Event concept template
For organisers of B2B conferences, trade shows, association meetings and customer events
An event concept is a short chain of decisions: one purpose, one target number, the people who must meet, the format and the shape of the programme. This template helps you take the brief, write the concept in four to eight pages, check it against your capacity and get it signed before detailed planning starts.
How to use this template
	Part
	What it is for
	When to use it

	1. Briefing questions
	Twelve questions for the person who commissions the event
	Before you write anything

	2. Event concept
	The nine building blocks with tables to fill in
	After the brief, before detailed planning

	3. Capacity check
	A worksheet that tests the target number against tables and time slots
	When meetings are part of the target

	4. Not in this event
	A list of what you decided against, plus a test for late ideas
	Before sign-off and whenever a new idea arrives

	5. Sign-off and change log
	Approval of the concept and of the target number
	At approval and at every major change

	6. Worked example
	A completed concept for a meet-the-buyer day
	As a reference while you write



Replace everything in [square brackets]. Delete the grey guidance notes and the worked example before you circulate the concept. Write the blocks in the order given in part 2 under "Writing order", not from top to bottom.
Tip: keep logistics out. Task lists belong in the planning checklist, cost lines in the budget and timings in the run of show.


1. Briefing questions
Ask these questions in one conversation and write the answers down. Send the notes back to the commissioner for confirmation. The answers feed block 1 and set the limits for all other blocks.
	No.
	Question
	Answer

	1
	Why should this event take place, and why now?
	[Answer]

	2
	What should be different for our organisation three months after the event?
	[Answer]

	3
	Who has to be in the room for that to happen?
	[Answer]

	4
	Which group is hardest to get, and what would make them come?
	[Answer]

	5
	What went well at the last edition, and what was criticised?
	[Answer]

	6
	What must not happen under any circumstances?
	[Answer]

	7
	What is already fixed (date, city, venue, budget ceiling, partners)?
	[Answer]

	8
	Who approves the concept, and who else has a say?
	[Answer]

	9
	By which number would you judge the event a success?
	[Answer]

	10
	What income is expected (fees, sponsors, exhibitors, funding)?
	[Answer]

	11
	Which reports are due afterwards, to whom and by when?
	[Answer]

	12
	By when do you need the concept, and when is the decision?
	[Answer]





2. Event concept
	Event
	Version and date
	Owner
	Approved by

	[Name of the event, year]
	[v0.1, date]
	[Name, role]
	[Board, managing director or client]



Writing order: block 1 (from the brief), then 2, 3, 4, 5, then 6 and 7 as a check, then 9, then 8. Block 2 steers all the others.
Block 1: Background
Why this event, and why now? Three to five sentences. Include the results of the last edition.
[Occasion and mandate. What has happened since the last edition. The problem or opportunity the event responds to.]
Block 2: Purpose and target number
One main purpose, one measure, one target value. At most two secondary goals. A wish ("strengthen the network") is not a purpose.
	
	Your entry

	Main purpose (one sentence)
	[After the event, ... ]

	Target number
	[Measure and value, e.g. 280 booked meetings between producers and buyers]

	Per participant
	[e.g. at least four booked meetings per producer]

	Secondary goal 1
	[Optional]

	Secondary goal 2
	[Optional]



Block 3: Audience and mix
Count the audience in groups. The last column matters most in B2B: who should meet whom. Mark the scarce group.
	Group
	Expected number
	What the group is looking for
	Who it should meet
	Scarce?

	[Group A]
	[Number]
	[Need]
	[Group]
	[Yes / No]

	[Group B]
	[Number]
	[Need]
	[Group]
	[Yes / No]

	[Group C]
	[Number]
	[Need]
	[Group]
	[Yes / No]

	[Staff, speakers, guests]
	[Number]
	
	
	

	Total
	[Number]
	
	
	



Block 4: Format and guiding idea
Which type of event carries the purpose? Give the reason in two or three sentences. The theme or motto is one line here.
	
