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Step 1. Setting clear goals

Number of participants: 2-5
Duration: 15-30 minutes
Material:  pen and paper

You get the best results when you include your client and (core) team

Goal
The goal of the exercise is to clarify the goals you are setting for you event. The descriptions 
below will help you set the goals for your event!

Impact goals
The Impact, or Business Impact, is the ultimate value contribution to your stakeholders. Think 
about the reward you ultimately want for the time and money you invest in the project.  Impact 
goals are usually either sales or organisational effectiveness.

Behaviour goals
What do the targeted participants need to do, during and after the event, in order to create value 
for your event? The answers may well be different for different categories of the target group. 
Some actions may be significant (e.g. subscribe to a membership, a change in work ethic etc.) 
whereas others only make a small contribution to value, maybe increasing the probability of a 
purchase (e.g. ask for more information, share knowledge about X with colleagues, subscribe 
to one of the social channels etc.). The behavioral change may involve to stop doing something, 
doing something differently, or taking some new actions as a result of participating in the marketing 
campaign. 

learning goals
What cognitive change (i.e. learning) is required for the participants to change their behavior? 
All behavioral change is pre-empted by cognitive change. The cognitive change might be 
subconscious, but something always has to change in the mind before behavior changes. E.G. If 
you want your target group to share their needs with your company (behavior change), they would 
need to learn where and how they can do this.
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Step 1. Setting clear goals

Learning environment goals
How can you design a learning environment which will make cognitive change most effective? 
Learning is influenced by the state of mind of the learner as well as ambient factors (e.g. design, 
music etc.) 

target participants goals
Finally, how can we ensure that the right people are targeted. What kind of people are you looking 
to target and are they learning something new, which will change their behavior? As an example: 
you might want to target people that are subscribed to your Facebook or YouTube page, yet are 
unaware that your project offers a lot more on its website. These people will need a very different 
approach, and can be found through different strategies then when you are targeting people that 
are unaware of the existence of your project as a whole.

Tip: 
•	 FOR BRANDS: Make sure your goals are aligned with the brand values and promisses of your 

organisation
•	 Make sure the goals are aligned so they amplify eachtother 
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Number of participants: 2-5
Duration: 10-15 minutes
Material:  pen and paper

You get the best results when you include your client and (core) team

Goal
The objective of this exercise is to make your events’ goals measurable. Most people would 
normally use the SMART method for this. However for us this method feels like it will kill your 
creativity before you even started designing your event. Nevertheless, making your goals 
measurable is a very important thing to do. So how do you get measurable goals without using the 
SMART method? Simple! Just ask yourself the following two questions: 

•	 When am I satisfied with the event?
•	 When is my client satisfied with the event?
 
By asking yourself these questions you get almost the same results in a very playful way. The only 
thing that remains is to make sure the answers you gave are measurable. The easiest way to do 
this is to add a number or percentage to the answer(s)! 

Tips: 
•	 Give answers that motivates you! 
•	 Align the answers with your events and your clients values
•	 Make the answers challenging
•	 Make sure the answers are specific! 
•	 Give positive answers

Step 2. When are you satisfied?
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Step 3. Empathy Map your customers

Number of participants: 3-10
Duration: 10-15 minutes
Material:  Empathy map, post-it, pen and paper

You get the most concrete results when you use the customers view regarding your event
You get the most creative results when you use the customers view regarding their day-to-day life

Goal
The objective is to quickly develop a customer profile by creating a degree of empathy for the 
customer. Start with having everyone synthesize with the customer personally: What does this 
person want? What forces are motivating this person? What can you do for this person? Try to fill 
in the empathy map by answering the six questions below. Write the answers down on a post-it 
and put them on a shared empathy map. Try not to add generic answers that do not add value to 
your event idea. 

The six questions
What do they see?

•	 What is their environment?
•	 Who are the key people in their environment?
•	 What kind of offers are they exposed to?
•	 What problems do they face?

What do they say and do?

