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This master’s thesis examines the objective setting and evaluation of marketing events in the 

alcohol industry. This research aims to build a framework for the case company to map out 

the elements to be considered in the event objective setting and evaluation. 

This research consists of key theoretical literature related to events as a marketing tool, 

objective setting, and evaluation of events. Theoretical discussion on event marketing vastly 

focuses on event execution and process. This research takes a wider, holistic approach to 

events in an organization. Key theories presented include traditional marketing, integrated 

marketing, experiential marketing, and event management theories and approaches to 

marketing strategy, objective setting, and evaluation. The empirical part is conducted as 

constructive research utilizing both secondary and primary data and includes elements of 

action research. 

In the case company, events play a notable role in marketing due to the highly regulated 

marketing in the industry, organizational structure, and characteristics of the brands in 

question. The developed evaluation framework is divided into three parts objectives, 

process, and evaluation, and maps out the different factors to consider. The framework itself 

can be approached both from a strategic and operative perspective. One can view the 

framework as a strategic marketing tool in the planning or approach it more as an operative 

checklist type of tool for both event management as well as evaluation.  Based on the 

feedback the developed framework was considered valuable. In the research, the importance 

of internal alignment, communications, objective setting, and especially the potential of 

wider utilization of events in organizations objectives was highlighted. The managerial 

relevance and the empirical contribution of this research can be evaluated as high. 
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Tutkimuksessa tarkastellaan tapahtumien arviointia ja tavoitteenasetantaa alkoholialalla. 

Tavoitteena on rakentaa case yritykselle prosessimainen viitekehys tapahtumien 

tavoitteenasetantaan ja arviointiin. 

Tutkimuksen teoriaosuudessa kartoitetaan pääteorioita ja näkökulmia tapahtumien käyttöön 

markkinoinnissa. Lähdeaineistona käytetään tieteellisiä tutkimuksia sekä alan kirjallisuutta. 

Suuri osa tapahtumiin liittyvässä markkinoinnin kirjallisuudesta keskittyy tapahtuman 

suunnitteluun ja toteuttamiseen hyvin käytännönläheisesti, joten teoriaa täydennettiin 

laajemmalla näkökulmalla markkinointistrategiasta ponnistavaan tavoitteiden asetantaan ja 

arviointiin.  Tutkimus on toteutettu konstruktiivisena tutkimuksena ja siinä on hyödynnetty 

tapaustutkimuksen työkaluja. Empiirinen osa koostuu aineistotutkimuksesta, jonka 

perusteella rakennettua alustavaa viitekehystä tarkastellaan ja arvioidaan empirian toisen 

osan kaksivaiheisten teemahaastatteluiden avulla.  

Kohdeyrityksessä tapahtumilla on suurehko rooli markkinoinnissa alan markkinoinnin 

regulaation vuoksi sekä tutkimuksen kohteena olevien tuotteiden luonteen vuoksi. Toinen 

määrittävä karaktääri on kohdeyrityksen päämies -suhteeseen perustuva rakenne ja siten 

muodostuva yrityksen sidosryhmä asetelma. Rakennettu arvioinnin viitekehys jakautuu 

kolmeen eri osaan; tavoitteisiin, tapahtumaan ja arviointiin. Viitekehyksessä korostuu sen 

kerroksellisuus. Toisaalta viitekehystä voidaan tarkastella strategisena markkinoinnin 

suunnittelun työkaluna ja toisaalta operatiivisena check-list tyyppisenä tapahtuman 

suunnittelun ja arvioinnin työkaluna. Tuloksissa korostui kohdeyrityksen sisäisen viestinnän 

ja tavoitteenasetannan tärkeys, sekä potentiaali laajempaan tapahtuma-alustojen 

hyödyntämiseen. Haastatteluiden perusteella yrityksessä nähtiin viitekehys arvoa tuottavana 

sisäisenä työkaluna. Tutkimuksen käytännön kontribuutio on korkea, mutta laajempi 

yleistettävyys ja teoreettinen kontribuutio jää jo tutkimusasetelman vuoksi matalammaksi. 
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1  INTRODUCTION 

In the first chapter of this master’s thesis, the focus is on presenting the background and 

context of the research. Key approaches, theories, and concepts relevant to the case study 

are briefly introduced. In the final part of the introduction chapter, the theoretical framework 

and the chosen research approach together with the research plan and limitations are 

presented.  

1.1  Background of the Research 

Event marketing and events have constantly gained more interest and more share in the brand 

marketing budgets. In Finland, the event industry doubled the industry’s turnover between 

2012 and 2019 following the global trend. 2022 value of the event industry is evaluated to 

be 2.6 BN € representing 1.2% of the GDP. At the same time with the industry growth, the 

business environment and consumer behavior have changed creating a shift of focus in 

marketing from products and mass marketing actions towards customers, relationships, and 

value creation. Also, the role of marketing in organizations has evolved from cost to an 

integral element of organizations’ value strategy and marketers’ focus has turned to finding 

the most effective ways to create, demonstrate, and communicate that value to different 

stakeholders. (Wilén. 2023, p.33-34) (Hoyle. 2002, p.13) (Zarantonello & Schmitt. 2013, 

p.256) (Davis. 2017, p.15) 

Events come in never-ending forms and formats and are a multi-faceted marketing tool and 

a platform. The sheer number of elements is often massive as a single event can include 

multiple stakeholders, objectives, target groups, and communication channels. The 

balancing act of the event process and event experience objectives and alignment of those 

together with organizational and marketing plans and goals is quite a challenge. At the core 

of the events is the target audience experience that is formed through interaction and 

engagement with the event, content, and attendees. (Kumar, Senthil, Ravi. 2024, p.2) 

(Zarantonello & Schmitt, 2013. p.256) (Wood. 2009, p.6) (Hoyle. 2002, p.20) (Wallo & 

Häyrinen. 2022, p.21-23). 
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To demonstrate, evaluate, and communicate effectively value created by different marketing 

actions, objectives, and objective measurements are needed. Objective setting and evaluation 

call for alignment of marketing plans and objectives as well as reporting back to the 

organization’s strategy. Events can be seen as a tool in the marketing communications mix 

and the difficulty in value reporting or evaluation is tapping into the larger problem of 

marketing efforts effectiveness valuation and in the end the challenge of communicating the 

value of marketing. (Wallo & Häyrinen. 2022, p.21–23, 65–66) (Hoyle. 2002, p.33–51) 

(Davies. 2017, p.63) (Eagle et. al. 2020, p.349)  

The aim of this research is to develop an internal framework for a case company for objective 

setting and evaluation of their events. Marketing and event-related literature will be studied 

in the case context to map out theories and connections and applicability of these will be 

evaluated in the case company and industry. In the final part of the research, the developed 

internal tool is presented to the representatives of the organization, and its applicability is 

evaluated. The context for the research arises from the regulated case markets, premium or 

luxury brands, and integrated marketing viewpoint. 

Case company operates in the Finnish alcohol markets where events hold a steady foothold 

in the core of the marketing both with customers as well as consumers. Luxury alcohol brand 

marketing has a few key defining characteristics including market regulation and long 

production driving inventories financing by price premium as well as the brand’s focal role 

in differentiating from competition within the category (Chevalier & Mazzalovo. 2021, 

p.106). Especially due to the Finnish law and the restrictions in alcohol marketing events are 

often seen as valuable platforms to distribute information and brand-related messages, 

driving trial and testing as well as building knowledge and aspiration. Brands and products 

in question are categorized in the Finnish legislation as “mild alcoholic beverages” and 

although the law states that the marketing of mild alcoholic beverages is by default 

permitted, it does hold quite a few limitations. The main regulations limiting marketing 

actions are: protecting minors from being exposed to the brand or emblems of the brand, 

marketing that contains a promise of enhanced performance, social success, or sexual 

prowess, marketing that is contrary to good practice, inappropriate or misleading, marketing 

carried out on television, on radio and in cinemas or public places, advertising of alcohol 

which involves consumers entering a game, prize draw or contest, or exploiting content 

produced by consumers and offering advertising to consumers for sharing on online services. 
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The list is quite extensive and slightly vague in some of the ways it has been interpreted but 

in general, it does cross out quite a selection of marketing tools. What it does leave is events 

in many different formats. (Valvira. 2025) 

1.2  Thesis Structure and Theoretical Framework 

This thesis starts with studying the role of events in marketing and its macro-environment in 

the theory part. We delve into marketing fundamental theories to gain an understanding of 

the role and characteristics of events in organizations’ marketing efforts. The wider 

perspective of the role of marketing strategy is included to support organizational-level 

objectives of the empirical part of the research and form the theoretical and strategical 

foundation for event marketing.  

The theoretical part of the thesis will briefly present key theories and topics from different 

marketing approaches, such as marketing communication, experiential marketing, and 

relationship marketing. In addition, the research has dual macro- and micro-levels: 

organizational, marketing strategy, marketing tool, and event management. The second part 

of the theoretical part focuses on setting objectives and evaluating marketing and events to 

formulate a solid overview of the topic.  

Literature relevant to this specific research perspective is relatively scarce. Theoretical 

discussion can be categorized into three main categories: explicitly business and value-

creation-orientated, into pragmatic event production or management-focused, and into 

experience-centric research, with a single event in focus. Event-specific literature focuses to 

some extent on practical guidebook-style literature on how to organize and market events 

instead of theoretical or strategical approach.  

Generally, in marketing literature and academic research, the marketing mix management 

paradigm and its Four Ps are still considered the theory of marketing and in this approach, 

events are seen as communication tools. Other perspectives highlight the integration of 

operations and communications, the relationships and events experiential aspect. Most of the 

studies related to event marketing focus on singular event and brand and their connection. 

Events in organizations can be approached from multiple perspectives depending on the 

characteristics of the organization, the markets, and the chosen marketing strategy. On the 
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other end events can be structured as a department servicing different functions or another 

quite common way, especially in small and medium-sized companies is that event-related 

matters fall under marketing’s umbrella. (Neus. 2019, p.6). (Hoyle. 2002, p.138) (Kotler & 

Keller. 2019, p.34) Grönroos. 1997, p.234) 

In mainstream marketing literature events are often narrowed down to sponsoring, 

exhibitions, and public relations (PR) events and approached as a marketing communications 

tool. Sponsoring is often seen as separate from events and focuses often on sports 

sponsorship as a form of advertising. Exhibitions and tradeshows are approached as sales-

focused actions and PR events as PR tools. Another characteristic of event-related literature 

is taking the perspective of an exhibitor or a sponsor and focusing on the event level 

narrowing down event objectives to reach, and brand awareness. Approaching events from 

the traditional marketing mix tool perspective operating within marketing simplifies the 

effectiveness and evaluation of events as it leaves out the internal and external relationships, 

market orientation, and participant focus. Event marketing practitioners suggest moving 

from the traditional frameworks and categorizations of marketing mix towards integration 

with the integrated marketing approach and turning the focus from products to customers 

and experiences. (Wallo & Häyrinen. 2022, p. 21–23) (Hoyle. 2002, p.143) (Eagle, et al. 

2020, p.2-4) (Grönroos. 1997, p.3–5). 

Events and event marketing has very little objective and reliable research and lacks a 

theoretical “body” as it is a relatively new field of study. The traditional marketing approach 

to events is to consider them as marketing communication tools under the promotional 

toolset in the marketing mix model. Academic research linked to event marketing includes 

theories based on the traditional view of marketing communications and public relations as 

well as theories rising from experience marketing, relationship marketing, and lifestyle 

marketing. Research approaches and linked theories to event marketing vary depending on 

the chosen marketing strategy perspective. Events can be approached from the traditional 

marketing communication tool perspective, as a mode of communication in the aligned IMC 

strategy, or as part of the experiential marketing strategy approach and relationship 

marketing depending on the organization. The nature of events is characterized by the value 

and experience created in the interaction within the different experience elements. 

Depending on the strategy approach the focus of events is the relationship, experience-

related elements, communication message, or combination of these targeted to different 
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stakeholders. As each event participant is unique, each experience is unique. Events are so 

multifaceted that they can cover every aspect of marketing needs but require precise curation 

of the experience for the chosen target audience to reach their full potential. (Wood. 2009, 

p.247-248) (Kotler & Armstrong 2018. p.500) (Kumar, Senthil, Ravi. 2024, p.1) (Eagle, et 

al. 2020, p.353) (Wood. 2009, p.247-248) (Neus. 2019, p.1) 

Regards event evaluation, the literature offers few event-specific metrics but often directs 

focus back to the big picture of the objective setting, including marketing strategy and 

business goals. Event-specific metrics presented are often numeric metrics that are closely 

related to the event marketing process. Evaluation is often channel or engagement 

assessment and is usually based on surveys conducted among the target group. As marketing 

goals can often be qualitative by nature and can be argued to be subjective in evaluation, 

often companies aim to set numerical objectives. Marketing metrics are needed to measure 

activities and present efforts and achievements in numerical format. When looking into the 

history of different marketing metrics we can see that the evolution from financial metrics 

focus to include more intangible factors and lately towards multidimensional measures like 

efficiency. Many factors are making straightforward measurement and tracking of marketing 

effectiveness or stating the value almost impossible. The most dominant of these factors is 

the fact that nothing happens in isolation from its environment. (Farris et al. 2017, p.25) 

(Basile et al. 2023, p.12) (Wallo & Häyrinen. 2022. p. 65-66) (Hoyle. 2002, p.18-21). 

The empirical part of the research is conducted in two phases. In the first phase, one year of 

past events and their reports are studied with a secondary data analysis approach to find key 

elements and characteristics of the case event portfolio. Based on the analysis and research 

combined with the theoretical insights’ preliminary findings and framework for event 

objective setting and evaluation for the case company is presented. The second phase of the 

empirical research aims to ensure the validity of the preliminary findings, supplement the 

picture, and evaluate the applicability of the framework. The research is conducted with 

semi-constructed interviews of the company representative’s different business functions 

and analyzed with a thematic approach. In the second phase, the key findings of the 

interviews are presented together with an updated framework for the company.   

The final chapter of the thesis summarizes the key findings of the research together with the 

updated framework for the case company.  Recommendations for the case company are 
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summarized in the conclusions together with some further discussion around the event 

objective setting and evaluation in marketing in general. 

The theoretical framework pictured below illustrates the different theories and elements 

formulating the case study environment and contributing to the main research questions. In 

the theoretical framework, the context of the research is formed by four elements: the 

environment, the marketing strategy, the stakeholders, and the event participant. The 

theoretical approaches of marketing communications, relationship marketing, experiential 

marketing, and event management are presented as the main sources of theoretical literature. 

In the center of the framework event evaluation together with objectives and measurement 

illustrates the focus of the research. 

 

Figure 1. The Theoretical Framework of The Research. 

 

1.3  Research Problem and Methodology 

In this thesis main objective is to develop an internal framework for the case company to 

evaluate its portfolio of events. As the evaluation of the events is closely linked to the 

objectives and objective setting, the research consists of both. Framework is built by 

identifying potential patterns or commonalities in the case organization’s past events of 
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different objectives or event types and characteristics that could contribute to the objective 

setting and evaluation of the events in general. To develop a framework consequently, the 

research has two sub-questions (SQs) of objective setting related to events in the case 

organization and evaluation. 

 

RQ: How to build a framework to evaluate marketing events? 

What are the main factors related to marketing event evaluation? Events come in never-

ending amounts of different forms and shapes, ranging from small luncheons to large 

tradeshows, from online to face-to-face seminars, and from workshops to presentations, etc. 

Events often affect multiple business areas and can be seen producing value for different 

internal departments as well as external stakeholders. What kind of objectives are related to 

events? What are the different ways to categorize events?  

 

SQ1: What should be taken into consideration in the objective setting? 

Events in the case company often influence multiple business areas and can be seen 

producing value for different internal departments as well as external stakeholders. Should 

the specific event objectives include goals from these different entities or concentrate on 

marketing or event-specific objectives? As there are many different event formats, is there 

an applicable way to categorize these events and find commonalities in the objective setting? 

 

SQ2: What should be taken into consideration regards evaluation? 

How to measure or evaluate events? What types of metrics or measurements can be used to 

evaluate different objectives? Are we able to follow similar metrics throughout the whole 

event portfolio or do all event types have so unique characteristics or objectives that the 

metrics differ? Are there some key metrics that should be tracked throughout the whole event 

portfolio?  

As the aim is to develop an internal framework for event evaluation for the selected portfolio, 

the chosen research methodology is qualitative and utilizes constructive research with some 

elements of action research. The research process has two phases. In the first part secondary 
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source material is studied in the form of reports of one specific year’s events. From this 

material findings and preliminary managerial suggestions are formulated. In the second 

phase of the research primary material is studied in the form of semi-conducted interviews 

to formulate a final framework and managerial suggestions for the case company to evaluate 

events. Frameworks implementation is quite case specific and practical solution for 

managerial use in its nature. The aim is to create awareness and drive change by creating 

processes in the case company. 