	Your entry

	Format
	[e.g. one-day conference with meeting blocks, hosted buyer programme, roundtable series]

	Why this format for this purpose
	[Reason]

	Duration
	[e.g. one day, 09:00 to 18:00]

	Guiding idea or theme
	[One line]

	Formats considered and rejected
	[Format and reason]



Block 5: Programme shape
Draw the event in blocks, not in minutes. For each block, say how it contributes to the target number. A block without a contribution is a candidate for the cut list.
	Block
	Approximate time
	What happens
	Contribution to the target number

	[Arrival and opening]
	[Time]
	[Content]
	[Contribution]

	[Content block]
	[Time]
	[Content]
	[Contribution]

	[Meeting block 1]
	[Time]
	[Slots x minutes]
	[Number of meeting slots]

	[Break or lunch]
	[Time]
	[Content]
	[Contribution]

	[Meeting block 2]
	[Time]
	[Slots x minutes]
	[Number of meeting slots]

	[Closing and evening]
	[Time]
	[Content]
	[Contribution]



Block 6: Key facts
Date: [date, alternatives]
Place and venue: [city, venue or venue type]
Rooms: [plenary, breakout rooms, meeting area with number of tables]
Capacity: [maximum number of participants]
Access: [travel, accommodation, accessibility]
Block 7: Resources
Key figures only. The line-by-line budget is a separate document.
	
	Your entry

	Budget frame
	[Amount or range, set by whom]

	Income sources
	[Fees, sponsors, exhibitors, funding]

	Team
	[Roles and time available]

	External partners
	[Agency, venue, technology, catering]

	Event technology
	[Registration, ticketing, meeting scheduling, check-in]



Block 8: Communication
How do the right people hear about the event? Recruit the scarce group first.
	Group
	Core message
	Channels
	Start
	Registration closes

	[Scarce group]
	[Message]
	[Personal invitation, partners]
	[Date]
	[Date]

	[Group B]
	[Message]
	[Email, website, social media]
	[Date]
	[Date]

	[Group C]
	[Message]
	[Channels]
	[Date]
	[Date]



Block 9: Measurement and risks
Agree the measures with the person who approves the concept. Measures chosen after the event convince nobody.
	Measure
	Target value
	How it is counted
	When it is reviewed

	[Main target number from block 2]
	[Value]
	[Source, e.g. meeting schedule]
	[Date]

	[Share of booked meetings held]
	[Value]
	[Source]
	[Date]

	[Secondary measure]
	[Value]
	[Source, e.g. survey]
	[Date]



	Risk
	Likelihood
	Effect on the target number
	Countermeasure
	Owner

	[e.g. too few participants from the scarce group]
	[Low / medium / high]
	[Effect]
	[Measure]
	[Name]

	[Risk 2]
	[Low / medium / high]
	[Effect]
	[Measure]
	[Name]

	[Risk 3]
	[Low / medium / high]
	[Effect]
	[Measure]
	[Name]





3. Capacity check for meetings
Use this worksheet when the target number in block 2 consists of booked meetings. It shows whether the programme in block 5 can produce the number at all.
	Line
	Quantity
	How to work it out
	Your figure
	Example

	A
	Tables (or participants of the scarce group)
	From block 3 and block 6
	[A]
	30

	B
	Meeting blocks in the programme
	From block 5
	[B]
	3

	C
	Slots per block
	Block length divided by slot length
	[C]
	4

	D
	Slots per table
	B x C
	[D]
	12

	E
	Meeting capacity
	A x D
	[E]
	360

	F
	Target number
	From block 2
	[F]
	280

	G
	Utilisation
	F divided by E, in per cent
	[G]
	78 %



How to read the result
Up to about 80 per cent: the target fits, with room for requests that do not match and for meetings that fall through.
Between 80 and 90 per cent: tight. Add a block, add tables or plan a reserve of walk-in slots.
Above 90 per cent: change the programme or change the target. Every table would have to be occupied in almost every slot.
These thresholds are working values for planning, not a benchmark. Compare them with the booked and held meetings of your own past events.
Slot length
Slot length = conversation time + changeover time. Example: 15 minutes of conversation and 5 minutes to change tables give 20 minutes, so a block of 80 minutes has four slots.
Your slot: [minutes of conversation] + [minutes of changeover] = [slot length]. Block length: [minutes]. Slots per block: [number].
4. Not in this event
List what you have decided against and why. Late ideas are checked against this list first.
	We decided against
	Reason, with reference to the target number
	Decided on

