The Ultimate Guide to
Public-Sector Conferences
for SLED-Focused
Organizations:
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Introduction

Most organizations approach government
events the same way they approach any

other sales and marketing activity: as a
channel for visibility, lead generation, brand
awareness, and often as an opportunity to
meet people in person—shake hands, make
introductions, and begin building relationships
that could eventually turn into pipeline.

In the state, local, and education (SLED)
market, that mindset falls short.

In the SLED market, success isn’t driven by
visibility—it’s driven by trust. If government leaders
don’t trust you, they don’t buy from you. And trust
isn’t built through campaigns alone. It’s built through
consistent, credible presence in the environments
where those leaders evaluate ideas, validate peers,
and decide which partners they’re willing to engage.

Those outcomes matter. But they are not
where the real value comes from.

Public-sector events are not just environments
for sales and marketing activity. They are working
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sessions—places where government leaders
explore priorities, validate ideas, and align
internally long before a formal procurement
process begins. For vendors, that makes events
one of the few consistent opportunities to engage
early, understand how decisions are forming,

and build credibility in a way that cannot be
replicated through digital channels alone.

In the SLED market, where buying decisions

span multiple departments and often unfold

over many months, events provide one of the

few opportunities to hear directly from the

officials responsible for setting priorities, funding
initiatives, and implementing change. That
firsthand perspective is difficult to replicate through
reports, webinars, or secondhand insights.

Understanding how to approach events
strategically, rather than tactically, is what
separates vendors who simply show up from those
who consistently position themselves to win.




THE SLED EVENT LANDSCAPE

Not all events serve the same purpose. Use the right mix to meet your goals, reach the right
audiences, and influence outcomes across the SLED market.

A SPECTRUM OF EVENT TYPES

LARGE-SCALE CONFERENCES \\ TOPIC-SPECIFIC & INNOVATION

& SUMMITS
Broad reach, diverse audiences, and
market-wide visibility across many
priorities and agency types.

FOCUSED EVENTS

Focused on emerging priorities and
solutions where agencies come to
learn, evaluate, and benchmark.

(SCALE)

(FOCUS)

ADDITIONAL EVENT DIMENSIONS THAT MATTER

FUNCTIONAL / ASSOCIATION EDUCATION EVENTS
,%‘ EVENTS Connect with K-12, higher ed,
0ooo

and education technology leaders

Serve specific roles and departments
(CIO, procurement, public safety,
finance, operations) with targeted
content and peer communities.

AWARENESS

See the market.
Spot trends.
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= - HOW EVENTS DRIVE
YOUR STRATEGY

navigating unique challenges
and opportunities.

Regional events offer local relevance
and relationships; national events
provide scale, broader trends, and
cross-market insights.

ALIGNMENT INFLUENCE

f Engage around ) @ Build trust.
=8 shared priorities. Shape perspectives.

Build relevance. Drive outcomes.

Q The right events, used strategically, help you show up earlier, engage more meaningfully,
and position your solution where it matters most.

The Types of Public-Sector Events That Matter

The public-sector event landscape is broad, but it

tends to organize into a handful of core formats.
Each serves a different purpose depending on
your goals, audience, and stage in the market.
But understanding the formats is only part of
the picture. What matters more is how—and
when—these events influence decisions.

Why Events Matter More Than You Think

In SLED, events are not sales and marketing
moments—they are trust-building environments
that determine who gets considered

when buying decisions begin. Before a

solution is evaluated, the vendor is.

The value isn’t in showing up. It’s in showing
up at the right moment in the buying cycle,

with the right audience, and the right intent.

Public-sector leaders don’t attend events to buy.

They attend to:

Understand what their peers are prioritizing
Validate how others are approaching
similar challenges

e Reduce risk before committing to a direction

If you engage too late, you’re responding to a
Request for Proposal (RFP) that’s already been
shaped by your competitors. But, if you engage
early and consistently, you influence how that
requirement gets defined in the first place.

By the time an RFP is released, trust has
already been established—and vendors who
weren’t part of that process are forced to
compete on paper instead of relationships.

The difference isn’t visibility. It’s trust—and when
you build it.