The constructive research approach was developed by Kasanen, Lukka & Siitonen originally 

for management accounting research (Jones et Al. 2022). Kasanen et al. describe the 

constructive research approach as the construction of models, frameworks, and plans to solve 

managerial problems. Whereas model building is more concentrated on theoretical 

applicability, the constructive research approach is focused on specific problem-solving. 

(Kasanen, Lukka & Siitonen. 1993, p.2, 6) 

Action research aims to change by action and is also rooted deeply in the organization’s 

development as it requires a basic understanding of the entity, its environment, and its 

dynamics to create change. In this research aim is to generate a framework or guidelines 

regarding case events. (Coghlan, Shani. 2018, p.10) 

As Coghlan and Sani state (2018) this research method is used especially in cases where the 

researcher is an experienced practitioner looking to directly benefit their organization. In this 

case, I have been working directly with events for over a decade and with specific brands 

for over 4 years so the term “experienced practitioner” can be used to describe myself. As 

Duesbery & Twyman (2020) state regards the active role of the researcher:” The defining 

characteristic of action research is that you are the researcher, and you are interested in 

doing something to benefit your context. It is personal. Action research puts the you in 

research.” (Coghlan and Sani. 2018, p. 1) (Duesbery & Twyman, 2020, p.6)  

In the constructive research approach Kasanen et Al. (1993) state that research consists of 

different phases. Below are the phases of the research process in the constructive research 

process. 

 

The Constructive approach in management accounting research. 

1. Identifying a practically relevant problem  
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2. Understanding the topic 

3. Constructing a solution 

4. Demonstrating that the solution works 

5. Demonstrating the theoretical connections of the solution 

6. Examining the scope of applicability of the solution 

(Kasanen, Lukka & Siitonen. 1993, p. 3.) 

 

Action research is cyclical by nature consisting of multiple simultaneous cycles of action 

and reflection. In these cycles, knowledge is generated. In this case study the aim is to 

implement this cyclical process with the research process. The aim is to map out potential 

patterns and theoretical applications in case events and their role in marketing strategy. The 

first part of the empirical research is conducted as secondary data analysis over case events 

executed during 2022 as material. From these findings, we will see practical implications for 

the case brands portfolio. (Coghlan, Shani. 2018, p.20-21) (Kasanen et Al. 1993, p.3) 

In the second part of the empirical research, seven people from the case company will be 

interviewed to formulate an overall understanding of the current situation and test the 

validity of the preliminary findings from the secondary data analysis. Each interviewee 

represents a different internal business function and is chosen to formulate an understanding 

of the value of events and their objective setting and evaluation from the organization’s 

viewpoint. Interviews will be semi-structured and include presenting preliminary findings 

of the research to the interviewees. The benefit of the interview format in this case will be 

to understand the bigger context of the answers, and the semi-structured format allows to 

clarify potentially some answers.  (Hirsjärvi, Renes, Sajavaara. 1997, p.200) 

The artificial intelligence (AI) tool, Grammarly, was used in this work for language 

maintenance in the final stage of the writing process. 

1.4  Delimitations of the Research 

As discussed in the preliminary literature review, the academic research and literature are 

quite concentrated around event planning and marketing of an event, so it is noteworthy here 
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to state that this research does not focus on marketing an event but on event utilization in 

marketing and organizations. 

Measuring the impact or effectiveness of a single action in relation to a larger goal has been 

proven difficult in previous research mainly due to difficulties in pinpointing the root cause 

and causality. As this research does not concentrate on finding solutions to this very 

fundamental problem in marketing, the results will inevitably lack contribution to the theory 

field. Instead, with the chosen research methodology, we concentrate on exploring the 

specific case situation and theoretical applications relevant to that situation. Findings 

presented are managerial suggestions for the case company and thus lack the potential of 

wider generalization. 

In this case study the organization operates in the alcohol industry, and it is noteworthy that 

this research concentrates on prestige wines and spirits thus leaving out several beverage and 

product categories. This decision is mainly affecting to amount of distribution channels and 

level of marketing regulation. Although the field of social marketing related to the topic of 

responsible drinking is connected to the case industry and the organization as well as the 

brands in question, we do not focus on this but consider it as part of the regulated case 

business environment. 

1.5  Definitions 

EVENT MARKETING 

This research follows Wallo & Häyrinen’s (2022) definition of event marketing as any 

event that brings together an interactive way organization and its customers and other 

stakeholders. 

FRAMEWORK 

The aim is to develop an internal framework for event objective setting and evaluation for 

the case company. A framework is a structured model providing guidelines and best 

practices for a specific problem. 

OBJECTIVE SETTING  

The objective setting is approached as a holistic process of defining and setting clear and 

measurable goals and targets for a specific marketing effort like an event.  



 

 

17 

MARKETING EVALUATION  

In this research, marketing evaluation is approached as an aligned process aiming to 

measure effectiveness and impact against objectives holistically.  
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2  ROLE AND CHARACTERISTICS OF EVENTS IN 

MARKETING  

In this part of the research, we delve into marketing literature to study marketing 

fundamental key theories to gain an understanding of the role and characteristics of 

marketing and events in organizations. The wider perspective of the role of marketing 

strategy is included to support organizational-level objectives of the empirical part of the 

research and to form the theoretical foundation for events marketing. The second part of this 

chapter focuses on event marketing and concepts relevant to the field. 

The organization’s chosen strategy with the business mission and vision statements is the 

founding block on top of which the marketing strategy is then built. Organizational strategy 

often acts as a base for organizing its functions. Marketing strategy includes the decisions 

related to market position, target market, marketing mix, and programs. How marketing 

function is built is dependent on the organization and its operating environment. (Kotler & 

Armstrong. 2018, p.26-28) (Kotler & Keller. 2019, p.51) 

2.1  Traditional Marketing Approach 

In the traditional view, the marketing mix acts as the foundational framework in marketing 

for creating strategic and tactical marketing plans to create the desired effect in the target 

market (Kotler & Armstrong. 2018, p.77-78). The traditional way of conceptualizing 

marketing mix has been since the 1960s concept of 4 Ps of Marketing (Eagle, et al. 2020, 

p.2-4).  

The traditional marketing approach to events is to consider them as a marketing 

communication tool under the promotional toolset in the 4P marketing mix model (Kotler & 

Armstrong 2018. p.500). Below illustrated in figure 2 is the traditional approach to events in 

marketing from marketing strategy, marketing mix, and communication tool perspectives.  
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Figure 2. Events in the 4P’s of Marketing Mix of Marketing Strategy as Marketing 

Communications Mix Tool. Adapted from Eagle, et al. 2020, p.2-4, Kotler & Armstrong. 

2018, p.77-78, 425, Kotler & Keller. 2012, p.582. 

 

The 4P model traditionally consists of four elements: product, price, place (distribution), and 

promotion. Product refers to the goods or services offered for the market. Includes features 

like design and quality and any value-added elements. Price is the cost the customer pays for 

the product or service. Place is where and how the product is available, and it includes 

distribution channels and physical and digital spaces. Promotion consists of all activities to 

communicate the product and persuade customers to purchase or engage. The toolset is 

referred to as the promotion mix or the marketing communications mix (Eagle, et al. 2020, 

p.2-4) (Kotler & Armstrong. 2018, p.74, 77-78, 425) 

In the marketing communication mix the main communication modes or tools are 

advertising, sales promotions, events and experiences, personal selling, public relations 

(PR), online and social media marketing, and direct and database marketing. (Kotler & 

Armstrong. 2018, p. 425) (Kotler & Keller. 2012, p.258).  
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The Marketing Communication Mix 

• Advertising is characterized by its nature of paid promotion where the sponsor 

is recognizable, but the message is not personalized to the receiver. It includes 

digital and physical tools like outdoor, print, and digital advertising, (Kotler & 

Armstrong. 2018, p.77-78, 425).  

• Sales promotions are often campaign-type activities including events, discounts, 

and demonstrations (Kotler & Armstrong. 2018, p. 425). Some of the pitfalls are 

possible brand damage caused by frequent use of discounts for example by 

consumer perceived price fairness and lower perceived brand equity short-term 

impact of these is stronger compared to longer-term effects (Eagle et al 2020, 

p.241-246).  

• Events and experiences are company-sponsored events and activities in arts, 

sports, culture, etc. (Kotler & Keller. 2012, p.582). 

• Personal selling refers to activities related to engaging and building customer 

relationships with personal interactions with sales promotions, incentives, and 

tradeshows (Kotler & Armstrong. 2018, p. 425). Personal selling has traditionally 

showcased a potential lack of synergy and alignment in an organization 

especially with coherent message delivery as there are many possibilities for the 

message to distort or drown in the number of messages before reaching the 

consumer (Eagle et al. 2020, p.297-298).  

• Public Relations (PR) aims to build positive relations between the company and 

different stakeholders and the public by using press releases and events (Kotler 

& Armstrong. 2018, p. 425). PR can be divided into general PR and marketing 

PR (MPR) to differentiate the communication messages. General PR can be PR 

regards the company performance or crisis management where MPR is planned 

and part of the marketing strategy (Eagle et al. 2020, p.274).  

• Online and social media marketing refers to engaging individuals for 

awareness directly or indirectly (Kotler & Keller. 2012, p.582). 
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• Direct and database marketing is personalized engagement with individuals 

and communities to build relationships as well as to drive desired action (Kotler 

& Armstrong. 2018, p. 425).  

 

The 4P marketing mix model has received criticism and has many slight variations over the 

years, but it is still used (Eagle, et al. 2020, p.2-4). The main criticism of the model is related 

to its product centricity and the lack of alignment between the elements (Eagle, et al. 2020, 

p.13) (Grönroos. 1997, p.3). Kotler & Armstrong (2018) suggest considering the model of 

4As to change the perspective towards the customer from the organization’s perspective 4P 

model. The 4As can be seen as closely related to the 4Ps elements (Kotler & Armstrong. 

2018, p.79). 

 

The 4A’s of Marketing Mix. 

• Acceptability – Takes on the customer view on the Product in the 4Ps model and 

refers to the level that the product exceeds customer expectations.  

• Affordability – Refers to the willingness of the customer to pay the price. Builds 

on 4Ps price. 

• Accessibility – Customer perspective on the Place in the 4P model. The concept 

of how readily customers can acquire the product. 

• Awareness – Customers’ level of information on the product and its features. 

Builds on Promotion of the 4P model. 

(Kotler & Armstrong. 2018, p.79.) 

 

The shortcomings of the traditional approach have created in addition to variations of the 

model new approaches by changing the marketing focus and its role in the organizations. 

With the changes in the consumer decision-making process moving away from linear 

processes and markets becoming more fragmented with the technological changes, the 

marketing communications focus has shifted. This shift in marketing is both towards 

consumer centricity, and value communication, as well as moving from the traditional 
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frameworks towards integrated approaches (Kotler & Armstrong. 2018, p.425). In customer-

centricity value communication, customer engagement and relationship management play 

key roles (Kotler & Armstrong. 2018, p.38). 

2.2  Holistic Marketing Approach 

The goal of marketing is to generate value for customers and to capture that value for the 

organization through engagement and relationship management. (Kotler & Armstrong. 

2018, p.26, 28, 62) (Kotler & Keller. 2019, p.51) (Eagle, et al. 2020, p.2-4) (Batat. 2024, 

p.104). 

The holistic marketing concept presented in figure 2, is an overview of all marketing in an 

organization and provides a solid background to examine the different aspects of marketing 

role and value creation in an organization. Concept divides marketing into four areas 

integrated marketing, relationship marketing, internal marketing, and performance 

marketing. (Kotler & Keller. 2019, p.43-44) (Grönroos. 1997, p.10-11). 

 

Figure 3. Holistic Marketing Concept. Adapted from Kotler & Keller. 2019, p.44. 
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In the holistic marketing concept relationship marketing focuses on creating long-term 

relationships with different stakeholders to create and capture the created value. Internal 

marketing is aligning and onboarding internal stakeholders to marketing strategy extending 

the marketing force. Integrated marketing highlights the relation of separate marketing 

activities to others and recognizes the contribution of different activities to the strategy. 

Performance marketing focuses on evaluating the marketing effect on different aspects to 

contribute to the organization’s overall strategy. (Kotler & Keller. 2019, p.43-44) (Grönroos. 

1997, p.10-11). 

In this research, following this holistic concept of marketing, we will examine closer the 

areas of relationships, integration, and performance, and their key concepts. These in turn 

will be studied with their relation to events. 

2.2.1  Integrated Marketing  

Traditional marketing communications models concentrate on consumer response to 

communication. The different models are based on a similar foundation of how consumer 

response takes place. Traditional models include three main stages that consumers go 

through in the same order: cognitive, affective, and behavioral stages (Kotler & Keller. 2019, 

p.585). Below figure 5 presents three of the traditional models according to these stages. 

Figure 4. Classic Response Hierarchy Models. Adapted from Kotler & Keller. 2019, p.586. 
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According to Kotler & Keller (2019), the order of these stages can be utilized also differently 

in communications planning. For example, if the target group is characterized by high 

involvement but the perception is that there are no vast perceived differences between the 

products in the market opposite order of stages can be implemented, or in case of low 

involvement of the target group and low perceived differences an order of cognitive, 

behavior and affection stage can be in place. (Kotler & Keller. 2019, p.585). 

Today’s consumer as well as customer operates in a dynamic marketplace with constant 

changes in technology, online and offline channels, and platforms filled with information 

(Batat. 2024, p.104). Marketing communication targeting to purchase is based on the concept 

of buyer behavior. Buyer behavior can be seen as influenced by cultural, social, personal, 

and psychological factors (Kotler & Armstrong. 2018, p.159). The buyer behavior can be 

seen as consisting of three phases of stimuli, iteration, and action as pictured below in figure 

5 (Kotler & Armstrong. 2018, p.159). 

Figure 5. Model of Buyer Behavior. Adapted from Kotler & Armstrong. 2018, p.159. 

 

The starting point is the stimuli rising from the environment (Kotler & Armstrong. 2018, 

p.159). The iteration phase includes buyer-specific factors related to cultural, social, and 

psychological aspects and the decision-making process that is traditionally seen as 

constituting need recognition, information search, evaluation of alternatives, purchase 

decision, and post-purchase evaluation (Kotler & Armstrong. 2018, p.159,175). Changes in 

the environment have led to changes in consumer behavior and the decision-making process. 

Decision-making has shifted from a linear process towards a more cyclical and constantly 

evolving and fragmented information search to multiple online and offline channels (Eagle, 

et al. 2020, p.2-4). These changes in the consumer-environment drive the shift of 
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organizations’ marketing and sales focus from the product to the customer, to successfully 

compete in today’s market (Batat. 2024, p.104).  

Organizations are moving from the traditional marketing mix frameworks towards an 

integrated marketing communications (IMC) approach (Eagle, et al. 2020, p.2-4) (Kotler & 

Armstrong. 2018, p.425). In IMC the focus is on distributing a cohesive message through 

different channels and mediums to reach different target groups effectively (Eagle, et al. 

2020, p.2-4). The IMC approach is highlighted by the holistic and integrated role of 

marketing communications in the organization. The focus in marketing communications 

should include long-term objectives managing the relationships and engagement between 

the organization and its brands within the target groups (Kotler & Armstrong. 2018, p.431). 

2.2.1  Relationship Marketing Approach 

Organizations as well as marketing operate in an environment with multiple internal and 

external partners or stakeholders and relationship management is key to creating and 

capturing value from those relationships (Kotler & Armstrong. 2018, p.44). The definition 

of stakeholder varies largely from comprising shareholders only to including all actors in the 

organization’s operating environment contributing to the organization’s goal (Payne, 

Ballantyne, Martin. 2005, p.857-858). Christopher et Al’s (1991) Six Markets Model 

categorizes the different stakeholders into main categories of: customer markets, internal 

markets, supplier markets, referral markets, influencer markets, and employee markets to 

highlight the multifaceted environment and the relationships the company operates with 

(Payne, Ballantyne, Martin. 2005, p.857-858). In this research, we take the wider perspective 

of stakeholders to describe internal and external actors contributing to the message delivery 

with the organization to the end consumer (Eagle et al. 2020, p.255). These include 

employees, customers, value-chain partners, shareholders, community, market and even 

society (Davies. 2017, p.79). More specific group segments can be created using basic 

demographic factors like age, gender, and education level or psychographic segments like 

shared attitudes, values, and interests or more experience-focused segments related to 

personality type, social group, or level of expertise (Eagle et al. 2020, p.295) (Wood. 2006, 

p,6). Within these different markets, there are relationships and specific value chains 

contributing to the creation of customer value (Kotler & Armstrong. 2018, p.73-74).  
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Target markets can be divided into micro and macro environments. Macroenvironmental 

factors include demographical, cultural, political, technological, and political forces. The 

microenvironment is formulated in the relationships with the company, its suppliers, 

customer markets, the public, and competitors (Kotler & Armstrong. 2018, p.93). Often 

organizations operate in both business and consumer target groups (Schmitt. 2003, p.59). 

