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Abstract 

In order to determine the impact of event planning on the audiences that different firm-hosted events 

serve, a selection of individuals spanning from smaller-scale non-profits to large-scale national brands 

were interviewed and their experiences gathered to dissect the ways in which their events’ planning and 

execution vary. The research uncovered an underlying theme of community that results from events, no 

matter their method, size, scope, location, implementation, or marketing strategy. It is this all-

encompassing theme that defines the content of this paper as it relates to the relationships that exist in 

all phases of the events, and it is this theme that proves paramount to the success of these 

organizations in building their brand equity and ultimate resonance to and connection with their 

stakeholders. By optimizing the impact of this sense of community on an event’s participants, firms will 

be able to increase engagement with their products, missions, and causes, and will subsequently be able 

to make a significant impact on their positioning in the consumer’s mind and their relationships with 

those individuals going forward. 
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Statement of Purpose 

This project was designed to examine the main attributes of firm-hosted events and how they 

systematically vary. This includes elements like the type of event, the size and logistics behind it, the 

existence of relationships between the firms and their stakeholders or amongst the latter, and the 

impact of communication strategies on these relationships. A broad range of individuals was 

interviewed for input to the data set, and the content of those interviews provides the database for this 

research paper. Event marketing is a dynamic and in many ways, an ever-growing means for companies 

to commune with and to their potential consumers. In a world of constant change, development, and 

lifestyle, utilizing new mediums such as this is important for companies to stay connected and up to date 

with their target audience. The main objective of this study, therefore, is to identify the unifying 

element(s) in event planning that lead to this connection in a strong and meaningful way, and to 

discover whether there are any aspects that firms can use to make a strategic impact through the events 

they plan. 

Statement of Relevance 

Event marketing, which is defined by Wohlfeil and Whelan as “the interactive communication of brand 

values by staging marketing-events as 3-dimensional brand-related hypperealities, (situations in which 

participants are unable to distinguish reality and simulation of that reality,) in which consumers are 

actively involved on a behavioral level and which would result in their emotional attachment to the 

brand,” is a growing medium utilized in many companies’ integrated marketing strategies: “While 

advertising and major marketing programs blast millions of consumers with the same general messages 

on television or mass media, event marketing targets specific individuals or groups at gathering spots 

where they hope to make quality individual impressions” (KanduMarketing, 2012). It is consumers’ 

perceptions of advertising that define the impact, brand awareness and equity, and ultimate sales and 

bottom line for the focal companies. In a world that is constantly trending more toward personalized 

experiences, optimization, ease, accessibility, and innovation, communicating with one’s stakeholders in 

a new and dynamic way can really be what drives the difference between the market leader and those 

left behind.  

Event marketing as a field is growing exponentially, as reportedly event marketing and sponsorships in 

the United States was the largest branded entertainment category in 2009 (Odell, 2009).  Advances in 

marketing through new mediums including social media outlets and more interactive platforms makes 

the opportunity for growth of the field very pertinent. Consumer engagement with the companies in 

which they have a connection or vested interest for one reason or another is necessary in most cases for 

the success of the company itself. This engagement exists in many ways. These are chances for 

individuals to be connected to companies and their events for reasons including: 

1. Affinity for mission or cause of the company or organization 

2. Interest in peripheral cues or elements behind the event itself or its communications 

3. Interest in similar firms or events  
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This propensity to connect to companies, brands, and products is what allows for the existence of brand 

communities. Brand communities are defined as “those groups of ardent consumers organized around 

the lifestyle, activities, and ethos of a brand” (Fournier and Lee, 2009). Belonging to a brand community 

gives a participant the unique opportunity not only to engage and connect with the brand with their 

usage behaviors and purchase decisions, but also to co-create the contents of an event as it evolves by 

actively participating with others in attendance and in the activities provided. In a world where “the 

relationships [these] consumers enact with brands are vital components of their identities and daily 

lives,” (Schau and Muniz, 2002), the fostering of and engagement with these groups drives not only 

product and firm performance but also consumer identification amongst other consumers.  

No matter the reasons behind peoples’ connections to events, there is no doubt of the fact that they 

build relationships based on any combination of these. The event itself can initiate these relationships, 

build on and develop them in some way, or have little to no noted effect on them. It is this variety of 

impacts that potentially can occur that makes events so interesting and something to be examined and 

evaluated.  

Literature Review 

Event planning is a prevalent concern for firms as it relates directly to the success of events that 

companies and brands hold to stimulate interest, increase sales, or increase awareness or connection to 

the brand by consumers. A variety of secondary sources informs this project. Many of the sources agree 

on not only the definition of event marketing and what specifically it seeks to achieve, but also on the 

existence of certain practices that prove vital to event success. 

In general, some events are planned to suit the needs of an existing group of individuals that are already 

connected to one another because of their connection to the host firm itself or its focal brand or 

mission. The study of these groups as brand communities has been thoroughly analyzed. There is also 

research into events that serve other groups that are less enduring. These are tribes or people who 

come together to form a temporary phatic community. These individuals come together around one 

single event, completely consume, engage in, and co-create it, and disband afterwards. 

Companies are well-versed in event planning’s ability to drive interest in their firms depending on the 

intended purpose behind hosting the event. Event-marketing is aimed at “positively influencing 

consumers’ familiarity, image, attitude, and emotional attachment to the brand” (Wohlfeil & Whelan, 

2006). This can be for a variety of reasons including to stimulate sales or brand awareness for products 

or charitable causes, to celebrate accomplishments or benchmark success, or to promote upcoming 

activities of the host firm.   

In addition, previous research has proposed connections between the pre-existing relationships that 

exist between the firm and event participants, suggesting that the most involved participants are with a 

marketing event before hand, the more likely they are to demonstrate high involvement with the event 

itself and also with the firm hosting the event (Wohlfeil  & Whelan, 2006). Furthermore, additional 

research suggests that by actively participating in event marketing, firms are able to show their intended 
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audience that the firm is involved with the community, thus engaging the consumer more, (Close, 

Finney, Lacey, and Sneath, 2006).  

A considerable amount of research has also been conducted to examine the impact of event-marketing 

as a communication medium between a company and its customers. In hosting events, firms can 

combine their advertising, public relations, and other forms of traditional marketing with the elements 

of an event, where the audience is its attendees.  

What has not been examined in detail, however, is the impact of different communications strategies 

around the event on the development of it and how it impacts the engagement of participants. How 

does the strategy a firm chooses to employ impact the end result? This topic deserves more 

investigation.  

