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The ROI of Your Team Attending Drive

Drive is a two-day B2B marketing conference in Stowe, VT. Here's why it's worth the
investment.

The whole room is B2B marketers working together on shared business

problems.

Drive is intentionally small -- around 400 people -- and everyone there is a B2B
marketer. It's not a general business conference or a vendor expo. Your team member
will spend two days with peers working through the same pipeline, content, and Al
challenges you are. Past attendees have included CMOs, VPs of Marketing, and
marketing leaders from companies at every stage -- around 1in 4 comes from a
company doing $100M or more in annual revenue. If you're earlier stage, that means
two days learning from companies a few steps ahead. If you're at scale, that means
peers working through the same problems you are.

The content is built to be used immediately.

Sessions and workshops are led by actual B2B marketers sharing what's actually
working at their companies right now. Not consultants selling a framework. No vendor
pitches. Your team member will leave with specific things to try back at work the
following week.



They'll attend three interactive, classroom-style marketing workshops

and four keynote sessions.

Each workshop is hands-on and built around a framework they can bring back and
implement at your company. The workshops are taught by other marketing
professionals that have solved similar challenges like creating content with Al,
growing demand with new channels and more. On top of the workshops, they'll also
attend four keynote sessions from some of the most respected voices in B2B
marketing.

The connections last beyond the event.

The schedule is designhed around connection -- long breaks, shared meals, optional
excursions. The peers your team member meets at Drive become references,
collaborators, and resources long after the conference ends. 37% of past attendees
already chose to come back this year. That's the clearest signal we have that people
find it worth the investment.

B2B marketing is changing faster right now than it has in years. Al is reshaping how
marketing teams work -- new tools, new workflows, new ways to generate pipeline
and create content -- and most teams are still figuring it out. At the same time, budgets
are tighter and teams are leaner, which means every person has to do more with less.
The tactics that worked two or three years ago aren't producing the same results.
Drive is where the B2B marketers already figuring this out come to share what's
working for them.

Drive happens in September, which puts new frameworks and ideas in your team's
hands before Q4 planning. The marketers in that room are the ones already working
through these changes. That's the room you want your team member in.



What Your Team Will Learn

Three workshops over two days, plus four keynote sessions. Workshops cover the full
range of B2B marketing -- demand generation, content, brand, ABM, product
marketing, and go-to-market strategy. Your team member picks three sessions most
relevant to what your team is working on right now. They'll walk away with specific
frameworks and playbooks they can implement the week they get back to work.

Keynotes
Speaker Talk Why It Matters
Seth Godin This is B2B Marketing A rare afternoon with one of the

Author & Entrepreneur

most influential voices in marketing
--focused entirely on B2B.

Founder, The Practice Lab

Overwhelm

Ann Handley ARE WE OKAY? A reset for marketers who want to
Chief Content Officer, move hearts and minds, not just hit
MarketingProfs metrics.

Kara Hardin Ambition in the Age of For marketers expected to do

everything -- how to stay sharp
without burning out.

Louis Grenier
Founder, Stand The F*ck Out

How to Stand Out in the Age of
Al

Practical differentiation strategy for
a world where everyone's using the
same tools.

Workshops
Speaker Workshop Category
Jess Cook Baby Got Brand: The New Early Stage Brand
VP of Marketing, Vector Marketing Playbook
Diane Wiredu How to Build a Messaging Playbook That | Product
Founder, Lion Words Works in 2026 Marketing
Christina Le Building a B2B Social Engine That Doesn't | Social
Head of Marketing, Slate Feel Like B2B
Ross Simmonds How to Engineer Your Brand Into the Content
Founder & CEO, Foundation Marketing Memory Layer of Every LLM
Tara Robertson Built for What's Next: A Practical Content
CMO, Bitly Framework for the Al-First Marketing Org
Anthony Blatner The Insider LinkedIn Ads Plays for 2026 Advertising
Managing Director, Speedwork
Spud Rule Stop Guessing, Start Sprinting: A 90-Day | Marketing




VP of Marketing, Lendio System for Finding Your Next Winning Strategy
Channel

Alex Howe $2-$50M in Revenue in 5 Years Without a | Marketing

SVP of Marketing & Growth, Funnel Leasing | Paid Ad Budget Strategy

Casey Patterson Hand-Crafted Marketing at Scale Through | ABM

Director of NoAm ABM, Snowflake Agentic ABM

Drew Giovannoli Stop Losing to Competitors You Should Product

Founder, BuriedWins Beat: A Buyer Recruitment and Interview | Marketing

Playbook

Hailey McDonald

VP of Revenue Marketing, Sprout Social

One Team, Two Motions: PLG and
Enterprise Together as Your Biggest

Demand Gen

Efficiency Advantage
Brendan Hufford Escaping Checkbox Marketing: Build a Content
Head of Marketing, Growth Sprints Content Strategy You'll Never Have to