Consumer and customer are often used interchangeably in literature but there are differences 

related to buying behaviour and decision-making process. Whereas the consumer can be 

seen acting fulfilling their personal needs and business customers driving the goals of their 

companies (Schmitt. 2003, p.57). Kotler & Armstrong (2018) categorize different profiles 

of business buyers involved in the purchasing decisions into users, influencers, buyers, 

deciders, and gatekeepers. Specific roles are not necessarily explicit or commonly identified 

and are affected by environmental, organizational, interpersonal, and personal factors in the 

buying process (Kotler & Armstrong. 2018, p.192-193). 

Customer relationship management builds on customer-perceived value and satisfaction 

(Kotler & Armstrong. 2018, p.39). The customer relationship management process consists 

of customer orientation, satisfaction, retention, and profitability, and the process takes place 

in integration with of organization’s personnel, the technology, and the organization’s 

structure (Raab, Ajani, Goddard. 2016, p.7-8). An important aspect is the subjective aspect 

of value and so value should be approached from customer perception to value as this is 

what the customer acts on (Kotler & Armstrong. 2018, p.39). The potential of different 

relationships should be evaluated to base decisions for an investment of resources (Kotler & 

Armstrong. 2018, p.44). Kotler & Armstrong (2018) propose below classification of 

customers presented in figure 6 based on their loyalty and profitability. 
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Figure 6. Customer Relationship Groups. Adapted from Kotler & Armstrong. 2018, p.44. 

 

Strangers can be seen as customers with a low need for the offering and should be considered 

with low investment relationships. Butterflies are characterized by the tendency not to 

commit to a long-term supplier or partner and to be on the lookout for new deals. These can 

rarely be converted to loyal customers and should be invested in a short-time-perspective 

and transactional approach. True friends are both highly loyal and profitable and should be 

invested most in as they can generate new value like new customers. Barnacles in turn are 

highly loyal, but the relationship is barely profitable. These should be evaluated and 

profitability and investment ratios examined. The key is to understand the portfolio of the 

different relationships and the level of resources investment correct to them. (Kotler & 

Armstrong. 2018, p.46). 

Kotler & Armstrong (2018) suggest viewing organizations as a value chain where each 

department contributes to the value creation (Kotler & Armstrong. 2018, p.73).  The 

relationship marketing approach suggests a holistic perspective to marketing beyond the 

traditional marketing department view and consists of theories related to establishing and 

managing the stakeholder relationship to generate and capture value (Grönroos. 1997, 

p.334). The relationship marketing approach focuses on communication efforts to reach and 

engage and can be seen as a strategy option replacing transaction-based marketing 
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(Grönroos. 1997, p.9-10). Internal marketing process to support sales and their efforts in 

relationships and personal selling is key for relationship marketing to be successful and 

events are seen as a great tool in this (Cruceru & Moise. 2014, p.157-158).  Personal selling 

can be seen as constituting six steps prospecting, pre-approaching, presenting, objections 

overcoming, closing, and follow-up and maintenance (Kotler & Keller. 2019, p.673).  

Especially the changes in the consumer environment are key drivers behind turning the focus 

on the customer and the relationship (Grönroos. 2017, p.14). 

2.3  Event Marketing  

Event marketing is considered a relatively new concept in literature and has grown in 

popularity since the 2000’s (Zarantonello & Schmitt, 2013. p.256). Academic research 

linked to event marketing includes theories based on the traditional view of marketing 

communications and public relations as well as theories rising from experience marketing, 

relationship marketing, and lifestyle marketing (Wood. 2009, p.247-248) (Neus. 2019, p.1). 

In this chapter, we present the key theories from the field of event marketing to create a 

robust context for the research. 

2.3.1  Event Definition 

At its broadest definition, all and any event can be seen as a marketing event (Wood. 2009, 

p.2). In this research, we take the broader approach as per Wallo & Häyrinen’s (Wallo & 

Häyrinen. 2022, p.4) definition of events as any activity that brings together in an interactive 

way an organization and its customers and other stakeholders. Commonalities to all the 

different approaches can be found in the characteristics of an event. At the core of the events 

is the target audiences’ experience that is formed through interaction and engagement with 

the event, content, and attendees (Ramesh Kumar, Senthil Kumar & Aluvala. 2024, p.27) 

(Zarantonello & Schmitt, 2013. p.256) (Wood. 2009, p.2) (Wolfeil & Wheelan. 2006, p.645).  
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Main Characteristics of Events 

• Experience orientation – In events, the participant is seen as an active actor 

co-creating the event experience in the participation. 

• Interactivity – Events in nature are driving for interaction between the 

participant and the event elements like content and other participants. 

• Self-initiation – The level of voluntary participation in the event is related to 

the perceived value of the event.  

• Dramaturgy – To create an experience driving action in the participant a 

unique and emotional experience needs to be planned and executed. 

(Wolfeil & Wheelan. 2006, p.245-246) 

 

Different events differ in their planning and execution and although there are countless 

variations there can be found also commonalities affecting the objective setting and 

evaluation of events. When examining events from the event industry point-of-view we can 

see below the classification of the industry to content, format, and related businesses (Wirén 

et al. 2023, p.8).  

 

Figure 7. Event Categorizations. Adapted from Wirén et al.2023, p.8 & Kuusisto & 

Sahlstedt. 2021, p.19. 
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Quite a common way to categorize events is the format of the event. Often the different event 

formats can be seen to present a relatively clear framework both for organiser in the terms 

of planning but also for participants setting up their expectations related to the event (Wallo 

& Häyrinen, 2002, p. 65). 

Event categorization can be done also on the level of organizational ownership of the event 

planning and overall control of the event process (Zarantonello & Schmitt. 2013, p. 256-

257). Sponsorship and event marketing are seen often as separate tools or mediums as they 

are on the opposite ends of the control spectrum. Behrer and Larsson (1997) map out the 

main differences between sponsoring and event marketing in a two-axis model, where the 

organization’s control but also the risks grow when moving from traditional sponsoring to 

different event marketing formats (Behrer & Larsson. 1997, p.194).  

 

Figure 8. Sponsoring vs. Event Marketing. Adapted from Behrer & Larsson. 1997, p.194. 

 

As event formats as well as sponsorship formats vary in this research, we take on the wider 

perspective as per Zarantonello and Schmitt (2013) that “In conclusion, event marketing 

includes but is not limited to sponsorship.” and include event sponsorship in this 

(Zarantonello & Schmitt. 2013, p.257).  
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2.3.2  Experiential Marketing 

Events along with marketing and branding, have evolved into a multi-dimensional 

experience design (Davies. 2017. p. 64). Experiential marketing is based on the idea that to 

gain competitive advantage it is not enough to fulfill customer or end-user functional needs 

but connect with them by creating unique experiences with emotional connection (Batat. 

2024, p.104) (Schmitt. 1999, p.53). Eagle et. al. (2020) describes experiential marketing as 

an emotional connection established between the customer and the brand (Eagle et. al. 2020, 

p.210).  

In general, the interactive connection can take place in different contexts. Schmitt (2003) 

presents four layers of the experiential world to describe the different contexts (Schmitt. 

2003, p.66). Competitive advantage is reached through differentiation in the different layers 

and their touchpoints of customers’ experience affecting the consumer decision-making 

process (Schmitt. 2003, p.66).  

 

 

Figure 9. The four layers of the experiential world. Adapted from Schmitt. 2003, p.63. 

 



 

 

32 

On the outer level the focus is on the trends and lifestyles and identifying the potential 

trendsetters and influencers. On the second level of consumption focus is on the users and 

usage situations and their relationship with the brand. The third level is related to the nature 

and usage of the product category and the brand.  At the core is the brand or product 

experience that entails the three other levels. This layered model highlights the complex 

environment and relative subjectivity of experiences. (Schmitt. 2003. p.65-66). 

Events can be seen as especially relevant for brand experiences compared to traditional 

communication tools like advertising, events allow an engaging, interactive, and immersive 

experience (Zarantonello & Schmitt. 2013, p.261). Not all experiences are the same and do 

not have similar organizational objectives and thus differ also from the participant’s 

experience perspective. Rossman and Duerden (2019) divide experiences into prosaic, 

mindful, memorable, meaningful, and transformational depending on different variants like 

key processes, frequency and impact, engagement, required energy, and results (Rossmann, 

Duerden. 2019. p.50).  

Figure 10. A framework of experience types. Rossmann, Duerden. 2019. p.50. 

 

Depending on the different participant-related attributes the experience varies. On the other 

end of the scope are prosaic experiences that are more frequent require less energy and can 

be characterized as an “autopilot” experience. On the other end, less frequent and higher 
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energy or involvement transformational events have a greater impact and lead to change in 

the participant. (Rossmann, Duerden. 2019. p.33-50) 

The customer experience management is an approach that builds on customer relationship 

management but is more process than outcome-orientated by nature (Schmitt. 2003, p.17-

18). It consists of five steps: analyzing the experiential world of the customer, building the 

experiential platform, designing the brand experience, structuring the customer interface, 

and engaging in continuous innovation (Schmitt. 2003, p.17-18). There are many 

connections between the experiential marketing theory and IMC but whereas experiential 

marketing focuses on the experience creation IMC’s perspective is to ensure that all the 

experiences created are aligned with the marketing strategy. (Eagle et. al. 2020, p.297-298). 

(Batat. 2024, p.104).   

2.3.3  Brand Marketing 

The brand is associated with the consumers’ or stakeholders’ minds through personal 

experiences. Specific experiences and communications generating associations are outside 

of the hands of a marketer (Eagle, et al. 2020, p.144-145). Buyer behavior is influenced by 

cultural, social, personal, and psychological factors (Kotler & Armstrong. 2018. p,159).  

Brands and their consumption can be seen as supporting individuals’ identity whether it is a 

question of national, ethnic, personal, or cultural identity (Eagle, et al. 2020, p.147). Lifestyle 

marketing builds on relationships and experiences and assumes that it is not only personal 

values and beliefs that affect the customer decision-making process, but also environmental 

influences that have an impact (Li, Kandampully, Liu & Bujisic. 2021, p.2). The decision-

making process can be affected by sociocultural groups depending on how a person aspires 

to be seen, and so decisions and consumption can vary (Eagle, et al. 2020, p.146-151).  

Literature concentrates largely on products instead of services, especially the fast-moving 

consumer goods (FMCG) sector (Eagle, et al. 2020, p.4). Especially luxury brands and their 

management differ to some extent from this perspective (Eagle, et al. 2020, p.4). The 

definition of luxury is somewhat vague and depends on perspective. Phau, Wang, and Wei 

(2020) write about luxury marketing as follows: “Luxury products mostly satisfy consumer 

hedonic needs such as self-expression and social status. For instance, luxury brands bring 

hedonic experience to consumers since a brand often expresses symbolic value that 
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associates consumer identity.” (Phau, Wang, Wei. 2020. p. 1173-1174). The term luxury is 

quite multidimensional with the key factor being the subjective perceived luxury. For a 

luxury brand, it is essential to deliver on all elements of the marketing mix, premium 

packaging, high-quality places where available, minimal promotion, high price, and helpful 

and educated staff (Eagle, et al. 2020, p.144-145). 

The definition of luxury has also changed over time. Historical definitions are related to the 

etymology of luxury, which is excess, and luxury can be seen as a costly and lavish lifestyle 

(Chevalier and Mazzalovo. 2021. p.23). The concept of luxury is constantly changing, and 

contemporary luxury is somewhat full of paradoxes: limited availability or accessibility 

weighing on the other end of the scale and brand recognition and desirability on the other 

end (Chevalier and Mazzalovo. 2021. p. 3 p.440).  

Chevalier and Mazzalov (2021) argue that luxury marketing seems like the total opposite of 

traditional marketing with its high production costs and prices, low promotional activity, 

craftmanship, and limited distribution. The notion of conspicuous brand usage is often 

related to situational and hedonic consumer decision-making processes with luxury brands 

(Phau, Wang & Wei. 2020, p.1174). Hedonic consumption is characterized by experience 

and pleasure-oriented instead of task-orientation and its relation to consumers’ ideal-self 

(Wohlfeil & Whelan. 2006, p.649) (Phau, Wang & Wei. 2020, p.1173-1174). Eagle et al. 

(2020, p.317-318) list perceived benefits connected to art that could be translated to luxury 

brand events in case the brand includes cultural or strong heritage aspects. Learning about 

the specific details of the culture can be seen as a functional benefit. Symbolic benefits relate 

to the effect of social position for a person by attendance and social benefits are the 

opportunity to meet like-minded people. Emotional benefits are connected to the experience 

itself, and artistic benefits refer to the patron’s active role. In addition to the hedonistic 

consumption experience and its evaluation and effect on the consumer decision-making 

process and brand attitude, luxury brands differ from fast-moving consumer goods (FMCG) 

in the relationship with time (Phau, Wang & Wei. 2020, p.1174). Another notion on time is 

that brand perception takes a longer time to change or even tweak as the brand is so well-

known (Chevalier and Mazzalovo. 2021. p.139).  
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2.4  Event Management 

In previous chapters, we have mapped out events and event marketing from the 

organization’s strategic viewpoint. In this chapter we supplement the picture with event 

management key themes and theories to understand the event process and dive deeper into 

characteristics of events contributing to the strategical decisions to use events in an 

organization and marketing. Event management is a relatively new field of study and 

available literature in general is characterized by being produced mainly by event 

practitioners instead of academia (Damm. 2011, p.8) (Wood. 2009. p.248). Event 

management can be seen to combine areas of management, marketing, finance, analytics, 

and contextual or ethical considerations (Damm. 2011, p.9).  

2.4.1  Event Planning 

Event management often utilizes the concept of event process in event planning, to identify 

different actions and elements to consider. The event process can be seen as consisting of 

three main phases: before the event, there is the planning phase, during the event, execution-

related actions, and the post-event actions and considerations. The planning stage is the most 

time-consuming phase and Wallo and Häyrinen (2022) evaluate it as forming 75% of the 

total time spent on event organizing. The planning stage includes different plans regards 

project management, event design, event budget, and communications. Wallo and Häyrinen 

(2022) have illustrated in figure 11 how the larger macro-level elements act as the foundation 

for the whole event process. (Wallo & Häyrinen, 2022, p. 185-232) 
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Figure 11. Event Planning and Execution Process. Adapted from Wallo and Häyrinen 

2022 p.190. 

 

This wider approach including the organizational and marketing strategy foundation 

highlights the need for integration and alignment of event planning to marketing strategy as 

well as organization goals. Hoyle (2002) presents the framework of the 5Ps consisting of 

key factors contributing to successful event design. Below the frameworks 5Ps of product, 

price, place, public relations, and positioning opened. (Hoyle. 2002, p.12-21) 

 

The Framework of 5 s 

• Product refers to the event itself and evaluates the value to the participant. 

(Hoyle. 2002, p.12).  

• Price includes the financial goals of the event and the concept of the perceived 

value of the event to the participant (Hoyle. 2002, p.13-14).  

• Place refers to factors like venue location, accessibility for stakeholders, and 

visual impact (Hoyle. 2002, p.14-15). In addition to “on-site” or physical event 

locations “online” and “hybrid” places are used. Online events can be in general 

broadcast type of events with a lower level of interaction or take place in apps or 
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platforms where people meet to discuss more interactively. Hybrid events utilize 

components from both online and onsite events and combine two different 

audiences with interaction. (Wallo & Häyrinen, 2022, p.90-101). 

• Public Relations should be considered as an ongoing effort and depending on 

strategy can executed in a bold or subtle manner. (Hoyle. 2002, p.16-18).  

• Positioning includes strategic marketing decisions to align events with strategic 

objectives. (Hoyle. 2002, p.18-21).  

 

These factors play a central role in marketing strategy accommodating strategy goals into 

the event design. Overall, the more complex and multifaceted the marketing plan 

organization has, the more complex the event planning process. (Hoyle. 2002, p.12-21) 

2.4.2  Event Experience 

Events and event processes can be approached also from the participant’s viewpoint. The 

participant viewpoint highlights the event element of uniqueness as experience. Experience 

design can be seen as a key part of event planning but also as part of the customer relationship 

approach in general. Mapping out the different phases and elements contributes to customer 

journey map creation, where different points of interaction and value-creation are identified.  

From the event participant and experience point-of-view the process can be divided into pre-

event anticipation, during the event, participation, and post-event reflection (Rossmann, 

Duerden. 2019. p.10).  
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Figure 12. Event Experience. Adapted from Rossmann and Duerden. 2019. p.10. 