Furthermore, virtually absent from the literature is the impact of different kinds of relationships that 

exist between the attendees of an event and the firm. There may at times be relationships that were in 

existence before an event occurs, ones that develop inside the space and time of the event, or even 

those that happen or continue through past the time at which the event itself ends.  Also, there are 

many times relationships that exist or develop between participants of a firm’s event-marketing, and 

this leaves room for examination as well. These relationships are absolutely paramount to the success of 

those events for those organizations when it comes to the connection that they want those involved to 

feel with their organization and therefore their commitment to their ends. 

Methodology 

This project follows a research technique known as “grounded theory,” in which theory is discovered 

from the collection of social data, as opposed to beginning with theoretical assumptions. Through a 

series of in-depth interviews with the individuals noted below and analysis of several textual sources of 

secondary research on events and event marketing, the information that serves as the basis for this 

thesis was found. 

The first stage in determining the direction of this paper and the scope of information to study involved 

brainstorming different elements that can be commonly involved with event marketing by use of 

theoretical sampling. This process allowed for research to be collected, coded, and organized as needed. 

As this method evolved, the theory of this paper was discovered as it emerged from the process. These 

different dimensions included the type of event put on by a firm or organization, who attends the event, 

(in terms of guests or participants,) the level of involvement of those individuals, and the 

communication involved with the event, (either between the firm and the guests or between the guests 

themselves independent of the entity putting on the event.) At this stage, the relevancy of each of these 

dimensions and how they affected was research problem was unknown; however it served at the 

backbone for the processes going forward. 

In order to effectively obtain information to help demonstrate examples of these elements and other 

information, the fourteen different individuals from various organizations were interviewed. They were 
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asked a series of questions, (the “Interview Protocol” of which is included in the Appendix,) and their 

responses were recorded and later transcribed. 

Once the interviews were individually transcribed, the next step was to individually go through each of 

the interviews and highlight relevant points as a means to be able to see any connections between 

them. This follows a process called iterative coding, which calls for frequent testing and checking of the 

results, allowed for constant comparison and checking between transcription data. For each of them, 

the different connections were noted and some key themes behind either the execution of the different 

events from the organizations or the intent behind them were found. After this, the secondary written 

sources were revisited and scanned for evidence of any of these key themes, and the connections 

between either a theme and a source or a source and an interview were noted.  An overview of these 

secondary sources of articles and papers is included earlier in this paper as well. 

 

Data Analysis 

The data consists of fourteen individuals that were interviewed to provide information and support for 

this paper that were either employed or associated with different firms or organizations spanning a wide 

geographic area and differing greatly in their function, purpose, and overall mission.  The full spectrum 

of those individuals interviewed includes individuals who are or were previously affiliated with 

companies that included for-profit firms, non-profit organizations, and charitable organizations. A 

summary of each of the interviewees is included for informational purposes.  

 

Interviewee Backgrounds 

Nick Pirie 

Nick Pirie is the Vice President of Promotions at SCVNGR. SCVNGR is a location-based scavenger hunt 

built entirely of technology and applications utilizing smart phones, (Bilton, 2010). In this sense, the 

Name of Interview Contact Company/Affiliation

Nick Pirie SCVNGR

Tana Jones Tucson Jewish Community Center

Joanna Draeger Gallo Wine Company

Courtney Anthony Arizona Athletics

Linda Hannen Henkel

Shannon Uribe Eller College of Management  - Professional Development Office

Jake Schreiber Eller College of Management  -Department of Marketing

Melissa Doyle Boys and Girls Club (Greater Scottsdale)

Susan Butler Women's Leadership Conference: University of Arizona

Genna Dreier Integrative Touch for Kids (ITK)

Stacy Gollinger ASU Gammage (Gammage Ambassadors)

Jill Hall University of Arizona Alumni Association

Marguerite Brown Mash Bash - Event Productions

Marc Mutnansky Grammy Awards - Awards Department
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details around how the event occurs and develops are dictated by the clues given to the individuals, as 

they are directed to a series of venues within a 1 mile radius to accomplish a list of various tasks. Upon 

completion of these, they score points and are granted the information necessary to advance further. 

This example in particular is dual-natured in the sense of its hosting, as it occurs not only in the actual 

physical locations that the game’s clues direct the participants to, but also in this virtual world in a sense 

that connects the contestants to the game in the first place. Nick prides himself and his company on the 

ability to use their “experiential promotions” to make the experience of this event an effective source of 

marketing for any company for which they develop this “cultural institution” to peek client interest (Nick 

Pirie, phone interview, 14 November, 2011). 

Shannon Uribe 

Shannon is the Coordinator of Special Events and Leadership in the Undergraduate Office at Eller College 

of Management at the University of Arizona. She is in charge of the undergraduate events related to the 

program, including Pre-Business activities, cohort orientation, (which occurs at the start of students’ 

professional phase of the curriculum,) and skills workshops pertinent throughout the course of a typical 

undergraduate’s 4-year plan. She has dealt with events ranging in size anywhere from 40 students for a 

skills workshop to a few hundred for the larger events such a cohort orientation. While all of her 

attendees are students, they vary in their level of commitment to the events dependent on their 

personal interest and also on their personal progress and phase in their undergraduate career. Generally 

freshman and seniors, having more interest either to get involved or to utilize the resources to start the 

next phase of their lives, have the most at their disposal. 

Melissa Doyle 

Melissa Doyle is the Development Specialist at the Boys and Girls Club of Greater Scottsdale in Arizona. 

She manages all donor events and events that bring revenue into the non-profit organization. The scope 

of her events typically ranges in size from 50 to several hundred, (especially when it comes to the larger 

events like the Mark Grace Invitational Golf Tournament, in which the Boys and Girls Club is a 

beneficiary participant.) Individuals that attend these events are usually major donors, corporate 

sponsors, or specific individuals that have a desire to get involved with the club for one reason or 

another. These can vary from merely an attraction to certain products and experiences that the Club just 

happens to be holding such as the “Uncorked and Unplugged” event, (about wine, food, and 

socialization,) to actually having a vested interest in the Club and in the inherent mission it represents, 

as “I think anytime you’re helping kids people get a good feeling,” (Melissa Doyle, phone interview, 9 

November, 2011). This good feeling drives the motivation to engage for many. 

Jake Schreiber 

Jake is a program coordinator at the Eller College of Management at the University of Arizona, and he, in 

part with the Senior Program coordinator, coordinate and manage any of the events that are held within 

the Marketing Department there.  Typically the deals with events in size anywhere from 100 to 200 

students, depending on whether it pertains to any of the major 3 events that the department deals with. 

