Content Performance (If Published)

Metric

Count

Value per Item

Total Value

Leads Generated from Content

$

Opportunities from Content

$

Organic Traffic Value

Visits

$_ pervisit

Subtotal: Content Performance (J)
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SECTION 5: Time Savings & Efficiency

Operational Improvements

Improvement Area

Time Saved (Hours)

Hourly Rate

Total Value

Automated Follow-up

$

Integrated Data (no manual entry)

Streamlined Reporting

&

Faster Lead Qualification

&

Subtotal: Efficiency (K)

&L | LA | A A

FINAL ROI CALCULATION

Total Value Generated

Revenue Component

Value

D: Pipeline Created

E: Pipeline Accelerated

F: Customer Expansion

G: Partnership Value

H: Brand Value

I: Content Assets
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Revenue Component Value
J: Content Performance $
K: Efficiency Gains $
Total Value (L) $

Total Investment

[ Investment Component

Cost

{ Total Investment (from Section 1)

$

ROI Calculations

Gross ROI = (Total Value - Total Investment) / Total Investment x 100 %

**Your Event ROI:

T **

Return Multiple = Total Value / Total Investment

Your Return Multiple:

X

Interpretation Guide

ROI Benchmarks

[ ROI Range Performance Level What It Means
Below 100 % Losing Money Event cost more than it generated
100-200 % Break Even to Good Standard event performance
200-300% Very Good Above average, room for optimization
300-500 % Excellent Top quartile performance
500% + Outstanding Fortune 500 level execution

Your Performance

Your ROI: % = Performance Level

Industry Average: 300% (3:1 return)

Your Position: O Below Average O Average O Above Average O Exceptional

Comparison Tracking

Event-to-Event Performance

' Event Name Date Investment Total Value ROI % Return Multiple
$ $ _ % _ X
$ $ % _ X
$ $ _ % _ X




‘ Event Name Date Investment Total Value ROI % Return Multiple
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Trend Analysis
Average ROI Last 4 Events: Vi

Trend: O Improving O Declining O Stable

Best Performing Event Type:
Highest ROI Event: ( %)

Action Items Based on Your Results

If ROI is Below 200%:

Audit CRM integration - are you tracking all opportunities?

Review pre-event prospecting - did you schedule enough meetings?
Analyze post-event follow-up - are you nurturing leads systematically?
Check content creation - are you maximizing content assets?

Evaluate event selection - are you at the right events for your ICP?

If ROI is 200-300%:

Implement year-round engagement strategy
Increase pre-scheduled meetings by 50%
Create content repurposing workflow
Enhance attribution tracking in CRM

Build post-event nurture automation

If ROI is Above 300%:

Document what's working and create playbook

Scale to more events using same framework

Teach methodology to other team members

Invest in enhanced technology for even better tracking

Share success story internally and externally

30-60-90 Day Tracking

Update these numbers as opportunities progress:



[ Timeframe Pipeline Value Closed Deals Updated ROI
Immediately Post-Event $ $ %
30 Days Post-Event $ $ %
60 Days Post-Event $ $ 9%
90 Days Post-Event $ $ %
6 Months Post-Event $ $ %
12 Months Post-Event $ $ 9

ROI typically increases over time as opportunities close. The full impact of an event often takes 6-12

months to materialize.

Notes & Observations

What Worked Well:

What Didn't Work:

Opportunities for Improvement:

Key Takeaways for Next Event:

Share Your Results

Achieved 300%+ ROI? Share your success story with Sproutworth for a chance to be featured in our case

study library.

Need to Improve ROI? Download our other resources:
e 300% ROI Event Planning Checklist
e Event Technology Selection Guide
e 90-Day Event Transformation Checklist

Questions? Contact Sproutworth for personalized event ROI consulting.




© 2025 Sproutworth. All rights reserved.

Disclaimer: This calculator provides estimates based on your inputs. Actual results may vary. Consult with

financial and marketing professionals for specific advice related to your business.