 

The participants’ interaction before, during, and after the event with different event elements 

like attendees, content, and the brand contributes to the perceived value (Kumar et al. 2024, 

p.30). The participant’s motivation to attend is quite multifaceted and sometimes purpose, 

individual priorities and expectations are hard to pinpoint even by the attendee (Hoyle. 2002, 

p.134-136). Participants perceived results are generated in the interaction process between 

the experience elements and the participant in each phase, but this is emphasized in the 

participation phase especially (Rossmann, Duerden. 2019. p.10).  After the event the creation 

of the experience continues with reflection and interaction and especially other participants’ 

opinions can be seen contributing to this (Rossmann, Duerden. 2019. p.10). Even if the event 

would be replicated again the results would not be exactly the same as the experience would 

be different due to the distinctive set of interactions (Kumar et al. 2024, p. 24). The 

experience process highlights the multiple factors affecting to event experience and thus the 

design of the event and the participant experience. Rossman and Duerden (2019) list six 

elements of the experience: people, place, objects, rules, relationships, and blocking 

referring to people’s movement through the experience (Rossmann, Duerden. 2019. p.60). 

Great experiences are seen to be characterized by providing stimuli, creating positive 

emotions, engaging awareness, strengthening relationships, providing meaning and 

connection, granting autonomy, and promoting competence (Rossmann, Duerden. 2019. 

p.22). 
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2.5  Summary 

To summarize, marketing in today’s environment is creating value by engaging and building 

customer relationships and capturing that value. The traditional marketing approach to 

events is to consider them as marketing communication tools under the promotional toolset 

in the 4P marketing mix model (Kotler & Armstrong 2018. p.500) (Kumar, Senthil, Ravi. 

2024, p.1). Similarly, integrated marketing approaches events as a communication channel 

in the aligned and unified communication strategy utilizing different channels targeting to 

create maximum impact in the target audience (Eagle, et al. 2020, p.353).  

The role of events in the organizations and marketing strategy is rooted in the organizational 

foundation and the chosen business strategy. Research approaches and linked theories to 

event marketing vary depending on the chosen marketing strategy perspective. Events can 

be approached from the traditional marketing communication tool perspective, as a mode of 

communication in the aligned IMC strategy, or as part of the experiential marketing strategy 

approach and relationship marketing depending on the organization. The nature of events is 

characterized by the value and experience created in the interaction within the different 

experience elements. Depending on the strategy approach, the focus of events is the 

relationship, experience-related elements, communication message, or combination of these 

targeted to different stakeholders. As each event participant is unique, each experience is 

unique. Events are so multifaceted that they can cover every aspect of a marketing needs but 

need precise curation of the experience for the chosen target audience to reach their full 

potential.  
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3  OBJECTIVE SETTING AND EVALUATION  

In this chapter, we first examine the marketing objective setting and evaluation from 

different approaches linked to event marketing: marketing communications, experience 

marketing, relationship marketing, and brand marketing. In the second part of the chapter 

focus is on the micro level of event-specific objective setting and evaluation with event 

format-specific characteristics.  

3.1  Marketing Objective Setting and Evaluation 

The role of marketing is in essence to drive and reflect the business goals or objectives 

(Hoyle. 2002, p.18). To evaluate a marketing effort or event we need to have defined strategy 

and goals and those should be rooted in the marketing plan and correlate with business goals 

and objectives (Hoyle. 2002, p.16-18). Often different business units have multiple 

objectives ranging from profitability, sales growth, market share increase, and reputation 

(Kotler & Keller. 2019, p.74). Eagle et al (2020) suggest that the objectives that are set 

should include both micro and macro -levels objectives so that both the campaign level as 

well as the broader strategic level are included (Eagle et. al. 2020, p.353). 

To successfully set objectives, there are aspects to take into consideration. Kotler & Keller 

(2019) set four criteria for objective setting to be successful. Firstly, objectives need to be 

hierarchically organized to understand the most important objectives. Secondly, objectives 

should be quantified to create clear targets. Lastly, objectives need to be realistic, universally 

understood, and consistent taking into consideration possible trade-offs. These potential 

trade-offs are related to conflicting objectives for example related to time like short-term and 

long-term sales growth, maximizing sales and profit, or market share growth and new market 

penetration. (Kotler & Keller. 2019, p.74) (Eagle et. al. 2020, p.78, 353-355) 

As the marketing strategy touches on the functions of the whole organization, tracking the 

effects back to their origin is quite tricky. The Key Performance Indicators (KPIs) should be 

constructed transferring the high-level goals to unified measurements enabling effective 

evaluation process (Basile et al.2023, p.89). KPIs are measurements quantifying 

performance and can be built by identifying the critical success factors finding the 
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corresponding metrics for them and deciding on the measurement frequency (Basile et al. 

2023, p.89). Also, as nothing happens in isolation of its environment but more and more in 

interaction the dimensions to take into consideration multiply. Another challenge arises from 

the often-qualitative nature of marketing goals and sometimes they can be argued to be 

subjective in evaluation (Farris et al. 2017, p.32). The difficulty in value reporting or 

evaluation is tapping into the larger problem of marketing efforts’ effectiveness valuation 

and in the end into the challenge of communicating the value of marketing (Davies. 2017, 

p.17) (Eagle et. al. 2020. p.349). Eagle et al. (2020) suggest that the effects are likely to be 

market or even market-condition-specific and are very difficult to track back to each 

marketing communications element (Eagle, et al. 2020, p.13). The last aspect of 

consideration is the time perspective of both objective setting and evaluation. In general, 

marketing activities like advertising or events have long-term effects on sales (Stürze, Hoyer, 

Righetti & Rasztar. 2022, p.15). The evaluation often focuses on short-term sales and tackles 

long-term sales effect with evaluations like brand awareness (Stürze, Hoyer, Righetti & 

Rasztar. 2022, p.15). 

Marketing in general can achieve multiple objectives (Kotler & Keller. 2019, p.587). These 

objectives are also closely connected to the marketing strategy and marketing role in the 

organization. Marketing measurements should include different stakeholders both internally 

and externally to demonstrate their contribution (Davies. 2017, p.17). As evaluation is 

consisting different levels and stakeholders, so should the objective setting include these as 

well. Davies (2017) states that there is a need for alignment of marketing plans as well as 

reporting to corporate strategy (Davies. 2017, p.18) (Eagle et. al. 2020. p.349). McDonald 

(2005) suggests three levels of marketing evaluation and analysis to conduct to include into 

consideration the long-term effects of actions as well as the whole organization. (McDonald. 

2005, p.256) 
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Figure 13. Levels of Marketing Evaluation. Adapted from McDonald’s. 2005, p.256. 

 

On the first outer level analysis focuses on long-term contribution to shareholder value. It 

measures how the campaign or marketing contributes to the organization’s long-term growth 

objectives. Examples of these metrics are brand equity and brand value. The focus of 

analysis on the second level is on the achievement of critical success factors. These factors 

and conditions can take any form, but they need to be satisfied so that individual campaign 

objectives can be met. These can often be cases where it takes a long time for the tangible 

return on investment to materialize like launching a new product. On the campaign level, the 

analysis concentrates on measuring and monitoring short-term tactical elements. 

(McDonald. 2005, p.256). 

In the evaluation process, the data collection consistency and observation points play a 

central role (Stürze et al. 2022, p.92). Typical data sources are sales data, media data, agency 

data, brand data, customer-specific data, and external factors-related data. (Stürze et al. 2022, 

p.92). From these sources, a selection of key data should be systematically collected and 

observed in a set time-points, for effective evaluation. 

According to Kotler & Keller 2019) marketing communication has four main objectives 

presented below. The marketing communication objectives concentrate on the micro level 
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to consumer response to the communication and macro level the organization and its channel 

and message are included in addition to considering the noise affecting the message, 

response and feedback received (Kotler & Keller. 2019, p.584-585). 

 

Marketing Communication Main Objectives 

• Establishing a need for the category – New products or product categories 

especially need to concentrate on communication to establish a motivation in the 

target audience to purchase the product. 

• Building brand awareness – Brand awareness creates the foundation for brand 

equity and consists of brand recognition and brand recall. Brand recognition refers 

to recognizing a brand when making a purchase decision and recalling the ability of 

the consumer to list brands in the category.  

• Building brand attitude – Brand attitude refers to the consumer’s perception of the 

fit between consumers’ needs and the brand’s ability to meet those needs. 

• Influencing purchase intention – These objectives concentrate on moving the 

consumer on the purchasing process to take action. Can be seen including 

marketing-channel level objectives can be divided into informative, persuasive, 

reminder, and reinforcement types of communication (Kotler & Keller. 2019, 

p.609). In B2B-context marketing can support sales objectives of prospecting, 

targeting, communicating, selling, servicing, information gathering, and time 

allocation (Kotler & Keller. 2019, p.666) 

 

Product Lifecycle approach gives a perspective to the objectives rising from the market. 

According to Davies (2017) based on the product or brands’ situation on this s-shaped curve 

different emphasizing of marketing actions is seen to be more effective. For example, new 

products or brands often need efforts in building awareness, and when the sales start to come 

in focus is turned on the differentiation from competition and when market saturation is 

reached efforts focus turn to loyalty and building the brand connection. (Davies. 2017, 

p.207). 
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Figure 14. Product Lifecycle. Adapted from Davies. 2017, p.207. 

 

Awareness-building strategies often focus on impressions through high media investments, 

whereas the growth stage is characterized by the focus on the marketing message and its 

finetuning. In the saturated sales stage to maintain relevance marketing focus is on 

reinforcing customer and consumer loyalty as well as importance to lifestyle. (Davies. 2017, 

p.207). 

Marketing communication objectives are as diverse as the field itself and often concentrate 

on a specific factor that can be influenced by communication (Eagle et al. 2020, p.80). In 

IMC the approach to objectives is integrated and holistic including business objectives, 

corporate objectives, marketing objectives as well as IMC objectives (Eagle et al. 2020, 

p.78). IMC approaches the evaluation process as a continuous effort to contribute to future 

work. It has four stages: objective setting, benchmarking, tracking, and post-testing. (Eagle, 

et al. 2020, p.353). Eagle et al. (2020), suggest changing the approach from the marketing 

communications towards an experiential marketing approach as well as moving away from 

the way of separately measuring individual actions (Eagle, et al. 2020, p.13).  

3.1.1  Marketing Measurement and Key Metrics 

Marketing efforts are often evaluated by using different metrics. Marketing metrics are often 

quantified helping to compare and analyze the performance (Kotler & Keller. 2019, p.137).  
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Looking into the history of marketing metrics usage we can see that has started by 

concentrating on the output focused financial metrics like sales and profit and developed to 

include more intangible and input-focused measurements to a multidimensional set of 

measures like efficiency (Basile, Luongo & Reinhard. 2023, p.82). Marketing needs to 

demonstrate and communicate the created value to different stakeholders (Davies. 2017, 

p.18). Stürze et al., (2022) present two approaches to marketing performance measurement: 

the marketing mix model (MMM) and the multi-touch approach (MTA) (Stürze et al. 2022, 

p.59). MMM focuses on key factors affecting the total performance variable and MTA 

approaches performance from the individual customer journey perspective (Stürze et al. 

2022, p.59-60). Often these different approaches coexist and in the performance 

measurement strategy (Stürze et al. 2022, p.64). 

Generally discussing the issue of the measurability of a phenomenon is complex and often 

there is overlap with measurements with but also “unmeasurable” areas. Wirén et al. (2023) 

present a descriptive diagram (pictured below) where A to F represents different measurable 

points, and the outer circle represents the phenomenon itself. As can be seen from the 

diagram, when measuring similar topics/things, some measurements overlap, while some 

points are far apart or not measured or not measurable. (Wirén et al. 2023, p.58) 

 

Figure 15. Event Industry’s Metrics and Measurability of a Phenomenon. Adapted from 

Wirén et al. 2023, p. 58. 

 

Kotler and Keller (2019) approach marketing evaluation and metrics with marketing control 

which refers to a four-dimensional process through which the organization evaluates the 
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marketing activities. It consists of annual plan control, profitability control, efficiency 

control, and strategic control (Kotler & Keller. 2019, p.697-698). Marketing measurements 

should include different stakeholders both internally and externally to demonstrate its 

contribution. Corporate or business level measurement includes especially financial metrics 

demonstrating marketing contribution to organizations’ overall success (Davies. 2017, p.17). 

Basile et al. (2023) Classify marketing metrics into four categories market innovation, 

financial, customer, and promotion-process-related indicators.  

 

Table 1.” The Main Existing Literature on Marketing Metrics” Basile et al. 2023 p.83. 

 

Traditional business-level financial metrics include revenue, profit, cost, and different return 

on investment (ROI) metrics (Davies. 2017, p.18). A traditional financial and widely used 

metric both in business and marketing is the return on investment (ROI). Below is the basic 



 

 

47 

formula for calculating revenue, profit, and Marketing ROI (Davies. 2017, p.19) (Kotler & 

Armstrong. 2018, p.83) 

 

Revenue = Price of Products or Services x Quantity in Time Period 

Gross Profit = Revenue - Costs 

Marketing Return on Investment (ROI) = Net Profit or Return/ Total Investment 

 

Although widespread the traditional financial formulas are restricted to accounting-based 

origins and do not measure marketing efforts’ value or effectiveness (Eagle et al. 2020, 

p.349) (Davies. 2017, 18-20). Market and brand-related measurements are often used to 

evaluate marketing performance (Kotler & Armstrong. 2018, p.84). Markets can be 

evaluated compared to business competition with different metrics like market share or at 

the communication level as a share of voice. 

 

Market Share = Sales / All Sales 

Share of Voice = Marketing Activation Spend on the Product / Total of All Marketing 

Activation Spend of a Similar Product 

 

Brands, and especially strong brands, contribute to the organizations’ value and balance 

sheet. As a brand is compromised from intangible and tangible elements, the measurement 

of brand value as such is not straightforward (Davies. 2017, p.81) (Zarantonello & Schmitt. 

2013, p.253). The concept of brand equity refers to advantages in strategic, managerial, and 

financial aspects. Measuring brand equity can be approached from many perspectives 

including financial cost perspective, brand owner perspective, and consumer perspective 

depending on the organizations’ focus (Davies. 2017, p.65). Measurement methods include 

different scorecards and surveys to quantify the intangible elements of the brand and its value 

(Davies. 2017, p.90). Consumer approach to brand equity measures brand awareness, 

loyalty, perceived quality, and brand associations with the brand (Eagle, et al. 2020, p.153-

154). The effect or influence of marketing communications on brand value or brand equity 
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is commonly accepted and agreed upon (Eagle et al. 2020, p.13). Consumer focus can be on 

the transaction, like the effect on purchase intention, purchase rate, or share of wallet (Basile 

et al. 2023, p.87). Another approach to measurement is the quality of actions generated that 

can be measured with a sentiment or by utilizing a Net Promoter Score (NPS). Positive 

sentiment is seen to drive loyalty as well as positive word of mouth (Basile et al. 2023, p.87). 

NPS is based on asking the target group’s willingness to recommend the product or service 

to others. Based on the answers, we can categorize the target group into the ones who would 

recommend i.e. the promotors, to those who would not i.e. detractors, and to ones who are 

not engaged i.e. the passives (Eagle et al. 2020, p.190-194). Tracking can be continuous or 

by intervals and done using metrics concentrating on counting like the number of clicks, or 

shares or when tracking the more intangible objectives, like value, often surveys in the target 

group are taking place. Awareness, usage, image, and purchase considerations are in the 

field of tracking studies that use different surveys and panel tactics to measure and track 

these more intangible aspects. (Eagle et. al. 2020, p.353-355) (Wood. 2009, p.257) 

 

Brand Equity = Brand Awareness + Brand Associations + Perceived Quality + Brand 

Loyalty + Proprietary Assets 

 

The organization needs to choose metrics relevant to the campaign and target group. While 

other objectives can be easily quantified and presented in numerical form, the other 

objectives are more intangible, and these should be measured and evaluated on a scale of 

some kind (Eagle et al. 2020, p.353-355). To evaluate an activity or a marketing effort often 

efficiency concepts of reach, frequency, and impact are connected and can be used to 

formulate further evaluation in the form of a total number of exposures combining reach and 

frequency (Kotler & Keller. 2019, p.615). We can also utilize campaign channel-specific 

digital metrics like impressions and engagement or click-through but should also consider 

the intangible value created beyond clicks like changes in purchase intent, knowledge, or 

perception (Davies. 2017, p.92) (Eagle et al. 2020, p.190-194).  