The largest of these is the “Thinking Forward Conference” event that the departments’ faculty and 
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students are a part of every year. This event provides the opportunity for education through guest 

speaking content, and networking with important individuals in the industry that is the focus of the 

conference in that particular year. The themed event, which is developed based on the changing 

interests of the target audience, (the students, in large part,) showcases the different ways in which the 

department tries to stay connected with students in the best and most convenience ways possible. This 

includes not only traditional word-of mouth communications and emails, but also an expanded social 

media presence and relationship. Movement in this direction decreases ‘inbox clutter’ for the students 

and is increasing their engagement via a platform that they like, (such as Facebook.) The department has 

found the reaction to be favorable since its start. 

Courtney Anthony 

Courtney Anthony is the Assistant Director of Community Relations and Special Events for Arizona 

Athletics.  She deals primarily with events surrounding special events, athletic banquets, donor events, 

and any events dealing with community outreach. The size and scope of her events can vary immensely, 

as with events dealing with the sports’ teams specifically, attendance can vary anywhere from 120 to 

150 people at the Women’s Basketball banquet to upwards of 400 for Men’s Basketball and Football. 

Community outreach events, whose attendance is hard to anticipate, can be also very large in scale. She 

is an expert in utilizing relationships to make the events happen, as she also deals with the other side of 

events when it comes to companies and groups that want to use Arizona Athletics’ facilities for rental 

for their own events. Here, “past experience and where [they] have relationships” really come into play. 

Whether their purpose is celebratory in nature, related to outreach, or used for donor cultivation, the 

focus is many times “around just trying to build and acknowledge [their] fan base and [their] donor base 

and make sure that it’s a priority” when people “want to feel like they are a part of it” (Courtney 

Anthony, personal interview, 10 November, 2011). 

Joanna Draeger 

Joanna Draeger is the event marketing manager for Gallo Wine Company, the distributor for Gallo 

Winery, the largest winery in the world. Her job involves coordinating and managing all of the in-store 

demos that the company has for its different brands. These events, while smaller in scale as it relates to 

size and ease of guest anticipation, are however not her only focus. She also organizes their relations 

with events such as golf tournaments. This is an example of events that they can use as opportunities to 

be “talking about the brand and exposing the brand”. Beyond promotion and increasing brand exposure, 

the “theming” of their events are limited in the traditional sense. What are not so limited, in 

comparison, are the budgets that she typically works with. Being a  large scale company with many, 

many brands that are sold in many markets, she operates a different “retail” sort of event experience 

that builds brands through building the ideas behind the experiences consumers can have with them 

(Joanna Draeger, phone interview, 22 November, 2011). 

Stacy Gollinger 

Stacy Gollinger is the President of the Student Marketing Team for Gammage Ambassadors and ASU 

Gammage, (a local theater on Campus at Arizona State University.) Her job is to, with a team of other 



11 
 

students; promote the different events that are going on at Gammage, (such as the shows being 

featured at that time,) to the students on campus. These events with Gammage Ambassadors typically 

take place in heavily-populated student areas, (such as near the Union), and are therefore hard to plan 

for when it comes to attendance. However, they really gear their efforts towards the students that are 

interested in what Gammage has to offer, (those that have the psychographic of being interested in 

something like theater,) and this helps to focus their efforts and “stay engaged,” with this target 

population. 

Susan Butler 

Susan Butler is an author and a leading organizer of the annual “Women’s Leadership Conference” at 

the University of Arizona. This event is held for women enrolled in STEM studies; which consists of 

students studying science, technology, engineering, math, and business. The objective behind this event 

is to help women, (usually around 80 each year,) “realize what it’s like to work with other women and 

how to network and use other women to help [themselves] be successful” and help them to be 

successful in return. She advises a board of students in the planning, organization, and implantation of 

the elements behind the event. It is themed around things that are important to the students in 

attendance, (e.g. “Empowering Yourself,”) and utilizes communication strategies aimed at these women 

including print media, like flyers, a website, and email blasts. The connection to the event by the 

students is primarily based on the content provided by the guest speakers and the networking 

opportunity it has, as “they’re interested in what [the organization has] to offer” (Susan Butler, phone 

interview, 23 November, 2011). 

Genna Dreier 

Genna Dreier works with ITK, or Integrative Touch for Kids, located in Tucson, Arizona. ITK is a non-profit 

organization aimed at children with special needs and their families to provide them with access to 

different types of integrated therapies to help complement their current medical attention and regime. 

Every year they hold a retreat centered around the experiences of not only the children, but also around 

the experiences that their families are going through. They also hold a gala – the “Butterfly Gala” every 

year to gain exposure but also to thank those involved for all that they do. In addition they also hold 

other events aimed at raising awareness and funds, such as “the Music of the Soul” event, as well as 

several mini-retreats. The communication methods behind her events are important because to some 

individuals, the concept behind the organization is a “hard sell,” so making it resonate with the public in 

a meaningful and accessible way, regardless of their proximity, is really where her biggest challenges lie. 

To do this, a revolutionary campaign of social media and new communications is being implanted to 

reach out to people in this way (Genna Dreier, phone interview, 21 November, 2011). 

Tana Jones 

Tana is the Director of Development at the Tucson Jewish Community Center in Arizona, and she 

oversees all of the contributed income that comes into the organization. In terms of events, she also has 

a hand in managing the events for the donors of this contributed income, specifically the cultivation and 

stewardship events that are held for these individuals. Once sources of this income are identified and 
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committed, (donor acquisition,) those relationships need to be protected and fostered through things 

like these events, (donor cultivation.) Not only do they serve a celebratory function of all the great 

things that are done with those funds, but it serves to thank those individuals and promote continued 

contributions. Typically, they are smaller in size and scope; however they are also built around the same 

focus; the money brought in helps to fund many programs that the organization offers, including special 

needs programs, after-school programs, and summer programs for students. These programs are made 

available to the public, regardless of religious affiliation. Anyone that supports any of the programs or 

ideals behind the organization can contribute in some way while they show a need, and it is this affinity 

for what the organization stands for that drives her own marketing efforts for her job and her related 

events. 