Event Type

Large-Scale
Government
Conferences
and

Summits o
=

Senior-Level
Leadership
Forums
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Topic-Specific
and Innovation-
Focused

Events

Functional and
Association-Led

Events
RAR

=

Education-
Focused Events
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Regional vs.
National Events

Best For

Broad awareness
across awide
SLED audience

Direct
engagement
with executive
decision-makers
(ClOs, CTOs,
CDOs)

Positioning
around priority
areas like Al,
cybersecurity, or
data

Engaging
specific roles
(procurement,
finance, public
safety, etc.)

Reaching K-12
and higher
education
leaders and
influencers

Balancing
broad reach
with localized
engagement

Pipeline Role

Early-stage pipeline
influence

Mid-stage influence
and deal shaping

Early- to mid-stage
influence and
category alignment

Mid-stage
validation and
stakeholder
expansion

Early- to mid-
stage pipeline
development
within education
segments

Full-funnel
depending
on strategy
(awareness »
acceleration)

Value Created

Exposure to macro
trends, peer
validation, and
category positioning

Insight into strategic
priorities, budget
direction, and internal
alignment

Alignment to
emerging priorities,
solution framing, and
relevance to active
initiatives

Deeper understanding
of role-specific needs,
requirements, and
constraints

Insightinto education-
specific priorities,
funding models, and
stakeholder dynamics

National = scale and
visibility; Regional

= proximity and
contextual relevance

How Trust Is Built

Establishes baseline
credibility through
repeated visibility in
trusted, peer-driven
environments

Builds executive-
level trust through
candid, peer-to-peer
conversations and
directrelationship
development

Builds trust by
demonstrating
expertise and aligning
your point of view to
the government’s most
urgent challenges

Builds trust by
speaking the language
of specific functions
and showing relevance
to their day-to-day
responsibilities

Builds trust by
demonstrating
commitment to and
understanding of the
unique challenges
within education
ecosystems

Builds trust through a
combination of scale
(national credibility)
and proximity (local
relevance and
repeated, in-market
presence)
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Large-Scale Government Conferences

and Summits

These are the most visible events in the SLED
ecosystem. Often hosted by associations, public-
sector organizations, or industry platforms,

they draw hundreds—or even thousands—of
attendees and bring together a wide cross-section
of stakeholders, including technology leaders,
administrators, policymakers, and operational
staff, to cover a broad range of priorities, from
infrastructure and public safety to budgeting and
digital services.

Their value lies in reach and exposure—but more
importantly, in pattern recognition.

Just as importantly, these events create initial
familiarity. In a market where buyers are risk-averse,
repeated visibility in credible environments signals
legitimacy. You may not build deep relationships
here—but you begin building recognition, which

is the first step toward trust.

For vendors, these events provide a unique
opportunity to step back and understand how
priorities are evolving across regions, agencies,
and leadership levels. You’re not just learning
what one agency is doing—you’re seeing how
entire markets are shifting.
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The advantage comes from how you use that
information:

Identifying which priorities are gaining traction
Understanding how messaging differs across
regions

® Recognizing where your solution aligns—or
doesn’t

However, scale alone is not what makes these
events valuable. The strongest programs are

those shaped by active participation from
government leaders who are directly responsible for
implementing initiatives—not just discussing them.

v’ Best used for: Market awareness, trend
validation, and broad visibility

v Where e.Republic fits: Digital Government
Summits, large-scale public-sector summits

How to use this effectively: Focus on pattern
recoghnition, not lead capture. Use these events to
understand how priorities vary across regions and
roles—then adjust your messaging before your next
campaign.




Senior-Level Leadership Forums

At the other end of the spectrum are smaller,
highly curated gatherings designed for senior
decision-makers—CIOs, CISOs, agency heads,
and executive leadership.

These environments are intentionally structured to
prioritize candid, peer-level discussion. The focus
shifts away from presentations and toward how
leaders are navigating change, managing risk, and
making decisions in real time.

For vendors, this is where the real advantage begins.

These environments are also some of the only
places where meaningful, face-to-face (f2f)
interaction with senior government leaders happens.
In a market where decision-makers are difficult to
access and rarely take unsolicited meetings, these
forums create rare opportunities to build direct
relationships—something that’s nearly impossible
to replicate through digital channels.

These forums provide early visibility into how senior
leaders are thinking—often before those perspectives
are formalized into agency initiatives or Requests for
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Proposal (RFPs). You’re not reacting to decisions.
You’re understanding how they are formed.

That distinction is critical in SLED, where alignment
across leadership often happens well before
procurement begins.

The value is not in volume—it’s in access and
depth.