Eagle et al. (2020), suggest changing the approach to an experiential marketing approach as 

well as moving away from the way of separately measuring return on investment on 

individual actions (Eagle, et al. 2020, p.13). Experiential events can generate short-term 
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impact but also build long-term changes in attitude and belief (Schmitt. 2003, p.68). The 

main objective for experience measurement is to recognize key customer touchpoints and 

learn how to enrich the experience in those touchpoints along the decision-making process 

(Schmitt. 2003, p.68). Customer perspective often focuses on the impact of marketing with 

measures related to relationship lifecycle (acquisition, retention), engagement, experience, 

and equity (Kotler & Armstrong. 2018, p.83). The customer relationship management 

approach concentrates on measuring the customer value to focus on the profitable customers 

(Raab et al. 2016, p.96) (Kotler & Armstrong. 2018, p.46). The main measurements are 

calculating customer profit contribution to others, evaluating customer process cost, and 

future potential orientated customer lifetime value (Raab et al. 2016, p.99). Relationship 

objectives should be set for each stakeholder group (Payne, Ballantyne & Martin. 2005, 

p.864). The evaluation metrics can include, for example, mutual transaction cost reduction, 

faster process time, or retention depending on the objectives set (Payne et al. 2005, p.864). 

Relationship marketing also includes sales-related marketing actions in the form of after-

event follow-up (Raab et al. 2016, p.96-98). These actions can be measured with marketing 

channel or tool-specific metrics like response rates, cost per inquiry, cost per order, average 

order value, or lifetime value of future orders (Eagle et al. 2020, p.258). 

 

Customer Lifetime Value = Customer Value x Average Customer lifespan 

 

The intangible and especially long-term objectives setting and especially value measurement 

is often difficult to quantify (McDonald. 2005, p.256). In general, the communication efforts 

are often measured by inputs or expenses and are often market or market condition-specific 

and problematic to track back to each communication element (Kotler & Keller. 2019, p.599) 

(Eagle et al. 2020, p.353-355). Another perspective to measurement is the marketing 

analytics related to data, especially big data. Analytics consists of processes and technologies 

to find meaningful information and patterns from large amounts of data that the organization 

has (Kotler & Armstrong. 2018, p.142).  
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3.2  Event Objective Setting and Evaluation 

Overall, the more complex and multifaceted the marketing plan organization has, the more 

complex the event planning process as well as the objective setting and thus also follow-up 

and tracking (Hoyle. 2002, p.18-21). Through events, organizations can achieve different 

objectives, but it is highly dependent on the event itself and its execution (Kotler & 

Armstrong. 2018, p.592). Evaluating and measuring the success of an event should also be 

aligned to measure and track the factors of the bigger goals and objectives (Hoyle. 2002, 

p.18-21).  Event objectives in general include a variety of different communication effects 

due to their experiential nature and varying target groups (Wood. 2009, p.253). 

Events impact consumer attitudes towards brands and their image, consumer behaviour, and 

relationships and stimulate purchases and thus increase sales (Seturi. 2023, p.1). Events, 

along with marketing and branding, have evolved into a multi-dimensional experience 

design, with financial benefits as a side effect of a great brand experience (Davies. 2017. p. 

64).  An event and experience can be examined on the macro-level and the micro-experience-

level with a set of touchpoints and the experiences taking place in those (Rossmann, 

Duerden. 2019. p.105). When measuring an experience, the key is to choose the element in 

measurement focus and systematic data collection over time on the chosen variable (Wood. 

2009, p.254). One option is to use econometric analysis focused on understanding the change 

in chosen outcomes like sales or awareness by data collection and analysis (Wood. 2009, 

p.254). To use economic analysis data needs to be collected from multiple sources, the 

expected outcome needs to be specified, and factors need to be categorized by the ones that 

“need” to be tracked and by the ones that would be “nice” to track (Wood. 2009, p.254-255). 

Another approach to use experience-mapping to understand the different experiences and 

micro experiences with target group analysis, identifying touchpoints, possible reactions, 

and mapping out different experience contributors linked to the event process like 

welcoming staff, entertainment, etc. (Rossmann, Duerden. 2019. p.98-102). Also, the quality 

of the total experience should be evaluated. Batat (2024) suggests tools like EXQUAL that 

combine different experience elements measurements related to different aspects of the 

human, offering, environment, and value to evaluate the experience quality (Batat. 2024, 

p.107). 
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Also, events themselves need marketing efforts throughout the event process and the event 

marketing plan should include internal, digital, social, and media plans. For example, the 

invitation process should include six messages: 1. Initial Invitation, 2. Follow-up marketing 

to those who did not respond. 3. Event registration confirmation with needed information, 

4. Regret messages for declined invitees. 5. Event reminder with basic logistical information 

and 6. A post-event thank you message. Event invitation campaigns should be measured 

based on previously set targets and objectives and chosen metrics should be also given some 

thought. Sometimes high traffic generated, or huge volume is not a great metric for instance 

if the target is to have a certain action or conversion but could work for a campaign to 

increase awareness of the brand. Another aspect to consider is the creative aspect regards 

your goals as well as the potential larger reach of the message through WOM or media 

coverage. (Wallo & Häyrinen, 2022, p.110-111) (Hoyle. 2002, p.76,78-81) (Wood, 2009, 

p.255) 

When considering the financial objectives of the event, it is noteworthy that not all events 

are designed to be profitable, some are designed to break even or even to lose money to gain 

other than financial profit like brand image (Hoyle. 2002, p.13-14). With the concept of costs 

related to events, it is good to consider price or value for the internal commitment or work 

needed as it is often a neglected area in the planning (Wallo & Häyrinen. 2022, p.177). Small 

events in general can be financially slightly deceiving. For example, an event set-up might 

be small and simple, but it still requires the same preparation as larger events (Hoyle, 2002, 

p.160). In a successful event, the attendee feels they get a return on investing their time to 

attend. (Wallo & Häyrinen, 2022, p.133). Participants perceived event value can be seen 

generated in the interaction process between the different event elements and in the 

experience process (Rossmann, Duerden. 2019. p.10). With participant perceived value, we 

can also discuss the costs and benefits of monetary, physical, social, or emotional by nature 

(Wood. 2017, p.257) (Eagle, et al. 2020, p.2). In addition, these costs and benefits can be 

situational, idiosyncratic, or personal (Wood. 2017, p.257) (Batat. 2024, p.110). One should 

benchmark to competition but also think about target groups and their location, their 

economic cost and expectations, and their offerings’ uniqueness (Hoyle. 2002, p.18-21).  
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3.2.1  Event Format-Specific Objectives and Evaluation 

To make sense of the field of the events, some categorization or division could be in place. 

The difficulty in categorizing events is very much due to the endless variety of formats and 

implementations. Often a specific type of event like exhibitions or PR events are mentioned 

in traditional marketing literature as examples of events. Wallo & Häyrinen (2022) list 

different event format classifications in their work. According to them, we can concentrate 

on the format, content, or target group to categorize events. Different formats are for 

example: digital or physical events, public or private events, or leisure or work-related 

events. Noteworthy is that within each event format, there are limitless sub-formats. For 

example, a product launch can be a party, PR event, internal seminar, etc. Wallo and 

Häyrinen (2022) define event marketing as a goal-orientated action that brings together an 

organization and its target groups with chosen content, issue, or idea. (Wallo & Häyrinen. 

2022, p. 65-66) (Hoyle. 2002, p.18-21). The event management approach to event formats 

can be described as per Wallo and Häyrinen (2022) by the size of the event, content, and set-

up (online, hybrid, or on-site) as the main differentiators within different event types (Wallo 

& Häyrinen. 2022, p.90-101).  

The characteristics of different event formats should be considered as they impact the 

objective setting and enable the utilization of marketing’s full potential (Hoyle, 2002, p.12). 

In the next sub-chapters, we examine different typical event formats and their special 

characteristics. It is noteworthy that there are countless variations within each category.  

 

Sponsorships 

Sponsorship can be approached as an event type or event participation tactic. Most of the 

event-related literature in marketing concentrates on sponsorship, specifically sports 

sponsorship. In sponsorship, the key is to evaluate the alignment with your brand or business 

on key factors like values, core concepts, messages, and marketing strategies. (Hoyle. 2002, 

p.91-100) (Eagle et. al. 2020, p.282-283) 

According to Hoyle (2002), when considering sponsorship, it is good to distinguish 

philanthropy, and sponsors looking for a return on their investment. Eagle et al. (2020) also 

discuss the third style of a sponsorship agreement which can be seen as barter-style and 
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where money is not exchanged. An example of this can be product placement in a film or 

TV series. (Hoyle. 2002, p.91-100) (Eagle et al. 2020, p.282-283) 

Sponsoring objectives are often related to the unique nature of a specific event. Often it has 

a specific target audience that can be demographically or psychographically a great fit. 

Objectives can be identifying with the target group, increasing brand awareness, reinforcing 

brand-image associations, enhancing corporate image, creating experiences, entertaining 

key customers, or rewarding employees (Kotler & Keller. 2019, p.626-627).  

When evaluating sponsorship type of events there are three main categories of how to 

measure sponsorship return on investments. The first option is to concentrate on measuring 

sales increase for example by comparing sales to previous years’ sales, tracking discount 

tickets, comparing sales to other geographical areas’ sales, or analyzing distributors’ sales. 

The second option is to compare sponsor-driven media coverage to the cost and value of 

equivalent advertising. The third option is to measure consumer awareness or attitude 

through surveys or focus groups. In the consumer-specific evaluation also pre-event level 

measurements are needed. Kotler & Keller (2019) highlight the multiple different sponsoring 

options varying from advertisement type brand visibility to creating an own event 

experience. According to Hoyle (2002), the key to measuring sponsorship ROI is to attempt 

to track only one variable at a time. (Hoyle. 2002, p.91-100, 167) (Kotler & Keller. 2019, 

p.627-628) (Eagle et al., 2020, p.282-283) 

 

Exhibitions & Tradeshows 

Exhibitions can be divided into public and professional tradeshows. In both cases, it is 

important to clarify the reason for the organization’s attendance as well as a concrete goal 

for the tradeshow. Objectives for attending a tradeshow can range from creating new 

contacts, reinforcing relationships with existing customers, making sales, launching a new 

product, testing new markets, and increasing awareness, to tweak the image of the brand. 

Due to the large audiences related to most of the exhibitions and media coverage, PR 

opportunities like product launches are often used in exhibitions. Data can be collected for 

evaluation for example from the number of invitations, number of interactions, number of 

leads, amount or percentage of lead to sales conversion, or average sales price. (Wallo & 

Häyrinen. 2002, p.83-856) (Eagle et. al., 2020, p.300-301) (Hoyle. 2002, p.163-165) 
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Sales management and personal selling have traditionally showcased a potential lack of 

synergy and alignment in an organization. This can be highlighted especially in the 

exhibition setting where sales staff communicate the message created by the marketing team 

to customers, who again tell the message on some parts to the consumer. In the process, there 

are many possibilities for the message to distort or drown in the amount of brand messages 

in the final outlet. (Eagle et. al. 2020, p.297-298) 

 

Sales Promotions 

In general, sales promotion can be a great instrument to achieve goals like sales increase 

(short term), attracting new consumers, and increasing market share by encouraging brand 

switch or rewarding loyal customers (Eagle et al. 2020, p.241-249) (Kotler & Keller. 2019, 

p.623). There are different types of promotions: financial incentives like discounts, 

sweepstakes or contests, sampling, and value-adding gifts (Eagle et al. 2020, p.242-243). 

Sales promotion objectives can be approached from three perspectives: consumer, retailer, 

and sales force-related (Kotler & Keller. 2019, p.623). Consumer objectives include effect 

on purchase frequency or quantity, trial and testing, and switching from another brand as 

well as brand engagement (Kotler & Armstrong. 2018, p.498). Retailer objectives are related 

to competition and targeted to increase buying and market share by adding shelf space, 

affecting off-season buying, response to competitor actions, and building brand loyalty 

(Kotler & Keller. 2019, p.623). Business-related objectives for sales promotions linked to 

salesforce objectives are supporting their actions of off-season sales and obtaining new 

customers (Kotler & Keller. 2019, p.623).  

Sales promotions are often evaluated with ROI or effect on sales. In addition to sales data, 

consumer surveys and experiments with two slightly different campaigns can be used in 

evaluation (Kotler & Keller 2019, p.625-626). Challenges are possible brand damage caused 

by frequent use of discounts for example by consumer perceived price fairness and lower 

perceived brand equity. Promotional effects are considered short-term by nature. Most 

effective sales promotions can be with new product launches and in the trial phase. 

Noteworthy is the operating environment and business structure – a message or a discount 

might not be forwarded in the chain without distortion meaning that the end consumer will 

not receive the same message or discount and the margins, or the effect of higher 
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consumption is lost. Another consideration arising from the operating environment is the 

competitors and their actions or counteractions. (Hoyle. 2002, p.160), (Kotler & Keller. 

2019, p.622). 

 

Festivals and Parties  

Creative tactics and surprise elements are often used in festivals and similar types of events 

to differentiate and capture awareness and engagement for a specific message. Creative 

tactics can utilize metaphors, similes, puns, imagery, teasers, shock tactics, or differences in 

expected size or duration. Wallo & Häyrinen (2022) suggests Kim’s & Mauborgne’s “Blue 

Ocean Strategy” to find unique event offerings. Blue Ocean’s strategy evaluates this case-

specific event with four main questions: what aspects to take out, what to make smaller, what 

to highlight, and what to create. (Wallo & Häyrinen. 2022, p.288-289) (Eagle et al. 2020, p. 

228-229) 

Especially with festivals or larger-scale events, safety, legal, weather aspects, and financial 

risks increase. A large setting and or unique set-up can lead to a low connection to the brand. 

It is good to evaluate the viability of the event with a few weather scenarios – how successful 

will it be if it pours rain all day? A large setting means that the organization needs to choose 

its target audience within the festival – either to offer something more generic for the masses 

or something unique for a few only. With other brands presence, the competition for 

attendees’ attention is on. It is also good to evaluate sponsorship or cross-marketing 

opportunities. (Hoyle. 2002, p.150-162).  

 

Public Relations and Media Events  

Public Relations (PR) is a combination of promoting and protecting the image of what people 

feel or think about your brand or organization (Kotler & Keller. 2019, p.629). The unique 

value of PR derives from the quite sophisticated nature and high credibility (Hoyle. 2002, 

p.46-51). Eagle et al. (2020) divide PR into general PR constituting company PR and crisis 

management which are quite reactive by nature and marketing PR (MPR) is included in the 

marketing strategy and aims to proactively enhance brand image. MPR’s three primary tools 

are publicity from media relations, PR events, and PR activities supporting product launches 
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(Eagle et al. 2020, p. 277) (Kotler & Armstrong. 2018, p.472). According to Wallo and 

Häyrinen (2022), the importance of media events has been declining, and they are not as 

used format as it used to be. Research, surveys, and demographic analysis should be used 

both in the planning and in the implementation stages. (Wallo & Häyrinen. 2002, p.147). 

Hoyle (2002) also highlights including in the plans the internal public relations that consist 

of all the stakeholders within the organization like staff, partners, board of directors, etc. that 

already have an interest in the matter (Hoyle. 2002, p.116-120). MPR can also be divided 

into purchased, owned, and earned media. (Eagle et al. 2020, p. 277). 

MPR objectives can be multiple and include awareness building, generating positive word-

of-mouth (WOM), and change in brand knowledge or brand attitude (Kotler & Keller. 2019, 

p.630) (Eagle et al. 2020, p. 277). Media publicity is considered to be more credible than 

paid advertising and credibility can increase the impact and thus lower the cost (Kotler & 

Keller. 2019, p.629). The positive financial impact of an editorial is estimated to be three 

times higher than an advertisement (Wallo & Häyrinen. 2002, p.147). Internal PR objectives 

are often educational but include celebrational aspects too (Hoyle. 2002, p.140). 

MPR is not as straightforward as other tools to control as there is no guarantee of media 

publishing stories or stories consisting of the desired message. (Hoyle. 2002, p.119). MPR 

is often also used alongside other communication tools and tracking back the effect to a 

single communication tool is quite difficult (Kotler & Keller. 2019, p.631). The financial 

valuation of public relations can be evaluated with the opportunity cost of buying the media 

visibility gained through PR efforts (Hoyle, 2002, p.16-18). MPR can be measured with 

reach and frequency or by exposure (eliminating the frequency) or change in awareness, 

knowledge, or attitude (Kotler & Keller. 2019, p.631) Measuring or accessing or repeating 

WOM is also very difficult as conversations are usually private. (Eagle et al. 2020, p.277-

281). Awareness can be measured by interviews and tracking media visibility (Hoyle. 2002, 

p.167). 