•	 How do they behave in public?
•	 What do they say matters to them?
•	 What are the differences between what they say and what they think?
•	 Do they influence anyone?

What do they hear?

•	 What do their friends and family tell them?
•	 What do they hear in their professional environment?
•	 Who are their main influences?
•	 How are they influenced? Through what means?
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Step 3. Empathy Map your customers

What do they think and really feel?

•	 What really matters to them (and what they do not say)?
•	 What moves them?
•	 What are their dreams and aspirations?
•	 What are their concerns?

What frustrates them? (Pain)

•	 What really concerns/frustrates them?
•	 What obstacles do they encounter to reach their goals?
•	 What risks do they have to assume?

What motivates them? (Gain)

•	 What do they really want or need to achieve?
•	 How do they measure success?
•	 How do they try to achieve it?
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Number of participants: 5-10
Duration: 30 - >180 minutes
Material:  Large paper (A1, or multiple A3), post-its and pen.

You get the best results when you imagine that everything is possible!

Goal
The objective is to visualize the journey your customer will be making. With the goals clearly 
defined and a deep understanding of our customer you can start designing  your own storyboard. 
The visualisation of the journey will help with creating a flow in the design. It also makes it very 
easy to communicate your design with others. 

First analyze and discus your empathy map with the team. Then its time to grab your pen and start 
drawing! Start with a broad feeling of the experience. Once this is done, try to give more details 
to all of the touchpoints. The more detail you add to the drawing, the easier your design will be 
communicated to others. 

Tips: 
•	 Remember that everything is possible at this stage! 
•	 When you get stuck,  grab a post-it from the empathy map and create an idea around it
•	 Sometimes it helps to draw ‘a normal day in the life of your customer’ 
•	 When you feel satisfied with your design, hang it at a central location in your office for 2 weeks 

and let others co-create your design with post-its. You’ll be amazed by the results!

Step 4. The customer experience storyboard
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Number of participants: 3-10
Duration: 15-30 minutes
Material:  Your design

You get the best results when you imagine that everything is possible!

Goal
The objective is to get a clear view on what your event achieves and if this is in line with your 
clients’ goals, your customers’ goals and your brand. This way you make sure your design is 
aligned with the needs of everyone involved. After step 5 is done you are left with 2 options: 
Everything is perfect and is exactly how your client, customer and brand want it to be, or some 
things are not perfect yet and you will need to adjust, add or leave out certain components. 

Customer based ROI
What did your customer experience?

•	 What does your customer see at your designed event?
•	 What does your customer say & do at your designed event?
•	 What does your customer hear at your designed event?
•	 What does your customer think & feel at your designed event? 
•	 Did the customer experience any pains at your designed event?
•	 Are all the pre-assumed pains taken care of at your designed event?
•	 Would your customer experience all the gains they want at your designed event? 
•	 Are there any elements in your design that have a negative impact on your customer’s 

experience?

Goal based ROI
Are all your goals met? 

•	 Will the impact you desire be achieved?
•	 Will the behaviour you desire be achieved?
•	 Will the cognative change benefit your desired behaviour change?
•	 Is the environment ideal for the cognative changes?
•	 Are you attracting the right target group? 

Step 5. Checking your ROI
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Brand based ROI
Does the design represent your brand?

•	 Are the brand values of your organization represented?
•	 Are the brand promises of your organization represented?
•	 Are the brand values you wanted your event to represent, represented?
•	 Are the brand promises you wanted your event to represent, represented?
•	 Are there any elements in your design that might have a negative impact on the brand your 

organization represents?
•	 Are there any elements in your design that might have a negative impact on the brand your 

event represents? 

Tips: 
•	 If your event does not represent a brand, you can skip the organizational brand questions.
•	 Remember that your event always has a brand in the eyes of your customer, even if you don’t 

intend it to.

Step 5. Checking your ROI
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Drawing exercises
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www.storyboard.events
connect@storyboard.events

@EventStoryBoard

The ESB canvas can be 
downloaded and used for free

even commercially!

http://twitter.com/eventstoryboard
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