You hear how leaders frame problems

You understand what constraints matter most
You begin to see how priorities will translate into
action

v Best used for: Early engagement, trust-building,
and shaping perspective

v/ Where e.Republic fits: IT Leadership Forums,
executive roundtables

How to use this effectively: Prioritize listening over
presenting. Capture how leaders frame problems
and constraints—then adjust your positioning before
those perspectives turn into formal initiatives or RFPs.




Topic-Specific and

Innovation-Focused Events ATE

A growing portion of the event landscape is

centered around specific priorities—cybersecurity,

artificial intelligence, data governance, and digital
transformation.

These events attract highly focused audiences
aligned around a shared challenge. The
conversations are more practical, often
blending policy considerations with real-world
implementation.

For vendors, this is where alignment becomes
actionable.

Agencies attending these events are often actively
exploring solutions, evaluating trade-offs, and
learning from peer experiences. This is not
theoretical—it’s situational.

The advantage comes from listening closely:

What’s being prioritized now
What barriers are slowing adoption
What success looks like in practice

Events that connect strategy to execution—featuring
leaders who are actively deploying solutions—
provide significantly more value than those focused
purely on trends.

v/ Best used for: Aligning to active initiatives and
refining positioning

v/ Where e.Repubilic fits: Emerging Technology
& Innovation events, cybersecurity and Al-focused
programs

How to use this effectively: Listen for barriers to
adoption. Pay attention to what’s slowing progress,
not just what’s being prioritized—this is where you
refine how your solution fits.

Functional and Association-Led Events

Many established public-sector events are
hosted by professional associations and nonprofit
organizations, bringing together highly engaged
communities within specific functions such as
finance, public safety, or public works.

These environments are strong in domain expertise.
They offer valuable insight into the operational
realities of specific roles and functions.

However, their scope is often narrower.

Attendees may include a mix of practitioners,
administrators, and professionals at varying levels
of seniority. While this creates depth within a
function, it can limit exposure to cross-agency
priorities and executive-level decision-making.

For vendors, these events are most valuable
when used intentionally:

e
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to understand function-specific challenges
to refine messaging for a particular audience
to build credibility within a specific domain

While they may not provide the same breadth as
broader market events, they are critical for building
depth, trust, and relevance within the stakeholder
groups that ultimately influence decisions.

v/ Best used for: domain insight and targeted
positioning

v Where e.Republic fits: Sector-specific events
and targeted functional programs

How to use this effectively: Map stakeholder
objections. Understand how each role evaluates
decisions, then tailor your messaging to address
those concerns directly.



Education-Focused Events

The education segment—K-12 and higher
education—operates with distinct funding models,
governance structures, and priorities. Events in this
space reflect those differences.

These programs bring together education leaders
focused on student outcomes, institutional
performance, and long-term planning.

For vendors, the value lies in understanding how
differently this market operates.

What works in state and local government does
not always translate directly into education.
Buying cycles, stakeholder alignment, and funding
considerations often require a tailored approach.

\\

These events provide a clearer view into:

How priorities are defined in education
How decisions are evaluated
How messaging must adapt

v/ Best used for: Segment-specific strategy and
education market alignment

v/ Where e.Republic fits: Education-focused
events and programs

How to use this effectively: Rebuild your
assumptions. Adjust your Ideal Client Profile (ICP)
or audience, messaging, and expectations based on
how education leaders define success.

Regional vs. National Events

Not all events are defined by format—many are
defined by geography.

National events provide scale. They expose you
to a wide range of perspectives, priorities, and
agencies.

Regional and state-level events provide relevance.
They reflect local priorities, funding realities, and
political environments that directly influence
decision-making.

For vendors, the strongest strategies balance both.
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National events help you understand the broader
landscape. Regional events help you apply that
understanding in a specific market.

v Best used for: Balancing scale with local
relevance

v/ Where e.Republic fits: Nationwide event
footprint across state and regional markets

How to use this effectively: Align to local reality.
Connect your solution to specific state priorities,
funding constraints, and policy environments.



Why In-Person Engagement Matter in SLED

In most markets, access is a function of outreach.
In SLED, it’s a function of trust—and access is
limited by design.

Government and education leaders are not easily
accessible. Their time is constrained, their vendor
exposure is filtered, and their decisions are

shaped by internal stakeholders long before formal
evaluation begins.

That’s what makes events different.