 

Influencer Events 

Influencer marketing is a relatively new format, and it utilizes key opinion leaders and target 

group influencers in delivering the marketing message. Influencer events share some similar 

characteristics to PR messaging with a third-party credibility and value of the mentions in 
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different channels and it is quite common to combine the two target groups events. (Wallo 

& Häyrinen. 2022, p.82-83) 

The range of different influencers is massive and one way to make decisions on influencers 

the organization is targeting with their campaign or with a longer-term view is by influencer 

style that Eagle et al. (2020) identified. They find four types of influencers: Snoopers who 

are early adopters, Informers who share knowledge, Entertainers who focus on fun content, 

and Infotainers who are a combination of Entertainers and Informers. (Eagle et al. 2020, 

p.190) 

Another way to utilize influencers is to have them as a VIP or in a key role in your event 

targeted to another audience. When using celebrities or influencers in an event it is crucial 

to agree in detail on the agreed deliverables and the key message. (Leonard H. Hoyle, 2002, 

p.163). 

In evaluating influencer events and influencer-related campaigns concepts of reach, 

frequency, and impact are commonly used (Kotler & Keller. 2019, p.615). We can also 

utilize platform-specific digital metrics like impressions and engagement or click-through 

but should also consider the intangible value created beyond clicks like learning goals or 

created purchase intent. Metrics like follower amount on different points of the campaign or 

share of voice measuring mentions in social media conversations. (Eagle et al. 2020, p.190-

194) 

 

Meetings, Seminars and Conferences 

Meetings can be management meetings, sales team meetings, stockholders’ meetings, etc. 

different stakeholder meetings. Although these types of events can be seen from the 

participant’s perspective as mandatory, these can be seen as a blend of education and 

entertainment from the organizer’s perspective. The goal is often to firstly educate but also 

excite. Internal marketing is essential as it can also help to tune the message (Hoyle, 2002, 

p.141). Meetings are easy to do online or in a hybrid model where some of the participants 

are attending online. (Wallo & Häyrinen. 2022, p. 90). In seminar-type of events, marketing 

should concentrate on communicating the benefit of attendance for the attendee (Hoyle. 

2002, p.140). Noteworthy is also the concept and the level of voluntary participation. In the 

example of a “mandatory” internal event low voluntary level means less variance in lead 
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time, messaging, and attendee motivation to attend (Hoyle. 2002, p. 134-136) (Wohlfeil & 

Whelan. 2006, p.644). 

Customer relationship management, in general, includes personal selling and database 

marketing types of solutions, like in the form of after-sales follow-up e-mails or calls and 

cross-selling from the company portfolio. These actions can be quite well measured with 

relatively low cost and effort. For example, digital marketing metrics like response rates, 

cost per enquiry (CPE), cost per order (CPO), average order value (AOV), or lifetime value 

of future orders. With AOV organizations can evaluate different tools’ performance and 

combined with CPO it analyses campaign profitability. If CPO plus the cost of goods is 

smaller than AOV the campaign is profitable. Still as the main benefit of database marketing 

Eagle et al (2020) see increased revenue creation by increased customer retention and this 

the previous formula does not take into consideration. On the negative side, it is often 

associated with junk mail, and it is highly dependent on the quality of the database used. 

(Eagle et al. 2020, p.258)  

3.3  Summary 

In conclusion, different measurements focus on different aspects: output, outtake, or impact 

and outcome. Marketing metrics are needed to measure activities and present efforts and 

achievements in numerical format (Farris et al. 2017, p.27). As discussed in this chapter 

many factors are making straightforward measurement and tracking of marketing 

communications effectiveness or stating their value almost impossible. In the end, it is good 

to remember that the campaigns do not take place in isolation from the other macro and 

microenvironments. (Eagle et. al. 2020, p.353-355) The successes or the failures are difficult 

to track back to a single factor but instead, competitors’ actions, the market environment 

changes, and temporary or longer-term formed synergies affect. Continuous work needs to 

be done, and the organization should be aware of these limitations or pitfalls of the area and 

consider this both in the objective setting as well as the analyses phase of the strategy and 

the specific effort or campaign. Essential is defining key success factors and the KPIs related 

to the factors so that the evaluation process is more efficient and systematic by nature.  

In the below table are summarized the main marketing objectives. These can be approached 

from different stakeholder perspectives and organizational levels. 
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Figure 16. Main Marketing Objectives. Adapted from Davies. 2017, Kotler & Keller. 2019. 

p.699, Basile et al. 2023 p.83 and Wood. 2009, p.621-622. 
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4  RESEARCH DESIGN AND METHODOLOGY 

The chosen research method for this research is constructive research with elements of action 

research. The research will be conducted in two parts. First including analyzing the 

secondary material of existing literature in the light of the case organization and events with 

the help of insider action research methods. The second part of the analysis is qualitative by 

nature and utilizes primary material interviews with the case company. Based on this process 

an internal framework to evaluate events will be developed.  

4.1  Constructive Research Approach 

The constructive research approach can be seen as part of the action research approach. It 

can be also placed in the intervention research area, but constructive research differs from it 

with the aim of developing an idea or a framework before intervention. (Jones et Al. 2022 

p.3.) 

 

Figure 17. Constructive Research Approach Position. Jones et al. 2022. p.3. 
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In the constructive research approach Kasanen et Al. (1993) state that research consists of 

different phases. Below are the constructive research process phases according to Kasanen 

et al (1993). 

 

Constructive Research Process Phases 

1. Identifying a practically relevant problem  

2. Understanding the topic 

3. Constructing a solution 

4. Demonstrating that the solution works 

5. Demonstrating the theoretical connections of the solution 

6. Examining the scope of applicability of the solution 

(Kasanen, E., Lukka, K., Siitoinen, A. 1993, p. 3.) 

 

4.2  Action Research Approach 

According to Duesbery and Twyman (2020), the method of action research in its essence 

allows those who experience the given issue to be the main participants in solving it in a 

systematical way. Term action research goes back to the 1940s and Kurt Lewin’s work in 

organizational theory and is nowadays used often in research where systematic research 

creates connections between research and practice. (Duesbery & Twyman, 2020. p.3) 

(Coghlan, Shani. 2018. p. 2) This active and personal role and the specific focus instead of 

a larger scale are factors that differentiate action research often from other types of research. 

(Duesbery & Twyman, 2020. p.5) Whereas often in traditional research the aim is to find a 

larger scale of applicability or generalizability in action research the aim is primarily to solve 

a specific issue in its specific environment. (Duesbery & Twyman, 2020. p.6) According to 

Coghlan and Shani (2015) Insider Action Research is when full members of an organization 

research their own organizational system to change something in it. (Bradbury, Coghlan & 

Shani. 2015. p.47) 

Action research can be seen as a managerial approach in an organization where the research 

creates a deeper understanding of the topic at hand and enhances the action or actions taken. 
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(Coghlan, Shani. 2018. p.1) With my personal involvement with the brands and the events 

in question, there is a strong motivation to find a solution in this specific context and the 

deep understanding of both the operating environment as well as the execution of the events 

brings value to the research. One of the central distinctions from traditional research is that 

in action research the data collection and analysis are inextricably connected. (Coghlan, 

Shani. 2018. p.2) 

Three widely accepted categories of action research are: technical action research, practical 

action research, and critical action research. In technical action research an existing practice 

is tested in the researched setting. This type of research often compares different outcomes 

across time. In practical action research the changes are designed by the person conducting 

the research and not only applying existing practice. The final category is focused on driving 

change in the structures and the research context. Often these styles mix in practice. 

(Duesbery & Twyman. 2020, p.7) (Villegas. 2024, p.) Shani and Pasmore (2016) present the 

complete theory of action research figured below. (Duesbery & Twyman. 2020, p.7) 

(Villegas. 2024, p.) (Coghlan & Sahni. 2018, p.4) 

 

 

Figure 18. A Complete Theory of Action Research. Coghlan and Sahni. 2018, p.4. 

 

In this four-factor research process context factors are environmental global and local factors 

like history, resources, degree of formality, degree of congruence, etc. affect the direction of 

the research. Quality of relationships refers to the relationships between the researcher and 

the members of the system and it needs to be managed for example through shared goals and 

trust. The quality of the action research process is based on the quality of the inquiry process 
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and the implementation process. Outcomes are related both to the enhanced organizational 

practice as well as the personal knowledge of the matter and to the theory created through 

action.  (Coghlan, Shani. 2018. p.4) 

Action research is cyclical by nature consisting of multiple simultaneous cycles of action 

and reflection. In these cycles, knowledge is generated. Coghlan and Brannick describe three 

forms of reflection: content, process, and premise. Content reflection is about what is 

happening. Process reflection is asking how things are being done. Premise reflection 

concentrates on understanding the underlying assumptions. (Coghlan, Shani. 2018. p.20-21) 

In this specific case, resulting from both the enquired know-how in the past and also due to 

the current situation method of insider action research is applicable to this research. Coghlan 

and Shani (2015) describe insider action research as taking place when a full member of an 

organization is researching their own organizational system to change something in it. In 

insider action research the duality of the role both as a full member of the organization as 

well as the objective researcher are contributing to the research. Through inquiry and 

research, the insider researcher is capable to reflect on self-learning and drive change in the 

organization. Coghlan and Shani (2015) categorize insider action research methods into 

three practices: first--, second-, and third-person inquiry. In the first-person inquiry self-

learning and reflection are in the focus. In the second-person practice researcher collaborates 

with others where the co-inquiry process itself needs vast efforts. The third-person practice 

aims to drive change on a wider scale, for example on the industry level or in the legislation. 

(Bradbury. Coghlan and Shani. 2015. p.47-49) 

Villegas (2024) presents four stages of action research after problem identification: plan, act, 

observe, and reflect. In the planning stage research strategy outlines what, when, and how 

are formulated. The act stage is where the plan is implemented, and data is collected and 

organized. The observation stage is the final stage before conclusions and action are taken. 

And in the final stage of reflection, the results are observed. 

In this research, the applicability of the gathered metrics and methods will be evaluated in 

the theory part of the research with the goal of mapping out the most applicable evaluation 

methods in the case environment. The research will follow Villegas’s (2024) stages of action 

research: planning, acting, observing, and reflecting. As the nature of the action research is 

a dynamic and cyclical process that can lead to different paths the research will not be only 
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limited to the work presented here before. Coghlan and Shani (2015) state that the 

distractions and changes in the process are relevant to the research itself and need to be both 

managed but also explored. (Coghlan & Shani. 2015. p. 51) 

4.3  Data Analysis Methods 

The main data analysis methods are action research observation, reflection, and document 

analysis. Researchers’ role and the duality in action research means that part of the research 

process is also consisting of continuous study of the role conflict itself. (Coghlan & Shani. 

2015. p.50-51)  

In the first part of the research, secondary data will be analysed to form a solid base for the 

second part of primary data research of interviews. The secondary research data is of events 

organized in the year of 2022. These events I have personally been involved with and 

understand the specific conditions in the events. The data physically is different key metrics 

collected in the form of marketing report presentations. The aim is to look for patterns or 

commonalities to answer the research question and sub-questions presented previously. The 

main objective of the research is to generate different ways to categorize events and see the 

potential correlation with other event-related elements in order to develop an internal 

framework for the case company to evaluate their events.  

In the second part of the research, primary data is collected in the form of semi-constructed 

interviews. This data in turn is analysed and the preliminary findings of the research are then 

re-evaluated. 

4.4  Interviews 

The interviewees’ role in this research is to supplement the picture of the event objective 

setting and evaluation needs from a wider perspective including different organizational 

viewpoints. Interviewees were chosen from all levels of the company including top, middle 

and operative management levels. Top management includes business, sales, marketing, and 

managerial levels from sales and marketing that are closely involved with events. Interviews 

were conducted as semi-structured interviews. The interviews were done in two parts, the A 
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side focus was on the interviewees’ point-of-views regarding the current state of objective 

setting and evaluation of events as well as key challenges present in the case company. In 

the second part, the B side, the preliminary framework was presented, and its evaluation and 

applicability were studied.  

Interviews were conducted in the Finnish language and recorded in digital format. Slight 

changes to the preliminary framework were made throughout the interview process as in 

action research method allows. The changes are described in the empirical research chapter 

and can be seen as incremental changes. Automatic transcription was used in the analysis. 

In the below table, 2 summarized the conducted interview data. 

 

 

Table 2. Key Data of The Conducted Interviews. 

 

The interview data analysis was conducted with thematic analysis methods identifying the 

possible themes and patterns emerging from the data. Through coding of the transcribed 

data, key themes were identified. For the extracts of the data, it is noteworthy to mention 

that these are translated from Finnish language to English.  (Braun, Clarke. 2014) 
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4.5  Reliability, Validity, and Main Limitations of the Research 

The reliability and validity of this research are affected by the chosen research approach. 

Reliability focuses on the objectivity of the results and the validity of the chosen methods’ 

ability to measure the factors in the focus of the research. To ensure the reliability and 

validity of the research, the process, and the chosen methods are carefully chosen to form a 

solid and transparent research process. Also, the identification of the potential pitfalls and 

limitations improve the quality of the research in general. 

In general, qualitative research is based on the interviewees’ personal, subjective opinions 

and lacks thus generalization outside the case context to some extent. The chosen method of 

action research is also prone to researcher-based cognitive errors like selection bias or social 

desirability bias as the role of the researcher is so central to the study, but in turn can be seen 

as diminishing other factors like potential of misunderstandings (Villegas. 2020). Coghlan 

and Shani (2015) point out that it might be quite difficult to challenge and seek change in 

certain aspects that are considered as “given” when working with insider action research and 

a familiar environment. The researcher needs to remember to challenge their assumptions 

and thinking. They point out three main challenges linked to insider action research. The 

first challenge is the previously described familiarity or preunderstanding of the environment 

that can benefit from examination from a further perspective. The second challenge is the 

role duality of the researcher and member of the organization. The third challenge is 

managing the organizational politics to achieve the project goal of the change in the 

organization.  (Coghlan & Shani. 2015.p. 49-50) 

The main limitation of action research is the lack of generalizations as often the case 

environment is unique, and the research itself does not aim to theoretical contribution. This 

in mind, the managerial contribution possibilities of action research, due to the researcher’s 

involvement in the organization are often considered higher. The preliminary research of the 

secondary data can be seen also enhancing the reliability of the research. Nevertheless, 

generalization of the results generalization outside the case context is somewhat limited. 
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5  EMPIRICAL CASE STUDY CONTEXT  

In this chapter, the context of the research is presented. The regulated markets, the case 

company, and its operating environment will be briefly presented. The case company is an 

alcohol distributor operating in the Finnish markets. In this case study we focus on an event 

portfolio that includes brands characterized with high brand awareness and market share and 

can be seen as luxury brands. Product categories of the brands include champagnes, red 

wines, white wines, rosé wines, vodka, whisky, and cognac. Luxury alcohol brand marketing 

has a few key characteristics by nature. Firstly, it globally includes different levels of market 

regulation. Secondly, often it is characterized by long production times that drive the 

inventories financing that is conducted by price premium. Thirdly the brand has a focal role 

in differentiating from competition within the category (Chevalier & Mazzalovo. 2021, 

p.106).  

The beverage market in general in the developed markets is quite saturated and the industry 

is dominated by few global actors. The alcohol industry can be seen to consist of the whole 

value chain including raw material suppliers, alcohol producers, distributors and 

wholesalers, vendors and suppliers, and point-of-sale operators like hotels and cafés serving 

alcohol. Much of the alcohol industry operates through distributor companies, where 

different global and local alcohol brands utilize the services of a local distributor with market 

knowledge. Some of the largest operators who have a wide or large portfolio of products 

often have their own subsidiaries depending on their strategy. Supplier organizations 

represent often multiple different brands and report to the brand owners according to their 

contractual agreement both on business as well as marketing actions. The wine and spirits 

market on the other hand is more fragmented and is more affected by shifts in consumer 

habits, increased retail power and brand importance as well as competition. (Basile et al. 