Redo
Brianna Doe How to Launch a B2B Influencer Pilot in 90 | Social
Founder, Verbatim Days
Emily Giddings PMF Isn't a Feeling -- It's a System Product
Marketing Manager, Work & Co Marketing
Preethi Sundaram How to Build Pipeline When Entering a Marketing
Director of International Marketing, New Market Strategy

Attentive

Jonathan Rosenfeld
VP of Marketing, Hologram

Systems Over Headcount: The GTM
Engineering Playbook

Demand Gen

Hunter Talpas & Jenna Cason How Brand + Demand Stopped Fighting Marketing
Tekmetric and Started a Movement Strategy
ldo Mart Live-Action Marketing Session: How to Marketing
CMO, Manychat Drive and Measure Brand Exposure All the | Strategy

Way to Revenue




Common Questions

Is this the right conference for our team®?

Drive is built specifically for in-house B2B marketers. Everyone in the room has the
same job as your team member -- working inside a company, trying to build pipeline,
create content, and grow a brand. People attend from companies at all stages, so
they'll be learning from peers and from people a few steps ahead.

What will they actually come back with?

Three workshop frameworks they can implement immediately, takeaways from four
keynote sessions, and a network of B2B marketers they can call on after the event.
The workshops are hands-on by design -- attendees leave each one with something
concrete, not just slides to review later.

Is the timing a problem -- three days out of office?

It's two days of programming. They fly in Tuesday afternoon, programming runs
Wednesday and Thursday, then they fly home Friday morning. If anything urgent
comes up, there's space at the venue to step away for calls.

Can't they just watch recordings?

Not all sessions are recorded. And even the ones that are don't capture what makes
Drive worth the trip -- the conversations over breakfast, between sessions, on a hike.
That's the peer network piece, and it doesn't happen on a recording.

Why Drive over other conferences or training options?

Most conferences are broad. Drive is built specifically for in-house B2B marketers --
not general business, not sales, not a mixed audience. Every session, every workshop,
every person in the room is focused on the same discipline. The content is
practitioner-led, which means your team member is learning from people who have
the same job and have already solved the problems they're working on. That's a
different level of relevance than a general marketing conference or an internal
training program can offer.

What's the total cost?

The ticket is $1,299-$1,499 depending on membership status. Total trip cost including
travel and hotel typically runs $3,000-$5,000. Most meals are included -- see the full
breakdown at the end of this document.



Who’s Attending 2026
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What People Say

Drive is a must-attend event for marketing leaders and professionals
looking to up-level their game. Informative speakers, valuable breakout
discussions, and the chance to build meaningful relationships while
taking in the local beauty of Vermont.

— Bill G., SVP of Marketing, Esper

It is an amazing feeling to attend a conference where you know you will
meet like-minded people, but also incredibly supportive people. Drive
creates the space for B2B marketers to reset, revive, and ultimately
thrive. | came away with so many ideas of where to go from here.

— Mandee S., Senior Marketing Manager

This was my second year at Drive and | thought it was absolutely the
right choice to come back. The speakers offered a great mix of hands-on
perspective plus introducing us to ideas or skills we might want to
pursue outside of the requirements of our day jobs.

— Andres B., Senior Marketing Manager



Full Cost Breakdown

Item

Cost

Notes

Ticket (in-house
marketer)

$1,299-$1,499

Exit Five members: $1,299. Non-members:
$1,499.

Hotel - The Lodge at
Spruce Peak (on-site)

$299-$399/night

Rooms from $299-$399. Plus resort fee &
tax.

Hotel - BlueBird or
AWOL (off-site)

$219-$489/night

Boutique options 14-15 min away. Shuttles run
daily -- no car needed.

Airport shuttle

Included

Runs Tuesday and Friday to/from Burlington
International Airport.

Meals Mostly included Breakfast and lunch both days. Budget for 2
dinners on your own.

Travel $[estimate]

Total $[fill in]

Most attendees are in and out in 3 nights. An Uber from Burlington airport runs roughly
$75-$100 each way if you skip the shuttle.