They are one of the few environments where vendors
can engage directly, have real conversations,

and begin building relationships that carry into
future initiatives. In many cases, they are the only
opportunity to get face time with the people who
ultimately influence or approve a decision.

How to Match Events to Your Go-to-Market Strategy

MATCH EVENTS TO WHO YOU NEED TO REACH

Align event selection with the roles, levels, and segments that matter most to your go-to-market strategy.

ROLE

CIO / IT LEADER

Q Technology strategy, digital

transformation, innovation

LEVEL

EXECUTIVE (C-SUITE)
Strategic priorities, policy,
funding, and long-term vision

Statewide priorities, policy
leadership, and
multi-agency impact

; STATE GOVERNMENT

D PROCUREMENT /
= CONTRACTING

—

Vendor evaluation, compliance,

MID-LEVEL MANAGEMENT

Solution evaluation, process
improvement, implementation

LOCAL GOVERNMENT

Operational efficiency,
resident services, and

value, and risk management

PUBLIC SAFETY /

@ OPERATIONS
Mission-critical solutions,
resilience, and community impact

©)

Not every event is relevant to every organization.

The most effective vendors start by aligning events
to their audience—or ideal customer profile (ICP).
That means understanding:

e Which roles matter most (CIO, procurement,
public safety, finance)
Which level of seniority is required
Which segment they are targeting (state, local,
education)

From there, the question becomes one of intent.

PRACTITIONER / STAFF
Day-to-day challenges,

tools, best practices,

and hands-on learning

MATCH EVENTS TO WHO YOU NEED TO REACH.

The right event, for the right audience, drives the right conversations—and results.

community priorities

EDUCATION

K-12, higher ed, and special
districts that drive outcomes
for students and communities

>

If your goal is awareness, large-scale conferences
may make sense. If your goal is relationship-
building, smaller leadership environments are often
more effective. If your goal is aligning to a specific
initiative, topic-focused events provide the most
relevant context.

™

Timing also plays a role. Government decisions are
influenced by budget cycles, policy changes, and
planning timelines. Events that align with those
cycles provide more meaningful opportunities for
engagement.
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What Separates Valuable Events from Noise

Not every event delivers meaningful value.
The difference comes down to a few key factors.

e First, the quality of the audience. Events that
consistently attract active decision-makers,
influential stakeholders, and practitioners
responsible for execution provide firsthand
insight that cannot be replicated elsewhere.

e Second, the level of engagement.
Environments that enable conversation—not
just observation—create opportunities to build
relationships and understand how agencies are
thinking.

e Third, the relevance of the content. Programs
shaped by ongoing engagement with government
leaders tend to reflect real priorities, real
constraints, and real-world implementation
challenges.

e Fourth, the longevity and consistency of the
event itself. Events that have been established

over time often signal that the format, audience,
and topics are valuable enough to sustain
continued participation. At the same time, newer
events built around proven concepts can also

be highly effective—especially when they attract
the same caliber of attendees and align to clearly
established needs in the market.

e Finally, the quality of speakers and
contributors. Events that feature active public-
sector leaders—those responsible for setting
priorities, managing budgets, and implementing
solutions—provide far more actionable
insight than those driven primarily by vendor
perspectives or secondhand commentary.

This reflects a broader shiftin complex buying,
where buyers increasingly value consistent,
trusted interactions across multiple touchpoints
over time rather than relying on a single point of
engagement when making complex decisions.




How High-Performing Vendors Approach Events

REACTIVE VS. STRATEGIC EVENT USE

The difference between showing up and showing value.

REACTIVE: TACTICAL ATTENDANCE 0 STRATEGIC: PURPOSEFUL ENGAGEMENT

Short-term thinking. Low impact. Long-term thinking. Lasting impact.

Q- o?-m-8i-C

ATTEND SCAN BADGES LEAVE LISTEN LEARN BUILD INFLUENCE
RELATIONSHIPS
Show up Look for Miss opportunities. Understand Gain insights. Shape thinking
without a plan. quick wins. Minimal impact. priorities, challenges,  Share relevant Create trust. early and stay
and what’s next. knowledge. Expand your top of mind.
network.

Limited relationships. Limited influence. Stronger relationships. Greater influence.
Unpredictable results. Predictable pipeline. Better outcomes.

High-performing vendors don’t just attend events—they use them to lead, influence,
and drive results across the SLED market.

