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Abstract
Trasol Technologies and Events operates in India’s fast-growing B2B financial expos segment, where sponsors demand clear return on investment evidence, granular attendee profiles, and responsive, personalized outreach. During the student internship described here, the sponsorship sales funnel showed long decision cycles and sharp drop-offs despite strong top-of-funnel interest. Documented frictions included budget constraints, approval delays, and generic messaging fatigue; conversion improved when pitch decks were customized by sector and when CRM-guided follow-ups were used. Money Expo India scaled from 84 exhibitors in 2023 to 100 plus in 2025 and promoted 15,000 plus paid delegates with tiered visitor passes, but growth also raised expectations for real-time ROI tracking and segmented visitor engagement. Adopting HubSpot to segment leads and orchestrate outreach, moving to multi-channel follow-ups across phone email WhatsApp and LinkedIn, and using urgency messaging and testimonials strengthened the pipeline. This case asks students to turn observations into an operating system for sponsorship sales tailored pitch packs, persona-aware proof points, CRM hygiene and cadence, and pre-committed post-event demo windows. Success is measured by demo-to-PO conversion, time-to-close, sponsor retention, and mix of hot warm and cold leads converting each week. The setting offers a realistic lens on B2B event selling under ROI scrutiny. 
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CASE ABOUT THE INDUSTRY
India’s MICE landscape has rebounded post-pandemic, with premium venues like Jio World Convention Centre enabling international-style expos. Financial services expos aggregate wealth management fintech trading and payments brands for learning networking and lead generation. Sponsors now expect professional visitor management, segmented passes, and measurable value delivery. Outreach thus relies on consultative selling rather than mass calls alone, with CRMs and customized narratives increasingly non-negotiable for credibility. 
PROBLEMS IN THE INDUSTRY
Budget caution and regulatory frictions such as GST on sponsorships lengthen cycles and elevate documentation needs. Decision makers want evidence on expected footfall attendee quality and brand benefits, and they discount generic pitches. Traditional cold email and call blasts struggle against message overload. Buyers also expect hybrid options, personalization, and data-rich reporting; organizers without robust tools face lead leakage and late-stage drop-offs. 
ABOUT THE COMPANY
Trasol blends event execution with digital outreach and organizes Money Expo India, a flagship finance event. The journey shows scale-up from 84 exhibitors in 2023 to 100 plus in 2025 and 15,000 plus paid delegates with VIP Business and General passes. The firm introduced CRM practices and refined pitch strategies to match rising sponsor expectations. 
Problems faced by the company
Field evidence from the SIP highlights long sponsorship cycles, interest eroding at approval gates, and limited pre-event statistics to reassure new prospects. Week-level analysis showed drop-outs tied to budgets and date clashes; average cold calls of roughly 30–35 per day produced about a ten percent response; meetings stabilized at two to three per week mid-internship. In a representative week only two of ten high-potential leads converted. Generic messaging and unsegmented outreach depressed engagement until decks were tailored by sector and testimonials added. 
KEY STRATEGIES
Interventions that moved the needle were sector-specific pitch decks, scaled use of HubSpot for segmentation and stage tracking, and multi-channel follow-ups across WhatsApp LinkedIn phone and email with hot warm cold triage. Objection handling focused on ROI proof previous exhibitor outcomes and urgency messaging such as near-sell-out signals; senior managers were looped in to unblock late-stage concerns. The case generalizes these into a repeatable system persona-aligned proposals, sponsor-value calculators, pre-booked post-event demos within seven days, and CRM-driven cadences that timestamp next steps and hold owners accountable. 
INNOVATION
New concepts and learning
• Sponsor value storyboard a one-pager that maps pain points to three proofs footfall and profile, past sponsor outcomes, and activation plan, ensuring every outreach closes with a scheduled next action. 
• Lead temperature ledger a CRM view that enforces hot warm cold rules for follow-ups, prevents decay, and triggers recovery plays for stalled approvals. 
• Event-to-demo bridge a protocol that pre-books persona-specific demos after conferences and routes contacts to vertical specialists within a fixed window. 
Ideas concerning the whole concept
Sponsorship selling is a trust-transfer exercise. Combining sector-credible proof with disciplined cadences beats volume-only tactics; CRM hygiene and personalized narratives make ROI tangible and compress time to yes. 
CONCLUSION
Trasol’s scale-up proves demand exists, but durable conversion needs an operating system that joins customized storytelling with CRM-enforced follow-ups and rapid proof moments. With sector-specific decks, segmented cadences, testimonial-backed ROI proof, and a tight post-event demo rhythm, the team can reduce drop-offs and forecast more confidently. The broader lesson for B2B expos is that professionalism now means data-rich reassurance, time-boxed next steps, and transparent measurement, not just venue scale or visitor count headlines. 
CASE QUESTIONS
1. What minimum set of statistics and stories would you include in a sponsor value storyboard for a fintech prospect and why do they de-risk the decision 
2. How would you design a seven-day post-event playbook to convert interest into committed demos and what weekly metrics prove it is working 
3. Given the documented dropout reasons how would you restructure touchpoints to pre-empt budget and approval delays without resorting to blanket discounts 
4. What CRM fields and stage rules are essential to prevent generic outreach and ensure true hot warm cold separation across the pipeline 
5. Propose a sponsor retention plan that turns first-time exhibitors into multi-edition partners using segmentation tiered benefits and measurable ROI artefacts 
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