2023, p.34) (Institute of Alcohol Studies. 2020. p. 11) 

From a global perspective, we have a unique distribution channel situation in Finland with 

the state monopoly for retail of alcoholic beverages with alcohol content above 8%. The 

retail sales volume of alcoholic beverages in Finland in 2023 was 457 million liters and the 

number of state monopoly outlets was 498. A similar or somewhat similar state monopoly 

situation is also currently in place in Sweden, Norway, and Iceland, from the Nordic 
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countries. Another important distribution channel is the wholesalers who sell directly to 

restaurants and other operators who have acquired the license needed to sell alcohol to 

consumers. Also, Tax-Free retail channels like cruise ships and airports are sometimes under 

a distributor contract. Often distributors divide the trade into on-trade meaning the premises 

where the alcohol is consumed and off-trade meaning the retailers and wholesalers. To 

secure market share and distribution volumes distributors make their own contracts with on-

trade and off-trade operators. Contracts are typically made for a fixed time period and 

include target volumes to be reached in an agreed timeframe by the customer and agreed 

position, visibility, or different actions and activations in the restaurant’s offering. For the 

supplier, the most used tools are potential discounts from products and marketing 

investments. Contracts can vary greatly, and customers can have multiple contracts with 

different alcohol brands or distributors, make contracts directly with producers, or include 

multiple on-trade locations. (Institute of Alcohol Studies. 2020. p. 16) 

The alcohol industry traditionally has three main categories to pursue growth in their market: 

Obtaining more consumers to consume their products, getting consumers to consume more 

of their product, or getting the consumers to pay more for their products. When trying to 

obtain new consumers the target group is often demographics that appear to consume less in 

the category and when the aim is to increase the consumption of existing consumers the 

focus is on the relationship strengthening and creating new consumption occasions. Growth 

from upselling or premiumization is seen as applicable specifically in the Western developed 

markets. The importance of the selected brand and values or attributes attached to it has risen 

in importance in Finland as consumption of especially wines can be seen as a lifestyle choice 

and with social media the attributes related to status and knowledge, or ecological values are 

highlighted. (Institute of Alcohol Studies. 2020. p. 21-24) (Alko.fi. Trend Rapport 2024). 

When looking into the macro environment of the industry we can investigate the social 

forces, economic forces, “natural” forces, and technological forces that Eagle et al. (2020) 

refer to as SPENT factors. When looking at the social factors of the industry we can see 

attitudinal changes in the alcohol industry in Finland. Consumption of alcohol in general has 

been declining, in 2023 Alko sold 76.9 billion liters of beverages which is -4.1 percent less 

compared to the year before. We can see a trend of premiumization where consumers tend 

to consume less but higher quality. This can be seen in the rise of demand for more expensive 

products but also interest in classics. More and more of the purchase decisions are made by 
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evaluating the match of the brand and lifestyle. With the brand selection consumers can co-

brand themselves with the brand’s values especially on digital media attributes like status 

but also on knowledge or values like sustainability. Political factors or legal factors include 

in the Finnish markets quite many restrictions. Consumer-facing alcohol marketing is highly 

controlled by legislation and quite restricted. For example, TV and radio cannot show 

alcohol marketing from 7 AM to 10 PM. Out-of-home (OOH) marketing is not allowed 

unless it is directly related to the price and availability. Especially restricted is the category 

of over 22% alcohol by volume products. Marketing is only allowed inside establishments 

selling alcohol. Digital marketing on websites or social media is not allowed. An 

establishment like a restaurant is not allowed to advertise the category of over 22% alcohol 

by volume brands like “Irish whiskies” or a cocktail including the product. (Valvira, p.6-7) 

The latest change in the legal environment is allowing higher alcohol by volume products to 

enter retail. The change of alcohol by volume was from 5% to 8% and it was conducted in 

spring 2024. Economic factors currently contributing to the market situation are high interest 

rates and a rise in living expenses in general. Natural factors play a massive role in the market 

that coexists with nature and often the production of alcoholic beverages includes legislation 

or methods with minimal intervention to weather conditions. Especially vintage champagne 

is a great example of this as to call a beverage champagne it needs to meet many regulations. 

It must come from a set geographical area in France and methods in the production are 

controlled for example with the use of pesticides and watering of the vines, the time and 

duration of harvest as well as production time minimums.  As the growing is very dependent 

on the weather it can be seen especially in vintage champagnes that are produced from only 

one year’s harvest. So, if the weather is not optimal for the grapes to grow the number of 

bottles produced that year and entering the markets, after a minimum production time of 

seven years, is very low. Low yield and volumes lead often high prices either in the specific 

low yield years vintages or other previous vintages. The sustainability of businesses and 

operations is also under scrutiny, and we can see constant pressure from consumers, state 

monopoly, and competitors to find more sustainable ways of operation. The impact level and 

weight of different sustainability actions in the process vary vastly from lighter weight 

bottles and worker conditions to distributor market material choices in the marketing 

campaign. Market-specific alcohol marketing can affect negatively or positively the brand 

on a global scale as media and influencers are followed across borders and continents. On 

the other side of synergy benefits is also how local brand-specific messages reach its target 
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audience and get their attention as the competition is massive for consumer attention. Often 

co-operation and sponsorships are used to make the impact stronger. (Eagle et al. 2020. p. 

81-84) (Valvira. 2024. p. 6-7) (Alko.fi. Trend Rapport 2024). 

The case company’s customer-supplier dynamic is quite multifaceted. Customers can be 

seen as marketing channels, as partners, as transactions only, or as distribution channels 

depending on the perspective. Although the base of the relationship is often contractual, the 

duration of the personal relationships between people can be quite long. The decision-

making process can be often complex. The business agreement is done by the restaurant 

business manager, the bar manager has a say on the product selection and the sales are made 

daily in the consumer interaction by the staff. Events hold another important function which 

is commitments to our customers side made in the business agreements. Customers aim to 

attract the interest of their current and new customers and are on the lookout for strong 

partners in their suppliers to co-create events to create value. 

When evaluating brands in the luxury alcohol sector, multiple factors contribute to overall 

brand strength. According to Chevalier and Mazzalovo (2021), we can see below the main 

factors contributing to a luxury alcohol brand’s success. 

 

Succes-factors of Luxury Alcohol Brands 

• Share of Market and Market Scope 

• Brand Growth 

• Price Positioning and Price Premium 

• Brand Awareness and Brand Perception 

• Brand Relevance and Propensity to Purchase 

• Brand Heritage and connection and longevity to local culture 

Chevalier & Mazzalovo. 2021, p.101. 

 

  



 

 

71 

6  SECONDARY DATA ANALYSIS 

In this chapter, we will study a portfolio of events that took place during the year 2022 to 

formulate an understanding of the current situation, type of events, objectives, and 

evaluation. This secondary material is collected in the form of company reports for the brand 

owners delivered monthly. According to Hoyle (2002) “...the corporate culture, its values, 

and its strategies for future are paramount to successfully delivering the marketing 

message.”. He also states that future goals should be studied against company history and 

results of the past events. Although different marketing efforts are used from traditional 

media and digital media in the case company the events play a center role in the marketing 

strategy. Many of the marketing actions are campaign-type executions and include 

simultaneous media use of different types. In the case company, we can see events targeted 

to all but competitors from the IMC microenvironment.  

6.1  Case Company Event Portfolio  

From the case company reporting for the events in 2022, we include in this research a total 

of 68 events consisting of selected premium brand portfolio events. Internal reports include 

a short description of the event, photos of the execution, target group description and 

evaluation, event visibility description and evaluation, brand connection and evaluation, 

final cost evaluation, and conclusions. The conclusions are often in written format focusing 

on whether the event in question would be done again based on the results and other potential 

factors. In addition, depending on the nature of the event, the report includes numerical 

information like the number of sold products, metrics related to event attendees, 

measurements of digital presence like reach, or other highlights. Parts of the data are not 

systematically collected, and not all 68 event reports include the same information. In the 

case portfolio of events main format is onsite or live events and online events are hybrid and 

not fully online. With this in mind, we can focus on live/ physical events and see what type 

of commonalities we can derive from the data.  



 

 

72 

6.1.1  Event Format 

In the data used for this research, we analyze the 68 events. There is no specific classification 

of event formats used in the data but instead, all events include a short description of the 

event. Events include tradeshows, product launches, PR events, consumer tastings, event 

partnerships, etc. In the theoretical part of the research, we have identified many types of 

classifications based on the format of the event like festivals, parties, influencer events, 

promotions, sponsorships, meetings, etc.  

When studying the events of the case company, we can cluster them into 7 main categories 

based on their characteristics. We can see events that are designed around one specific brand 

or product. These events we can call Brand Owned Events. In these events, the brand acts as 

the host and the inviting party to the audience. From the brand-owned events, we can identify 

two sub-categories of Product Launches and Tastings.  

We can cluster co-organized events with different partners. The main difference in these 

appears to be the case company’s level of involvement in the planning and execution of the 

events. There are events that require a lot of planning and resources in the execution and 

these events we could call Event Partnerships highlighting the strong involvement. For the 

event invitee, the brand is strongly visible already in the invitation phase. From different 

partnerships, we can separate Tradeshows and Fairs as an event type due to its quite 

established status as an event format. Another form of co-organized event with lower brand 

involvement and a smaller role in the execution are different Event Sponsorships. In this type 

of event, the level of involvement from the brand side to the planning and execution is lower. 

Attendees might see the brand first time at the event, and not in the invitation phase. In the 

case company, these are often discounted products or visibility materials related to the brand 

instead of direct financial investments. Quite a few of the events included permanent or semi-

permanent visibility building for a specific space. A good example of this is a branded terrace 

for a restaurant customer or discounted products for an event. One might argue if these 

branded spaces should be considered events but as the projects in this case analyzed involved 

a range of different activities and events on a weekly or daily basis in these spaces, the 

decision was to include these in the analysis. Another factor supporting including these is 

that the majority are seasonal by nature focusing on summer outdoor spaces thus having a 

clear start and end date. This event category will be called Event Spaces/ Brand Pop-Ups 
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highlighting the temporary nature of the spaces. The last category of event types is different 

Tastings of the products. We can see that tasting/ sampling type of activities are also done 

in the previously presented event types but the invitees coming to events classified in this 

category are coming specifically to a tasting and the number of these events is quite large in 

the portfolio. In some cases, tasting is focused on one brand of products only, and in some 

cases, multiple brands are present at the event. 

6.1.2  Event Size 

Another way to categorize and analyze the event portfolio can be the size of the event. In the 

case company, they can have very exclusive two to four-person PR trips to the wineries or 

on the other end of the spectrum a branded lounge area in a music festival hosting over 

10.000 consumers. From the event data, we can categorize event sizes in the case company 

into five categories based on the event attendee amount. Here we do not see a difference 

whether the participant is online or onsite as the hybrid event in question required also 

interaction from the online attendees.  

When analyzing the data we can see below the spread of the 68 events on this size 

categorization by the attendees at the event. 

 

Figure 19. Case Company Events Categorized by Attendee Amount. 
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We can see a relatively even distribution of event size throughout the event portfolio with a 

slight lean toward larger size events. If we look at the total attendees by event type the XL 

events compromise 90% of all event participants. On average, XL events have 2.364 

participants, L sized 245, M sized 59, S sized 18, and XS 7 participants. 

As the data is not systematically collected currently regarding the total reach of the event, 

these are not analyzed but a similar classification to the total reach or awareness could be 

implemented in the future to give more insight into larger events. In the chart below, we can 

see previously made event-type classification information combined with the event size 

classification made above. 

 

 

Figure 20. Case Company Event Types and Event Sizes. 

 

From this, we can make some conclusions on each event format. We can see that tastings in 

general are small-sized events and event spaces/pop-ups and event sponsorships are extra-

large by nature. Event partnerships and tradeshows are mostly large or extra-large events. In 

brand events, we can see more variance, but the average is medium size events and product 

launches come in all sizes. In summary below is the event size with event format. 
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Event Size and Formats 

 

XS (<10 attendees) (PR trips or exclusive dinners or tastings) 

S (10 - 30 attendees) (Often PR and influencer tastings) 

M (31– 99 attendees) (Often industry tastings, customer events, launches) 

L (100 – 500 attendees) (Often sponsorships, customer events, launches) 

XL (>500 attendees) (Often sponsorships, trade shows, festivals) 

 

6.1.3  Event Cost 

The cost of the event is evaluated in 23 events of the total 68 case events. Costs in the current 

reporting do not include financial calculation on the total cost but evaluation is done on a 

scale from 1 to 5 where 1 is low investment or cost level and 5 is high investments. The 

current way of working is a subjective evaluation of the project manager of the cost level it 

can include biases and calculating return on investment type of metrics is not possible. 

Noteworthy is also that other than monetary investments are left out from the report. Other 

investments are related to internal project management hours, on-site presence at the events, 

and usage of materials that the company owns like different visibility materials. To test the 

parameter of the cost we can see if there is a relationship between the cost of the event and 

event size or event type. 

Below, in the figure 21, we can see the distribution of events by their investment heaviness 

categorized by event size. 
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Figure 21. Case Company Event Costs by Event Sizes. 

 

Event size categorization can be used both in the planning phase as well as in the evaluation 

phase of the event with a metric like the cost of the event per attendee. Relative cost per 

attendee should reflect to some extent the effectiveness of the event when focused on the 

objectives and investment of resources.  

As the event cost correlates with event size, it should correlate also with the previously 

examined event types related findings. Below, in the figure 22, we can see the cost level of 

events categorized by different event types. 
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Figure 22. Case Company Event Costs by Event Types. 

 

Here we can see that most investment-heavy event types are event partnerships followed by 

brand events and tradeshows. Tastings are primarily lower costs, but perceived low cost is 

heavily impacted by previously stated factors of cost parameters not including internal work 

or loans of the company-owned materials. In tastings often internal experts are used and the 

company has acquired materials like glasses and coolers used in these. There is only one 

event sponsorship evaluated on this parameter in the data, so we leave that out of the analysis. 

This means that the previous findings of event formats can be generalized. 

6.1.4  Event Target Group 

When thinking of the case company target markets we can see target group classifications 

from the previous theory part very applicable. In addition to the internal stakeholders, the 

case company has external target groups like customers and consumers as well as suppliers 

or intermediaries in the marketing focus. In the case company, we can see events targeted to 

all but competitors from the microenvironment. Also, the previously discussed complex 

decision-making in target groups should be taken into consideration. Influencers who are not 

necessarily the decision makers but the ones whose opinion is valued within the group are 

found in each target group.  
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The case portfolio brands focus could be generalized into reaching new consumers (either 

within or outside the product category) and nurturing existing ones. As the number of 

products and brands is quite vast, we can see multiple factors being used in the case company 

for target consumer segmentation. We can investigate identifying enthusiastic and 

connoisseurs or new consumers, target specific demographics, lifestyles or interests, cultures 

or subcultures used especially in the nightlife, and geodemographics in larger cities. 

Customer segmentation can also be done based on the customer lifecycle and role in the 

decision-making. When looking into the company’s events target groups we can see that 

events are targeted to all key target groups identified in the theoretical discussion. 

 

Event Target Groups 

• Internal (Salesforce) 

• Intermediaries (Monopoly, Wholesalers, HoReCa) 

• Customers (Purchaser, Salesforce) 

• Consumers (Specific Target Group) 

• Publics (Media and General Public) 

• Influencers (Within Target Group)  

 

By analyzing the events organized by the company we can see that the majority of events 

include more than one target group. Also, it could be even claimed that due to the WOM and 

social media events can always have secondary audiences or target groups reached. It could 

be beneficial to focus on identifying all relevant target groups in the events, to be able to 

categorize them into primary and secondary target groups within an event.  

When combining the case portfolio events report information and target groups we can see 

a slightly adapted version of the key target groups. We can identify three main target groups 

of consumers, intermediates, and internal. Intermediates can be seen to include the customers 

categorized separately in the theory due to their role in the distribution in the case company. 

Within these target groups, we can see different sub-categories of influencers, media, etc. 
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Key Target Groups 

• Consumers 

• Intermediaries (monopoly distribution, wholesalers, customers) 

• Internal  

 

6.2  Event Objectives and Evaluation 

In this case data, the event objectives are set in two parts. In the event description, there is a 

description of the brand goal in the specific event and target group. In addition, evaluation 

is done on 4-6 aspects on a scale from 1-5. The objectives are the value of the event for the 

brand, the cost of the event, the target audience, and the venue/ partner. Also, depending on 

the nature of the event engagement metrics like reach, sales, or consumer contacts were 

added. From the 68 events included in this analysis, 22 events have all the above objectives 

set and evaluated, 29 of the events use only one objective (often sales or attendee amount) 

and 17 of the events are missing this information. 

Also regards the goal of the event we can often have multiple goals due to the nature of the 

business where the company is contractually obliged to execute certain investments in their 

customer’s premises (like restaurants). Events are utilized in these cases, and one could argue 

that the goal is to oblige to the contract but on planning the event we can construct the 

marketing efforts to target for example more towards brand building with brand visibility or 

campaign but also craft an event with consumer-based targets. With this in mind, we can 

examine the data by categorizing the primary, secondary, and tertiary goals of each event 

from the text. When looking at the case data we can see below spread on the different goals 

of the events in figure 23. 
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Figure 23. Case Company Event Objectives. 

 

From the above, we can see that the customer and sales-related objectives are in the focus of 

the current events. When looking at the objectives based on their hierarchy, we can in turn 

see the below spread of goals in figure 24. 

 

 
 

Figure 24. Case Company Event Objectives Hierarchy. 

 

The primary goal follows the overall spread to some extent but when combined with the 

second goals, there is a clear increase of customer-related objectives and a decrease in sales-
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related objectives. This might be due to the original classification factors, as sales and 

customers objectives often are intertwined.  