	[e.g. parallel sessions during meeting blocks]
	[Participants would have to choose between a talk and a meeting]
	[Date]

	[e.g. an afternoon panel]
	[Its time slot is needed for a third meeting block]
	[Date]

	[Item]
	[Reason]
	[Date]



Test for late ideas
When a new idea arrives after sign-off, answer these five questions in writing before you discuss it:
[ ] Which block of the concept does the idea change?
[ ] Does it raise the target number, lower it or leave it unchanged?
[ ] Which group benefits, and what does that group miss in the same time slot?
[ ] What does it cost, and which budget line pays for it?
[ ] What is removed from the programme to make room?
If the idea changes block 2, 3 or 4, the concept goes back to the person who approved it.
5. Sign-off and change log
	
	Entry

	Concept version approved
	[Version, date]

	Approved target number
	[Measure and value]

	Approved budget frame
	[Amount or range]

	Measures and review date agreed
	[Yes / No, date of review]

	Approved by
	[Name, role, signature]

	Owner of the concept
	[Name, role, signature]



	Date
	Change
	Block affected
	Approved by

	[Date]
	[Change]
	[Block]
	[Name]

	[Date]
	[Change]
	[Block]
	[Name]





6. Worked example: meet-the-buyer day
The organisation and all figures are fictional. Delete this part before you circulate your own concept.
	Building block
	Content

	1. Background
	A regional food and drink network held a conference with a networking reception for 200 people last year. In the feedback, producers wrote that they had mostly met other producers. The funder asks what the event produced for members.

	2. Purpose and target number
	Producers meet buyers in booked meetings. Target: 280 booked meetings between producers and buyers, at least four per producer. Secondary goal: at least 85 per cent of booked meetings are held.

	3. Audience and mix
	70 producers (looking for listings and distribution, should meet buyers). 30 buyers from retail, wholesale and food service (looking for regional suppliers, should meet producers; scarce group). 20 guests, speakers and staff.

	4. Format and guiding idea
	One-day meet-the-buyer event with a short opening session. Rejected: conference with reception (too few buyer contacts), open exhibition (buyers cannot plan their day).

	5. Programme shape
	Opening (30 minutes), meeting block 1, tasting lunch, meeting block 2, break, meeting block 3, closing drinks. Each block: four slots of 20 minutes.

	6. Key facts
	One hall with 30 buyer tables, one room for the opening, a tasting area for lunch. One weekday in early autumn.

	7. Resources
	Budget frame set by the board. Income from participation fees and the funder. Two staff members, one event platform for registration and meeting scheduling.

	8. Communication
	Buyers are invited personally first. Producer registration opens once 20 buyers have confirmed. Meeting requests open four weeks before the event.

	9. Measurement and risks
	Meetings booked (target 280), share of meetings held (target 85 per cent), follow-up contacts reported by producers after three months. Main risk: fewer than 30 buyers; countermeasure: early personal invitations and a reserve list.



Capacity check in the example
First draft: keynote, afternoon panel and two meeting blocks. 30 tables x 8 slots = 240 slots. The target of 280 does not fit.
Approved version: a third meeting block replaces the afternoon panel. 30 tables x 12 slots = 360 slots. The target of 280 uses about 78 per cent of them.
Not in this event (example)
No afternoon panel: its time slot carries 120 of the 360 meeting slots.
No producer-to-producer meetings in the booking system: the target number counts producer and buyer meetings only.
No open walk-in for buyers on the day: every buyer is confirmed in advance, so producers can plan their requests.

About this template
Free template by Converve, the B2B matchmaking and event platform for conferences, trade shows and hosted buyer programmes. You may use and adapt it for your own events. More guides for organisers: converve.com
Event concept template · Free template by Converve · converve.com