Marguerite Brown 

Marguerite Brown is the person in charge of coordinating “Mash Bash”, which is a gala event celebrating 

the efforts of the Trauma center at the University of Arizona Academic Medical Center. The event was 

started in response to the January 8th shooting that took place in Tucson, Arizona in 2011, when 

Congresswoman Gabrielle Giffords as well as countless other individuals where shot and/or killed. The 

harrowing efforts of the trauma center at the hospital saved many people that day, and the event is 

centered on their efforts not only in that instance, but also in celebration of the fact that they do it every 

day. The event was held previously and had roughly 500 individuals in attendance. For the event in 

2012, her efforts are aimed at making it even bigger and even more successful.  

Linda Hannen  

Linda Hannen spent the majority of her career in brand management at Henkel in Phoenix, Arizona, and 

she deals with nationally-branded marketing events, (in the context of the information gathered for this 

paper.) These events are themed around the promotion of a particular product. No matter the particular 

product or brand being featured as the subject matter of their events, the main goal is almost always 

centered on the “same goal of increasing sales for usually a specific brand or several brands” (Linda 

Hannen, phone interview, 18 November, 2011). Utilizing a very large budget and numerous press and 

advertising resources at their disposal, the company was able to communicate the message behind 

featuring the product on television during an episode of the “Apprentice.” Through not only featuring 

the product on the show but also in “buy[ing] the episode,” the company was able to run their 

commercials within those time slots and also use mediums such as in-store signage, print elements, and 

social media. 

Jill Hall  

Jill Hall is the Vice President of Student and Alumni Relations for the University of Arizona Alumni 

Association, and she oversees the national chapter network of alumni throughout the country that 

exists. This includes events, clubs, and any type of thing that “[brings] Arizona wherever [the Alumni 

Association members] go.” Aimed primarily at promotion and exposure for the school and brand, the 

events she oversees also have the goal of stimulating networks of connections between past students in 

cities throughout the nation, and also preserving these relationships for the value they bring. Utilizing an 
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online system called “Razor’s Edge”; she is also able to target specific individuals and groups for the 

eventual goal of fundraising. By holding alumni events and fostering the relationships between them, 

she is able to increase engagement with the brand and hopefully capture that with financial 

commitment going forward (Jill Hall, personal interview, 27 January, 2012). 

Marc Mutnansky 

Marc Mutnansky is an employee of the Awards Department at the Recording Academy that annually 

presents the recording industry’s most prestigious award, the Grammy. The Grammy Award 

presentation is an event that literally takes planning on a nearly year-round basis, and the scope of this 

planning makes it truly unique. In particular, Marc deals with an event during the week before the main 

show called the “Special Merit Awards Ceremony and Nominees Reception”. This event is designed to 

recognize the achievements of the recipients of the “Lifetime Achievement Award,” the “Trustees 

Award,” and the “Technical GRAMMY Award”. This exclusive event, like many others surrounding the 

award show, it designed to be exclusive. In being invitation only, it ensures that the correct people are 

able to attend and be recognized or to celebrate the recognition of others. In comparison with the 

actual Grammy Award ceremony, it is much smaller in scale. It does however still involve an incredible 

amount of preparation. It is equally important, however, to take care with the relationships that exist 

within this elite group of performing artists and industry members.  

Findings 

Through careful synthesis of many secondary scholarly articles and the information gathered from the 

in-depth interview contacts sourced for this paper, it is clear that there are many elements that can 

highlight differences between events.  This paper reveals four different elements that can have an effect 

on the community of an event and the development of the relationships within it including: (1) the type 

of event, (2) the venue selected, (3) the invitation and type of communication used to reach out to 

attendees, and (4) the level of pre-disposed involvement attendees and participants feel with the 

organization or firm hosting the event.  
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TYPE OF EVENT 

The first and perhaps most glaring of these is the purpose behind an event. According to Julia 

Rutherford Silvers, author of “Professional Event Coordination”, “A theme [of an event], by itself, 

doesn’t mean much. It gains value in three ways: (1) the experiences audience members invest to 

interpret it. (2) How convincingly you develop it. (3) How well it amplifies you core message.” (206). 

Each of these examples discussed encapsulates one, if not all, of these ways.  

Events are also held in order to; either directly or indirectly, support the “core message” of some pre-

determined purpose. For instance, some are held for the purpose of promotion of a firm, organization, 

or brand. These allow for an increase in sales, market share, or simple brand awareness in the mind of 

the consumer. These cater to individuals that are interested in the events of company’s because they 

are already consumers or are identifiable as the target potential consumer of what that firm has to 

offer. Event-object involvement, is when an individual’s long-lasting interest in the brand or product 

category (Richins & Block, 1986). This involvement connects people to the communities that exist 

around a brand by their usage behaviors and experiences with the brand itself, rather than because of 

an external factor. 

Linda Hannen’s events with Henkel, in particular with the nationally-branded entertainment event 

featured on the Celebrity Apprentice in 2010, allow for the firm to get their products out and exposed in 

another medium to the target market.  By utilizing a “360° marketing”, the company was able to 

“transmit a consistent message….[by using] a lot of different vehicles at once to get that done”. This not 

only gave exposure to Henkel and its products but also increased the involvement of the consumer by 

reaching them in a relatable way. By hosting a challenge on the television show, the brand was able to 

come into the homes of those watching and be a part of something bigger. People who are users of 

Community 

Type of 
Event 

Location 

Pre-exising 
Relationships 

Anticipation of 
Attendence and 
Communications 

Strategy 
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these firms’ products are therefore in a relationship as part of these communities because of their usage 

behaviors and their history of purchase decisions of those brands. While they may not be highly 

committed to this brand relationship, promotions give the company an opportunity to extend their 

usage as long as possible and promote their customer lifetime value. In addition, by continually 

featuring a company’s products on the same mediums over and over again or by repeat –sponsoring, 

“sometimes you build some longer term awareness for your product with consumers that are 

continually are attending that same event” (Linda Hannen, phone interview, 18 November, 2011.) 

Other firms also use their products as the focus of events planned for the purpose of not only building 

sales of the product itself, but also to develop the participants’ connection with other things that can be 

used are part of that product experience. Known as a consumption constellation, [all the other things 

that consumers do and buy outside of the focal product of brand], this concept give clues as to 

opportunities to promote your brand depending on these habits. For instance, Joanna Draeger of Gallo 

Wine Company, often uses knowledge of usage behaviors and these constellations to promote further 

interest in her wine brands. By showcasing something like a pasta meal next to a demonstration for a 

fine glass of wine allows for people to envision it as more than that, and instead as a meal that they can 

serve for their significant other or family. As consumer perception of products evolves and becomes 

connected to bigger, more significant things, (like a family meal,) consumer involvement and the desire 

to build a relationship with the brand increases, (even if it is only for this one instance). This also ensures 

an extended customer lifetime value. 

