How to Plan &
Maximize Customer Events

Building Relationships, Loyalty & Long-Term Growth



WHAT IS A CUSTOMER EVENT?

The Definition

Any intentional, organized experience that brings

your brand and your customers together outside of

a normal transaction. "An event is not a sale.
It's an investment in the people*
who make sales possible."

Any format in-store, virtual, or off-site
Any scale from 5 to 500 people

The goal/intention defines it. Not the format.

* Existing / potential
customers




S

Immediate
Sales

Demos, trunk shows,
live shopping, limited
offers.

"An event without a goal is just a gathering. A gathering with a goal is a strategy."

WHY DO WE DO EVENTS?

What’s the intention?

It's not about filling space — every event needs a purpose

Brand
Awareness

First impressions.
New faces. Social
reach. Continue
planting that seed.
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Customer
Loyalty

VIP access.

Appreciation nights.

Exclusive
experiences.

Education &
Authority

Classes, workshops,
clinics, panels,
podcasts.
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Community
Building

Clubs, meetups,
group outings,
recurring series.



EVENTS LIVE BEYOND FOUR WALLS

TRADITIONAL EVENTS DIGITAL & SOCIAL EVENTS

Classes & workshops Podcasts — loyal, returning audience
In-store demos & product launches Instagram & Facebook Lives

Customer appreciation nights Live shopping events (Tik Tok, Amazon, Facebook)

VIP early access / trunk shows Webinars & virtual panels




MATCHING THE RIGHT FORMAT TO YOUR GOAL

The format is the vehicle. The goal is the destination.

YOUR GOAL/INTENTION POTENTIAL FORMAT OPTIONS

@ Immediate Sales Trunk show, in-store demo, live shopping, limited VIP night

(2 Brand Awareness Community event, podcast, social live, vendor activation, pop-up

@ Customer Loyalty Customer appreciation, exclusive preview, members-only experience, outing
£ Education & Authority Workshop, clinic, class, webinar, podcast series, panel discussion, vendor days
T? Community Building Recurring meetup, club, social gathering, group outing, contest, festivals,

conservation efforts

Your Goal + Your Customer's Desire + Your Realistic Capacity = The Right Format



WHAT DOES NOT COUNT AS AN EVENT?

Not everything you post or publish is an event — here's the difference

X NOT AN EVENT v/ WHAT MAKES IT AN EVENT

. Brings people together around a moment
A regular post, reel, or advertisement &> peop g

Invites participation — there's a reason to show
up

Builds anticipation — it's scheduled in advance

Passive content with no participation

A one-way broadcast — no engagement




THE 3 W’s - WIN-WIN-WIN FRAMEWORK

A great event works for everyone in the room — not just your bottom line

ﬂ Your Business | Growth, awareness, loyalty, or revenue

Your Customer | Value, education, experience, or connection

% Your Partner / Vendor | Exposure, sales, and brand alignment

If any one of these is missing — the event is working against itself.




YOUR TEAM IS YOUR GREATEST EVENT ASSET

They are the eyes, ears, and voice of your brand

Financial Recognition Exclusive Access Ownership

Shout-outs, awards, and First look at new product,
recognition in front of vendor swag, brand
peers samples

Give them arole and title
— host, not just staff

The team members time
has value

"Customers don't remember the display. They remember the person who made them feel welcome."

Welcome Ambassador - Product Specialist - Sales Closer




EXECUTING THE EVENT

Planning gets you ready. Execution is where it all becomes real.

BEFORE — Set the Stage DURING — Own the Room AFTER — Close the Loop

Walk & stage the space early

Brief team on roles — everyone
has a job

Test all tech. Have a backup
plan.

First 10 minutes set the tone

Work the room — never be
stationary

Capture content. Fix problems
quietly.

Thank every guest personally

Post recap on social within 24
hours

Measure results vs. your goal




THE NON-NEGOTIABLES OF EVERY EVENT

Every guest should feel

Every team member should feel

Every partner should feel

Every moment should feel

Every outcome should be

WELCOMED

PREPARED

VALUED

INTENTIONAL

MEASURED



WHAT ACCELERATES — AND WHAT KILLS — EVENT AWARENESS

The timeline is 6—12 months for most retail stores — these are the variables that control it

v’ WHAT ACCELERATES AWARENESS X WHAT SLOWS IT DOWN

Consistency Long Gaps Between Events
Documentation No Consistent Format

Partners & Vendors No Post-Event Follow Up

Series Events Measuring Only Immediate Sales




HOW LONG DOES IT TAKE TO BUILD REAL EVENT AWARENESS?

You Exist

Most stores see a meaningful shift around event 3 — here's what the progression looks like

You're Trying

People Notice

You Have a Name

AWARENESS BUILDS HERE >

It Works for You




Before

Write event copy &
promo materials in
seconds

Automated RSVP
reminders & follow-
up sequences

Your Podcast

Auto-generate show
notes, transcripts &
clips

Turn one episode
into 10 pieces of
content

Al & THE FUTURE OF YOUR EVENTS

How artificial intelligence is changing how we plan, promote, and execute

During

Real-time sentiment
& energy tracking
Chat bots to answer
questions

After

Personalized follow-
up based on
attendee interest

Auto-generate
event recap posts &
newsletters

Al handles the logistics. Your people deliver the experience. That will never change.

The shops that win will use Al to do the human parts better — not replace them.



The Takeaway

How to Plan & Maximize
Customer Events

Events are investments in people — not just moments in time
Every event needs a goal before it needs a venue

Format follows goal — never the other way around

Your team IS the experience — invest in them accordingly

Al is your planning partner — your people are still the reason customers come
back
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