Most vendors attend events to generate leads. They focus on building familiarity over time rather
than forcing immediate outcomes.
High-performing vendors approach them differently.
And they recognize that the value of an event is not

They use events to listen before they speak. To measured by what happens on-site, but by how it
understand how agencies are defining problems. informs their broader go-to-market strategy and
To observe how stakeholders align—or fail to alignh—  strengthens relationships over time.

around priorities.
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Where Events Fit in the SLED Buying Journey

THE SLED BUYING JOURNEY

Events create the greatest impact early—when priorities are shaped and solutions are still being evaluated.
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ALIGNMENT

Stakeholders align

PROBLEM
Challenges emerge
and needs are

on priorities and

recognized. possible approaches.
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EXPLORATION

Solutions are
researched and

evaluated.
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DECISION

Final evaluation,

PROCUREMENT

Requirements are
defined and formal selection, and

procurement begins. contract award.

EVENTS HAPPEN HERE

Be present early to listen, build relationships,
and shape how solutions are considered.

j@: The earlier you engage through the right events, the more influence you have on the outcomes that matter.

Government and educational buying decisions
do not begin with procurement. They begin with
conversations well in advance of an RFP being
issued—often 6, 12, or even 18 months earlier.

Events sit squarely in that early and middle stage
of the journey:

e When problems are being defined
e When stakeholders are aligning
e When options are being explored

Bringing It All Together

There is no shortage of public-sector events.

But the value of those events depends entirely
on who you meet, what you learn, and how early
you engage.

The most effective strategies focus on selecting
environments that provide access to decision-makers,
reflect real priorities, and create opportunities for
meaningful interaction before procurement begins.

Organizations that specialize in the public sector
are often better positioned to deliver on these
elements—combining direct access to the right

By the time procurement formalizes the process and
documents requirements, much of the direction—
and often the outcome—has already been shaped.

That’s why events matter. They provide access to the
moments where decisions are influenced—not just
where they are finalized.

people, consistency, and ongoing engagement
at scale.

e.Republic’s event experiences are designed with
these principles in mind, connecting vendors with
the leaders, influencers, and practitioners shaping
government priorities across the country.

Explore e.Republic’s SLED event experiences
and formats

Browse upcoming events and identify where
to engage next



https://www.erepublic.com/private-sector/in-person-events-summits/
https://www.erepublic.com/private-sector/in-person-events-summits/
https://events.govtech.com/
https://events.govtech.com/

How to Turn Events Into Pipeline

Most vendors attend events in isolation. They
sponsor one event, collect leads, and move on.
That approach doesn’t work in SLED.

The vendors who win treat events as a coordinated
system—aligned to how public-sector decisions
actually get made.

A simple way to structure your approach:

Start broad > Large conferences (understand
market priorities)

Go deep early > Leadership forums (engage
before initiatives are defined)

Align to motion - Topic events (connect to active
initiatives)

Build credibility » Functional events (earn trust
with stakeholders)

Expand by segment > Education events (adapt
messaging to distinct buying models and
priorities)

Expand by geography > Regional events (align to
local funding, policy, and decision dynamics)

Events alone aren’t enough.

The advantage comes from what happens next:

Follow up with the right stakeholders
Reinforce insights with targeted content
Align outreach to what you learned

The vendors who win aren’t attending more events.

They’re connecting events to a broader system—
where insight, access, and engagement turn into
pipeline.

In SLED, pipeline is a downstream result of trust.
And trust is built long before a deal is active—
through consistent presence, credible engagement,
and real relationships.

Events are not just part of that process—they are
one of the few places where it happens.

Ready to Strengthen Your SLED Event Strategy?

Whether you’re evaluating where to show up, which audiences to prioritize, or how to connect events to a
broader SLED go-to-market strategy, e.Republic can help.

With more than 40 years focused exclusively on state, local, and education markets, we help organizations
connectinsight, access, and engagement to build trust and create stronger paths to pipeline.

Contact your e.Republic account representative or email
us at marketing@erepublic.com to discuss your SLED event strategy.
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CONNECTING
. PUBLIC-SECTOR
e R@pUbllC PURPOSE WITH
PRIVATE-SECTOR
INNOVATION

e.Republic is a mission-driven company focused on helping government and education organizations navigate change and drive

innovation. Through trusted events, content, and intelligence, e.Republic connects private-sector companies with public-sector
decision-makers.

erepublic.com
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