On the other hand, some are held for the purpose of fostering pre-existing relationships that exist either 

between the host firm and the attendee or between the attendees. In cases where pre-existing 

relationships are being celebrated and are trying to be preserved for their value to the organization, (as 

is the case with donors and sponsors,) the goal is not only to get the initial financial commitment to the 

organization through donor acquisition, but also to maintain and protect this relationship through donor 

cultivation.  In these instances as is the case with the Tucson Jewish Community Center and their “Stars 

of Giving” reception to celebrate the contributions of major donors, it is absolutely imperative that the 

company maintain a “donor-centric” perspective when holding these events. “[When] you put the donor 

in the center all the time and it’s about the donor” (Tana Jones, personal interview, 17 November, 

2011), it allows for the event to develop the way that the donors (or attendees,) want it to and for them 

to want to increase or maintain their investment.  In either of these cases, it is interesting to note that in 

some instances, the primary focus of an event being held may not necessarily be to raise funds for the 

firm. There are times when by successfully having attendance is enough to satisfy the needs of the 

company, at least at the start. “You know if it’s [to] attract a group of people to a location … [to] 

showcase what they have done” (Marguerite Brown, phone interview, 20 February, 2012).  While the 

end result is almost always to eventually increase knowledge of and participation with the brand or 

product, the most effective way to market is not always to hold events that directly push this.  

Whatever the case may be, it is interesting to note that in all circumstances, the driving factor behind 

holding an event is to encourage participation in some aspect of the firm; be it the focal products, the 

mission, or its ability to be used as a springboard for other engagement to grow.  
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Proposition 1: The type of event being held and the reason driving its purpose can have a direct 

impact on the level of commitment participants feel to the event and its organization, thus 

increasing community engagement. 

VENUE OR LOCATION 

Another example of a way in which events can have defining characteristics that stimulate continued or 

future commitment and participation by attendees is in relation to the location or venue chosen to host 

the event. The reasons uncovered behind location determination include things like the convenience of 

physical proximity, convenience due to the ownership of facilities by the organization itself, or ease of 

access due to the existence of contacts within the organization that have access themselves to select 

venues. 

In instances where companies have access to their own selection of venues, (like in their office or 

headquarters,) there is the opportunity to directly influence the success of the company’s mission by 

executing the event and its purpose within the bounds of that location. Themes and missions behind 

events, in many cases, give the company or organization a unique opportunity to connect with 

attendees in a way that is most familiar to that organization and those involved with it by hosting them 

in the place behind their fruition. “It [the venue] should always have something to do with your mission- 

and the people you’re serving.” This is pertinent to event success and success of the firm’s goal in that it 

provides the opportunity to “bring them home,” as it “reconnects – it re-engages” those participating in 

the event. By “[bringing] them home,” people are reminded of their affinity for the firm and what 

exactly the event it is throwing seeks to accomplish (Tana Jones, personal interview, 17 November, 

2011).  

Some firms are able to select their venue due to the convenience of the location or the connections it 

holds to the location of the firm itself. This relates directly to the pure ease of logistics behind an event’s 

physical geographic position. For example, for the major events of Boys and Girls Club of Greater 

Scottsdale, development specialist Melissa Doyle noted that staying close to their branch’s location and 

staying in the same area of their “constituents” makes keeping the events centrally hosted between 

those neighborhoods important. This also brings to light another important element in the sense that 

the location of these events helps with purpose fulfillment in that they seek to “give back to the 

community that [they] are a part of,” (Melissa Doyle, phone interview, 9 November, 2011). It makes 

sense to keep the money being donated by the sponsors of the branches local to that area and to make 

sure that they see their investment created value in that same area.  This increases their future 

commitment and increases their propensity to keep giving to the cause.  

Similarly, there are some firms whose contacts allow for the events to be held at locations that they 

normally may not have been granted access to. These events, as with the “Stars of Giving” major donor 

event at the Tucson Jewish Community Center, can be hosted at the homes of some of the major 

donors. Similarly with Integrative Touch for Kids, an existing board member’s contacts can directly 

influence the ability of the organization to hold their events in a likewise  desired location, (ex: a board 

member that lives in the confines of the Skyline Country Club is able to gain them more affordable and 
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easier access to the Country Club there.) Not only does this increase engagement with the cause by 

having another opportunity to express gratitude to these individuals and show them the value they are 

creating by their contributions, but it also builds stronger bonds within that community space. 

Related to this idea also is the concept of exclusivity. When individuals are able to have access to things 

that they otherwise might not, it changes their perceptions of the place and, in some cases, the mission 

or cause of the organization. People may be connected and know each other because they see each 

other every day. This familiarity is comfortable for individuals but it also can at times contribute to 

compliancy with their dedication to the cause. By providing people with the opportunity to be 

‘transported’ to a new place, especially one that is not only in a beautiful place but also one that is held 

in their honor or to their specific interests, it “[makes] them feel like they are special and unique.” By 

doing something like holding an event in an up-scale location, firms are able to show people the chance 

“to see how the other half lives…because everyone’s a little bit morbidly curious” and this creates a 

“draw” (Tana Jones, personal interview, 17 November, 2011). This draw leads to increased excitement 

and participation in the event. This aims to eventually increase engagement in and commitment to the 

community of donors for example. Therefore, people feel increasingly inclined to continue those 

relationships with those people and also the organization. 

Proposition 2: The venue chosen at which to hold the event is a direct reflection of commitment 

to the organization that is pre-existing, or a reflection of the relationships that exist amongst the 

participants and hosts. 

INVITATION PROCESS AND COMMUNICATION 

Attendance and Invitation Process 

The ability of a firm to anticipate what sorts of individuals are going to attend an event and just how 

many of them is important to success. It makes planning and execution smoother for the more obvious 

reasons, but also it shows a critical piece of whether the company is having success targeting their 

intended market. Achieving real impact with their message can be done through event marketing in 

many cases, whether they can pre-plan who is attending or not. What is important is that if they are not 

able to anticipate it, or if they do not have a set-guest list going into the event, they have a clear grasp 

on the fact that the people who they want to reach most will in fact be there, (by chance, happening, or 

luck.) In an industry and culture where “A party is only as good as its invitation” (Marguerite Brown, 

phone interview, 20 February, 2012), the invitation to those individuals in many ways can define the 

success of an event. 

By planning for attendance and anticipating both the quantity and type of attendee to take part in an 

event, the firm involved makes a direct invitation to potential attendees to participate actively. The 

invitation itself signals this activity, as event-marketing in being a pull strategy, is dependent directly on 

their choice to opt-in or opt-out of this participation. This act of selectively choosing to identify with the 

brand and take part it its event is either a result of consumers’ motivations to attend the event or 

engage with the product. It can be the end product of their past experiences with the brand that draws 

them in to engage again. By actively inviting individuals to attend, this allows them to opt to choose that 
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firm’s events and therein their product offerings as opposed to not participating or opting for an 

alternative choice. 

Some of the individuals’ questioned utilize a variety of techniques to make sure that they are targeting 

the correct demographics and/or psychographics for their brands. These include events such as those 

held by the Gammage Ambassadors, who specifically try to reach out to students who have a vested 

interest already in things like the performing arts. But utilizing this knowledge of their psychographics, 

they are able to find the people that are most likely to be engaged and impacted by their event and 

group. This is also relevant to non-profits with donorship and sponsorship, as it is helpful to target those 

who have an affinity for the cause behind the organization.  

Other companies host more open events that almost anyone can be a part of and have few entry 

requirements necessary. This is like with Linda Hannen’s events, as centered on mass-branded consumer 

products and a consumer-packaging brand, they have relevance and potential use and interest for 

virtually anyone who could have a use for them.  

Finally, some companies use very detailed screening techniques to choose their events’ participants. 

While trying to select couples to participate in the scavenger hunts at the end of which is the prize of a 

diamond engagement ring as put on by SCVNGR, the company has couples fill out intense 

questionnaires about their relationships, and its progress. This allows them to figure out the best fits to 

take part in the event. They avoid extending invitations to those who are not in the process of looking 

for an engagement ring or are at least at that phase in their relationships to avoid the end prize going to 

the wrong couple. Through these surveys which “point to different ways [they] can kind of figure out 

what this person is like before we get any indication of their income or status or anything like that,” 

(Nick Pirie, phone interview, 4 November, 2011), they are able to find the people who will be most 

affected and rewarded by winning the ring at the end of the challenge. These people are most likely the 

most committed to the event and its purpose, and are therein highly involved. 

In a similar sense, Jill Hall’s Alumni Association events directly pull information about attendees through 

their network of people in different communities across the country in ‘Razor’s Edge’. This allows for 

more segmented invitation distribution according to whatever filters they chose to utilize. By specifically 

targeted a certain group, she is able to reach out to those who are most likely to engage because they 

already belong to that segment, (for whatever reason,) and attending these events only facilitates their 

ability to engage more in that individual community and stay close to the bigger community that is the 

University of Arizona. “I think they, they want to be around other people that share common 

experiences with them,” (Jill Hall, personal interview, 27 January, 2012), and this shared experience of 

having attended the school drives their commitment to those relationships. 

Communication Strategy 

Furthermore, related to the invitation process directly is the method in which firms seek to get the word 

out about their events and create buzz for its message. This is another way in which events can be 

different, as the type of communication that exists not only between those individuals in attendance 

with each other, but also with the firm responsible for the event can vary greatly. This can diverge 
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anywhere from traditional communications means such as the creation and distribution of flyers  and 

email blasts, (as with the Women’s Leadership Conference for Susan Butler,) to a full blown web and 

social media platform presence in which all facets of the new media are utilized to their fullest potential, 

(as with Jake Schreiber and his marketing department events, Genna Dreier and what she hopes with 

continue to develop for Integrative Touch for Kids, and even Nick Pirie who’s company, SCVNGR is in 

business, at least in a logistical sense, thanks entirely to the existence of technologies such as these). 

A newer element to communication that has evolved in recent years and is becoming a dominant means 

to reach out to target customers and attendees is through social media. It allows not only information to 

be decimated to people who opt into those online spaces, but also for interaction with those people. 

This co-created content makes up the majority of the contents of Twitter feeds and Facebook pages. 

This new media delivers information to the user in a format that is not only increasingly popular in a 

world of growing technology, but also in a channel that is more and more relevant in their daily lives.   

With over 500 million active users in 2011 (DigitalBuzz, 2011), Facebook is a classic example of how 

social media is dominating traditional communication and relationship formation. Over 20 million links 

are reportedly shared every 20 minutes. This leaves an incredible opportunity for companies to connect 

with their audiences in a relatable and accessible way on a constant and dynamic basis. Many 

companies across the world have taken advantage of this trend, including many of those whose events 

are analyzed for this paper. These include: the Eller College of Management’s Marketing Department 

and Development Office, The Boys and Girls Club of Greater Scottsdale, Gammage Ambassadors, The 

Grammy’s, and The University of Arizona Alumni Association, among others. While those interviewed 

from these companies had mixed feelings as to the true effectiveness and value added as it applies to 

their own events, most shared an understanding of its importance as a means to stay relevant and 

engaged with a changing audience and consumer. Any sort of “organic chatter” being generated about a 

company or brand is helpful (Nick Pirie, phone interview, 4 November, 2011), and it acts “in today’s 

world, [as] a great avenue to get the word out” (Susan Butler, phone interview, 23 November, 2011). 

Furthermore, social media also provides an interesting connection to an event in its ability to increase 

attendance through public accountability. By being able to see who else is attending a given event, 

(particularly when it is someone an individual already knows and has a desire to hang out with or 

continue a  relationship with,) it increasing their propensity to attend. Specifically as it pertains to events 

centered on a non-profit or charitable organization, it causes people to develop “a sense of obligation – 

like in a positive sense; where like because everyone else is doing it is harder to leave the community” or 

disengage (Genna Dreier, phone interview, 21 November, 2011). This can occur also in instances where 

they participate in the event solely because of what they feel their peers or the people around them 

may think of them as a result of their attendance.   

It is worth noting however, that this concept extends beyond the constraints of social media. According 

to Wohlfeil and Whelan, “many people tend to attend cultural and sports events in order to either be 

among other people with similar interests or to be a part of a particular aspirational reference group.” 

This is to suggest that people want to be with others who are similar is one way or another, and this self-

identification with a group of people binds them to the community those individuals comprise.  
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Before  During After 

Proposition 3: The methods used to promote and communicate the event and plan for 

attendance are important to understand in the contents on how it will affect participation in the 

event, as varying techniques of both can result in varied levels of commitment and engagement. 

ROLE OF RELATIONSHIPS AND PRE-EXISITING INVOLVEMENT 

While the other different dimensions have defined the backbone of the research behind this paper and 

are important because of the competitive advantage and edge that they can provide companies that use 

them well, and even greater unifying characteristic of the importance of community transcends any 

boundary between the different events. Therefore, it has been examined that relationships are 

important as they relate to how they change and develop (1) before the event takes place (2) during and 

through the course of the event, and (3) after the event has concluded.  

 

 

 

Before an Event Takes Place 

As Courtney Anthony stated in her interview, people that attend events many times just have the 

intense desire, beyond all other motivations, “to be a part of something”. It is this sense of desire to 

belong that defines, in many ways, how communities operate. The relationships that exist before an 

event takes place in many ways can define how the event is going to progress or how those ties will 

endure after it is over. These kinds of relationships surrounding events can exist because the individuals 

have a pre-existing affinity for what the firm or the organization stands for, because there is a pre-

disposed set of psychographics that are possessed by the attendees, or because people genuinely 

identify with the brand in some way. 

Individuals can be a part of communities in many ways, whether it is in physically existing in the 

boundaries of a community, participating in interactive web platforms and social media sites in that 

community space, or in having a shared vested interest in what the company or organization hosting the 

event stands for.  In instances where there is a pre-existing connection between the attendees and the 

firm because of a love for what the firm stands for, this provides solid grounds for maintaining and 

cultivating those relationships. Take, for instance, companies that are based on some sort of non-profit 

mission have people give to the firm and support its work because they genuinely believe in the mission. 

They feel a sense of social responsibility to help those who are in need in some way, and as long the firm 

“show[s] the need” (Tana Jones, personal interview, 17 November, 2011), then many people who are 

affiliated with it seek to fill it. Altruism seems to have the most impact in these cases. This is also 

relevant to concept of memberships. If people are in some way pre-connected to a firm because of a 

membership in their practices or products, then they are likely to feel connected to the ongoing 

activities of that firm, (such as the events that are held there.) 
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In addition, the psychographics and beliefs of a set of people are at times very indicative of the sorts of 

things that they will engage with and participate in. In cases where there is some sort of charitable cause 

that a firm is involved with, the people that attend those events are often likely to attend events 

because they have a genuine commitment to the cause itself, (as opposed to the event.) This propensity 

to engage beforehand can contribute directly to engagement in the event itself with the firm.  

During the Event 

There are also circumstances where there are relationships that occur solely in the contents of the event 

itself. This can occur in continue to relationships that were built or subsisted beforehand, or solely in the 

event, (and not outside of it in either direction.) Interactivity, according to Wohlfeil and Whelan, is when 

“event-marketing offers a platform for interactive and personal dialogues between participants, 

spectators, and brand representatives”. This interactivity allows individuals, who may or may not know 

each other already, to exist within the same space and share the event experience without the necessity 

of relationships outside of it. This relates directly to the influence of consumer tribes. As mentioned 

previously, a tribe is a community of individuals that come together for the purpose of one individual 

event and then break apart at its conclusion. The entirety of their relationship is contained within that 

community space. Events like this, where those individuals are not likely to connect again, depend 

heavily on the event to provide opportunities for touch points between their attendees. SCVNGR’s 

events, while well publicized and driven by connecting from place to place within the “game” have little 

influence of a community outside of the event’s time constraints. The people who participate come 

together, compete in the event, sometimes attend an after party after its conclusion, and then disperse. 

Any connections that are formed amongst the competing teams are facilitated by providing the event 

for them to meet, but not any farther than this.  

In the case of the existence of tribes, the relationships that exist only inside of the event activities are 

hard to foster. If events are a part of a series, as with ITK’s mini events (such as their “Music of the Soul” 

event,) there are of course chance opportunities for people to re-connect and reestablish their 

relationship inside the next piece of the series. If they do not, however, share any sort of affinity for the 

subject matter or connection to the firm outside of being an event attendee, the chances of this are 

rare. Connections that develop out of these circumstances that are meaningful to the firm itself are 

beyond the norm. People may meet by chance and opt to continue communicating beyond the distinct 

timing of the event, however it is not likely to influence the firm itself or be a direct cause of any future 

participation in that firm’s events.  

In other cases, participation in the events also creates opportunities for new connections to develop. For 

events where there is a networking aspect amongst the attendees, the venue or time opportunity of the 

event provides a means for people to converse, and if chosen, continue with their relationship after the 

fact. Additional opportunities exist in which individuals chose to participate in events hosted by firms 

because of who is attending. In the case of the “Special Merit Awards Ceremony” for the Recording 

Academy, much emphasis is placed by those who organize the event on making sure that the right 

people attend. Since it is an event aimed at honoring award recipients, it is important that those people 

nominated are in attendance. In addition, those who the academy believes would like to celebrate with 
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these potential award recipients are invited, whether it be family, people who are close to them, etc. By 

targeting these relationships and making sure the nominees see the academy actively trying to engage 

those important to them in this event to celebrate in their honor, it in turn can lead to increased 

engagement of those nominees with the event planners and the academy itself.   

After an Event Occurs 

After an event has passed, there are many opportunities that firms use to take the steps necessary to 

preserve the integrity of their mission and the purpose of the event. Boys and Girls Club of Greater 

Scottsdale, for example, sends out print materials to attendees of their larger gala-type events showing 

where exactly all the contributed income from donors has gone to work. This includes telling stories of 

children, who, through being able to come up through the program at the Club because of those donors 

generosity, are now successful and thriving individuals. They also tell some of these stories at the event 

itself. This not only shows donors that the money and time they have invested in the Club, or even in the 

event, is going to the source it was intended to, but also allows for the opportunity to keep those donors 

involved going forward. Seeing the success of their contributions and the difference that they are 

making in the context of this event increases their capacity to commit again in the future and continue 

this relationship, as achieving this is the primary goals of most any business.  

Finally, there are often circumstances where, because of the occurrence of an event, new bonds are 

formed. Vendors or hosts can establish new ties, and find new touch points or contacts from attendees. 

It is paramount that the business follow- up on these relationships and pursue them for the value that 

they add to the organization. As is the case with any occasion also, individuals meet new people and 

form new relationships all the time. The hosts can facilitate this, either by providing that opportunity for 

networking or by giving attendees the means by which to socialize and form bonds in a casual and 

laidback atmosphere.  After the event, this also has the potential to inspire new connections to form. 

Perhaps someone, such as a company, casually attends an event put on by the marketing department at 

the University of Arizona. After observing the student interest and engagement in other companies that 

are sponsors of the event, this inspires that individual to pursue the same opportunity. This allows them 

to form connections with the firm itself after the event, but also with the attendees (the students) who 

will want to engage and network with the company as well.   

Proposition 4: The means of pre-dispositional involvement and the relationships that exist 

surrounding a firm’s event can have a direct impact on the level of community commitment that 

participants feel. This includes before the event takes place, during the event itself, and after 

the event has already passed. 

Conclusion and Further Implications  

All of the differences discussed here are important and absolutely paramount to the individual successes 

of each of these events, showing the many ways in which event marketing can take different forms and 

have different outcomes. While these are important to acknowledge, the true focus on this paper is to 

find the overall unifying concept beneath all of these individual ideas. This is to suggest that despite the 
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many ways that events can be intended, planned, and executed differently; ultimately they all share a 

common bond in their importance of community and relationships around the event.  

There are many implications and ideas that businesses can take from this research to consider new 

practices or further innovate. For one, it is incredibly important that they be aware of the influence of 

this sense of community in their events. Event marketing as a strategy of creating buzz and stimulating 

brand participation is a pull strategy in that participation is absolutely necessary for success. Knowing 

these things, firms can be highly successful by building on what people already know or are naturally 

drawn towards and their motivations can be grown. 

Furthermore, utilizing knowledge of what attracts those that are in attendance to build on their 

connection to the event is very important. Utilizing methods such as these to draw customers in further 

and increase their engagement with a product or cause can help many firms accomplish the same goal. 

Likewise, if attendees are involved in a situation where pre-existing relationships are likely to occur 

either independent or dependent of the event, companies need to be conscious of maintaining this 

relationship with the attendees and make sure they are targeting the right people to get these. Events 

centered on products and brands specifically for features or attributes, as suggested earlier, likely fall 

into this category. This ensures that their connection to the brand can continue into the event and that 

they will be active participators with reduced brand-switching and increased confidence with the brand 

Regarding those who are not involved in the event because of the firms’ mission and their motivations 

are based more on peripheral cues; the firms should maximize the benefits of this and make sure that 

their contributions are not discounted. During the contents of the event, the sense of community is 

more impactful for them and this should be taken advantage of. For all of the events researched, 

participation in the event, for whatever reason, is ultimately what makes that event successful and helps 

to establish its end goal.  

This paper also suggests that the relationships that exist after the event has ended are also important to 

understand for marketers and firm owners. Individuals’ involvement beyond the span of the event can 

mean multiple things for the brand or company. The connections that are built from foundations formed 

during the event leave much room for further development. Perhaps this can lead to the individuals 

involved forming new partnerships as the result of the event, (such as networking ties made or 

friendships initiated.) This is also where the concept of feedback gathered from the conclusion of an 

event gives the firm an opportunity to grow the event, improve upon areas that did not meet attendees 

or executors’ standards, and innovate new ideas and enhancements.  

In summary, consumers engage with brands and companies in a variety of ways. Through active 

participation in events hosted by these companies for the purposes of increased sales, brand equity, and 

organizational commitment, attendees grow their own sense of commitment and identification with the 

brand or company. This increased commitment not only verifies the bonds of community that exist both 

within and around those entities, but also provides opportunities for the bonds formed between 

members and facilitators of the event to strengthen and develop.  By “beginning with the end in mind,” 

according to Susan Butler, one is able to truly describe the outcome desired through an event and see it 
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carry through its execution. These lasting relationships, in many cases, are “the end in mind” for firms, 

and so to place much emphasis on this fact can make these ties that bind. 

Limitations and Further Research 

The scope of this paper is highly dependent on the information provided by the respondents in the 

context of each of their interviews. Future research could expand on these interviews, either in length or 

in complexity, to allow for increased insight and expansion beyond the information that is able to be 

gathered in more limited and shorter cases.  

Additional research could also look further into the impact of pre-existing relationships on customers’ 

engagement with the community surrounding an event in terms of whether or not those impacted 

understand the gravity of those relationships and its impact on their own propensity to participate. Do 

they identify as a pre-existing member of that community and therefore recognize their own tendency 

to increase commitment? By looking into this through questioning of those brands’ users, owners of the 

brands could gain further insight into the ways they could further increase this sense of community by 

directly questioning the users to find out their attachments to it and how they feel they could be made 

to feel more involved and connected as part of the group. 

Furthermore, it might prove beneficial to investigate the return on investment for firms associated with 

employing event-marketing as a strategy for their business. Given that consumer involvement in the 

communities around those events can vary based on its purpose, it would be interesting to synthesize 

numerical data to find the extent to which using this tactic improves the companies’ ROI or final bottom 

line.  
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Appendix I: Interview Protocol 

Interview Protocol: 

 

1. What type of events do you plan?  

 

2. What types of the themes are involved (other than exposure for your product/company/cause)?  

 

a. What is the reason behind holding the event/events? (Fundraising/profit for your 

company, exposure for a product, maybe a special theme to your company?) 

 

3. Tell me about the budgets you typically work with. If applicable, how do you generally charge? Is 

this company-funded, or provided by sponsors or donors?  

 

4. If applicable, how do you typically choose the venue? Is there a special significance to it?  

 

5. Are your events usually independent of each other, or they part of a series?  

 

6. How do you determine what target demographics/psychographics you use for any given event?  

 

7. How many guests typically attend your events? (In general or even specific examples from the 

past)?  

a. Can you plan for this? Or are you unable to anticipate what attendance will be like? 

 

8. If you can anticipate it, is there a set guest list?  

a. How do you come up with these?        

 

9. What is the relationship between the guests outside of your event? Do they have something  

 that connects them to each other? Or to something else?  

 

10. What drives your guests to attend your events? Tell me about their connections to it?  

 

11. How do clients typically contact you?  

a. To learn about the event in the first place? 

b. To get information about it? 

c. To contact you after the fact? 

 

12. After the event has passed, what kind of follow-up communication is involved?  

 Explain 

a. Is this because of their connection to the event if it is series?  

i. For another reason? 
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b. Are there ways you reach out to attendees to stimulate their interest to come back, (if 

this is necessary) 

 

13. Tell me about how your guests communicate with each other after the event?  

 

14. What role do social media play in your events or in your company?  

a. How does this relate to the success of them, etc.? 

b. Do you think this relates at all to how customers/attendees see your company? 

 

Probes: 

o And how did this work/happen? 

o Could you tell me more about this part? 

o And how do the guests feel about this? 

o And why is this important? 

o Do you always do it this way? Or does it depend on x, y, z?... 
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