As the current objectives categorization appears to be slightly subjective by nature, an 

alternative approach to goals could be in place. The categorization could be done by 

clustering goals based on their characteristics. More brand-related goals like brand and target 

group, can be clustered under brand goals. Another cluster of goals is arising from 

contractual events with the intermediates, sales-driven events in the intermediates that we 

can call transactional goals. This classification would in primary and secondary goals divide 

the events equally with 34 brand goals and 34 transactional ones. 

Each event had some differentiating characteristics in the execution from another and thus 

slightly different objectives in the event execution. When looking at these used objectives 

we can cluster them based on previous findings of the goal distribution in the case events.  

 

Brand-related Objectives 

• Reach 

• Engagement  

• Visibility 

 

Sales and Revenue-related Objectives 

• Sales generated during the event 

• Product tryouts 

• ROI = Total revenue generated versus total event costs 

• Customer Relationship 

 

When examining the data we can see that in some events there were additional objectives 

used in the evaluation. These were often in the description these included for example long-

term sales increase in the customer restaurant, new customer acquisition, nurturing customer 

or consumer relationships, and creating long-term visibility for the brand in the customer 

restaurant as these are connected to the relationship, a third category of Relationship related 
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objectives could be formulated combining consumer and brand engagement as well as 

customer relationship related objectives. 

6.3  Preliminary Findings for Event Objective Setting and Evaluation 

Summarizing the key findings of this desk research we can that the main factors affecting 

event design and objective setting are the target groups that the event is designed for and the 

stakeholders involved directly or indirectly in the event. The key factor affecting the 

evaluation is the data collected within an event and throughout the event portfolio. 

When mapping out different stakeholders we can categorize them as consumers, 

intermediates (customers, wholesalers, monopoly), and internal (sales, workforce, top 

management, brand owners, marketing). These stakeholders act also as target groups of the 

event and include many sub-categorizations.  

Initial objective setting regarding events often included two objectives, but often additional 

realized objectives were added to the events in the evaluation or reporting phase. This in turn 

causes difficulties in evaluation as the objective’s measurement was not initially included in 

the event design. The current objectives found in the reports can be categorized into 

customer, sales, brand, and target group. From these customer and sales-related objectives 

represent 64% of all event objectives and 68% of the primary objectives, indicating that the 

role of events in the case company is largely connected to customer relationship management 

and sales generation. However, by clustering goals under brand goals and transactional 

goals divide the events equally with 34 brand goals and 34 transactional ones. So, brand 

marketing efforts in the consumer target groups play a similarly sized role. Based on the 

desk research following three categories of objectives are proposed for the events 

 

Main Objective Categories 

• Relationship and Engagement 

• Awareness and Perception 

• Sales and Revenue 
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These main objective categories operate on the different stakeholders’ levels. To enhance 

the process company could approach objective setting with a process of identifying 

stakeholders and their objectives and deciding key objectives and their hierarchy for an 

event. The objectives in turn would need applicable measurements included in the event 

design process and evaluation and should be standardized to a certain degree so that the data 

would be systematically collected and would be thus comparable within the portfolio of 

events. 

When studying the potential classification of events, we can see that the proposed event type 

classification correlates with the cost and size of the event to a large extent and suggest 

following categorization of events for the case company. 

 

Case Company Event Types Classification 

• Brand Event 

• Product Launch 

• Event Partnership 

• Event Sponsorship 

• Event Spaces / Pop-ups 

• Tastings 

• Tradeshows & Fairs 

 

The current way of evaluation is relatively limited on return on investment type of measures 

to be applied. The size of the investment or the cost of the event currently is evaluated in a 

qualitative and subjective manner. However, we can see most investment-heavy event types 

and identify that the current cost parameter does not include internal work or loans of 

company-owned materials. The cost parameter-related calculations would be enhanced by 

adding financial reporting to events as well as evaluation of internal workload. This would 

enable the applicability of several different metrics in the evaluation. The size of the 

investment together with the size of the event or its reach does still play a role in the process 

as it can be seen affecting the relative importance of the event and thus to the extent of 

measurement and reporting. 
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The evaluation process in the case company in general is relatively reporting-focused and 

high in subjectivity due to the qualitative nature of current measurements. This in turn can 

be seen relating to a larger perspective of the marketing role in value creation, capturing, and 

demonstration. It appears that the current practice can be enhanced especially on the 

demonstration aspect. 

The current way of evaluation includes conclusions about whether the event would be 

executed again but there is no evaluation focused on the event process or execution. Based 

on the theory part of this research applicable metrics for the case company should be chosen 

for their events to include the evaluation of the action (the event process and execution) in 

the total evaluation. 

6.3.1  Preliminary Framework for Event Objective Setting and Evaluation 

From the previous work in this chapter and in the theory part of this research we can present 

a preliminary framework for event objective setting for the case company. In this framework, 

the process starts from identifying the primary (as well as the secondary and tertiary goal of 

the event) i.e. why is the event organized by identifying the key 1-3 key goals and target 

groups of the event in question. Based on these two factors we can include relevant 

objectives for the event in the planning process. Then both the scale of investment 

(consisting of financial and resource-related investments) as well as the size of the event will 

determine the scale of evaluation as well as the number of metrics to be included in the 

process.  

The event evaluation should be based on the objectives set for the event. With a systematic 

objective setting process, we can make sure to include in the event process applicable data 

collection points and actions to measure the chosen objectives. To enrich evaluation beyond 

only tracking objectives and to ensure that correct objectives were chosen especially in larger 

scale investments or resource-heavy projects few other viewpoints are in place. Including 

event-specific evaluations regards the event execution as well as participant-related metrics. 

Although an event might be excelling in these two aspects the investment should still be 

evaluated in terms of its role in the larger context. As discussed in the previous chapter 

regards the objective setting starting point, it would be in place to circle back to it and see 

the specific event’s value in relation to other actions taking place. With this relative 
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importance due to, for example, lack of other actions a lower performance on metrics can be 

justified. 

 

 

Figure 25. Preliminary Framework for Event Objective Setting and Evaluation for the 

Case Company. 

 

To conclude this chapter of the preliminary findings based on the case data we have been 

able to identify and categorize the data for the analysis and further development. Preliminary 

shortcomings of the current practices, process, and further development have been also 

identified. In the next chapter, these initial findings are tested in their factuality and 

applicability with empirical research. 
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7  ANALYSIS OF PRIMARY DATA: INTERVIEWS 

In this part of the research, the empirical research of primary data will be conducted with 

interviews. The interviews’ role in this research is to supplement the picture of the event’s 

role in the organization and event evaluation from a wider perspective including different 

organizational viewpoints. The goal is to form a larger understanding of the current event 

objective setting and evaluation process in the case company. Interviewees were chosen from 

all levels of the company including top, middle, and operative management levels. Top 

management includes business, sales, marketing, and managerial levels from sales and 

marketing that are involved with events. Interviews are conducted as semi-structured 

interviews in the Finnish language and recorded in digital format. The interviews were done 

in two parts, the A side focus is on the interviewees’ point-of-views regarding the current 

state of objective setting and evaluation of events as well as key challenges. The B side 

concentrates on the preliminary framework and its evaluation and applicability. Interviews 

are transcribed digitally from the online video meeting.  

7.1  Event Objective Setting and Evaluation in the Case Company Currently 

A side of the interview discussions concentrated on the events in the company and the current 

way of working especially regards the evaluation of events. When discussing event 

evaluation in the company all attendees felt that in their role they were somehow involved 

with the events and their evaluation. Events in general were seen as the main marketing tool 

in the regulated market especially for spirits.  

“Especially for strong alcohol the amount of marketing channels is what it is and there 

really is not much else we could do. For wines, we have the wishes from the brand owners 

to be actively present in the markets.” (Interviewee B) 

 

In the discussions challenges in the event evaluation took most of the discussions. Discussion 

regards objective setting in general needed to be initiated to be included in the discussion. 

When mapping out the themes from the interviews three main themes can be identified.  
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Key themes 

• The current process and the way of working 

• Objectives 

• Internal and external stakeholders 

 

These key themes will be presented in the following sub-chapters. The discussion around 

the themes as well as relatively similar views over the challenges as well as opportunities 

was somewhat surprising. 

7.1.1  Current Process and the Way of Working 

When interviewees were asked to describe the current state of event evaluation in the case 

company most interviewees described how the evaluation process seems from their 

perspective in their role. The majority of the discussions about event objective setting and 

evaluation were around the interviewee’s own role in the events and challenges they faced 

in the evaluation, but all recognized the different levels of the matter within the organization. 

“I believe that we are doing like correct things (in event evaluation) and doing those well, 

but we do not have like a set way of doing things and I believe we would benefit from a clear 

framework.” (Interviewee E) 

“We have in this (event evaluation) in a way three different departments or levels doing 

objective setting and evaluation on their own metrics and own processes... ...for me, it’s 

(own departments) objectives and process are very clear, but I lack visibility to the others 

and thus I cannot benchmark or evaluate them.” (Interviewee B) 

“I’m pretty sure there is valuable information in those (reports) for me but to find time to 

find them and like go through them... ...it is like is this more important for me than other 

things? Like some sort of internal report or summary would be beneficial.” (Interviewee C) 

 

Without exception, everyone described evaluation being often conducted as internal verbal 

debriefing directly after the event. Often also debriefing is quite unformal by nature with 

external and internal stakeholders. Everyone knew there were event reports being made at 

least some of the events to external stakeholders and that they were accessible to everyone, 

but the majority of the respondents had not seen or read them. The reasons why they were 

not involved in the final evaluation or formal evaluation were not clear to the interviewees. 
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“We often do the after-event reporting like in spoken format and maybe some in the external 

reports but not like from all events. I’m not necessarily saying it is a good or bad thing – we 

just don’t do it.” (Interviewee D) 

“I haven’t seen myself any event evaluation or report, but I have been in many evaluation 

discussions after events, like where we discuss whether it was good or not.” (Interviewee F) 

 

Another aspect of the current state is the experienced need for change in the event evaluation. 

The majority of the respondents felt that there was a need for change and had ideas on how 

to do it. The majority of perceived needed changes were around the way of working and 

creating a systematic company-wide process.  

“I think the challenge is that we do not have any kind of framework or set way of doing this 

and it results in a situation where there is not like final was it actually a good (event) or not. 

And then in a way, the learnings don’t get documented, and we end up doing the same things. 

And like the process doesn’t evolve or get better like everyone would benefit from it more.” 

(Interviewee F) 

“...instead of it (event evaluation) being more about gut-feeling we need to take the hard 

values and soft values and make a report whether it is a small or big event.” (Interviewee 

A) 

“It (Ideal situation) would be a flowing process where everyone knows what information 

needs to be gathered and kind of common understanding that there are responsibilities 

related to money (investments).” (Interviewee A) 

 

When asked what the current roadblocks for the change are, the interviewee’s answers varied 

from a need for a clear process to needing someone to take the main responsibility for more 

resources (tools and working hours). In the discussions there was a theme of silent 

accumulated understanding often mentioned and, in the debriefings, and discussions about 

the events afterward focus tends to be on the event process itself instead of the objectives. 

“It is due to old habits, as we have always done it like this. You know the customer is happy, 

the - you know the subjective view - like there were a lot of people and it looked really nice, 

so it was like a very good event. Then there is also always the lack of time and money, like 

who has time to do this...” (Interviewee B) 

“We organize these events and, in a way, concentrate on evaluating how the event itself 

went, like how many people came and was the customer or partner satisfied, but we do not 

actually track or measure the participant-related goals... ...like does it actually affect to 

buying decisions.” (Interviewee B) 

“We do not work systematically and because of that I feel we do not learn from the events 

but instead do the same things over and over again.” (Interviewee F) 
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We can say that the respondents feel that the current way the evaluation process has many 

challenges, and the majority of the respondents felt that a clear process for event evaluation 

would be needed. When discussing how the ideal state (of event evaluation) would be in the 

respondents’ view, the answers included terms like “flow”, “structure”, “mutual 

understanding”, and “less time-intensive". 

7.1.2  Objective Setting 

When discussing the objective setting-related matters majority of the respondents stated that 

in most of the events, it is not 100% clear what the objectives besides sales or brand visibility 

are or if there are any. In the discussions, respondents saw that most of the events included 

possible contributions related to their work or department goals that would be beneficial to 

measure but as they are not included in the event planning phase it is often an afterthought 

and thus not tracked. Many felt that the event evaluation and objective setting are being done 

as they have always been done and the main driver for event evaluation and reporting is 

external customers reporting objectives rather than other objectives. 

“Now when actually thinking about this there are many different objectives related to even 

small tasting events. Like naturally the brand-related objectives like reach and then also the 

partner and sales related goals, and yes, the contractual obligations, but yes, it is quite a lot 

actually.” (Interviewee D) 

“Some of our events, like tastings, are so often organized that the process is like very smooth, 

and everyone knows what they are doing but the evaluation is actually not emphasized that 

much – like what did we actually achieve with this tasting? Maybe it is because everyone 

knows the concept and its possibilities so well.” (Interviewee F) 

 

The business environment and its complexity and multiple goals toward different 

stakeholders were also present in the discussions. Another layer adding to the perceived 

difficulties in the objective setting and measuring was the time. Brand-related objectives 

were seen as difficult to measure and required a longer timeframe for the measurement 

whereas the sales were quite often seen as immediate sales. When discussing more about the 

timeframe in the evaluation all interviewees brought up the effect on sales that an event can 

have on the restaurant’s sales in the longer term. The factor of work-time heaviness was 

mentioned especially on events requiring workforces’ presence. All respondents said that 
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events take time from their work but don’t know how much exactly as it is not tracked at the 

moment. 

“Different people take different amounts of time and sometimes a small event can take a lot 

more time than a large one.” (Interviewee F) 

“There are these huge events that take place and like the whole staff is like on call for two 

weeks for them and then I don’t really know how much like sales we get out of them like is it 

really worth it?” (Interviewee C) 

 

Quite well explaining the relatively complex nature of the business and the measuring time 

perspective were the various perceived event-related factors contributing to the potential 

growth in the long-term created sales depending on the perspective. Effect of the restaurant 

staff knowledge level regarding the product and thus increased willingness to recommend 

the product to consumers, increased visibility of the product in the restaurant’s premises, and 

or in the marketing channels, price promotion targeted either to a restaurant or towards the 

end consumer, social media visibility of the event towards consumers, attendance of the 

event, etc. The consumer decision-making process as well as the distribution channels 

decision-making process appears to be seen as quite difficult to track or even map out in the 

case company. 

“We have often like understanding what we are like trying to achieve (in an event) but what 

is the most important of those (goals) would clarify a lot so that we know who is like in the 

driver’s seat and what should happen there in the event.” (Interviewee F) 

“We have too many objectives as everyone involved in an event has their own what they 

bring to the table and in the end the consumer cannot handle too many messages, like pick 

one only and do it well would be my point.” (Interviewee E) 

 

Quite interesting was that objectives mentioned by the interviewees were relatively limited 

to short-term sales and event brand visibility almost without exception in this side A of the 

interviews. Another issue around evaluation and objective setting was that measuring 

specific objectives was seen as difficult or nearly impossible. 

“I do not know like how you could pinpoint that the sales went up specifically due to one PR 

event?” (Interviewee E) 

“Number one (objective) is how well we cover the costs of the event in the direct sales.” 

(Interviewee D) 
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“Too often we concentrate often to brand visibility in these events. We should really measure 

like whether the person attending buys from retail or the restaurant the brand in question 

like within a month or so. But like how could we do that?” (Interviewee B) 

“I feel like we need more resources, like a person or tools to really measure and track 

everything that we have going on to actually know whether some marketing effort or event 

was actually valuable.” (Interviewee E) 

 

To summarise, the issue all respondents felt that the objectives were not discussed at an 

adequate level both internally and externally and the process currently is more focused on 

the actual event and metrics related only to the event. When reflecting on the current status 

of the objective setting to the theory part of this research we can argue that more focus could 

be beneficial. Eagle et al (2020) four-step evaluation process and McDonald’s (2005) 

marketing evaluation levels both present multiple layers in the objective setting. 

7.1.3  Internal and External Stakeholders 

Whereas a lot of the perceived challenges in the current way of working can be linked to the 

previous two larger topics of internal processes as well as objective setting a lot of the 

discussions linked to the opportunities to enhance the way of working were seen in 

collaboration between internal departments (like PR, sales, and marketing).  

“What we are currently doing is like that we have on the other hand weighing this goal 

related to return on investment that the business needs from events, and then the other hand 

the longer time perspective brand-related goals to ensure that our customers (the brand 

owners) are satisfied. And these two (goals) have different time perspectives and are maybe 

even conflicting to some extent.” (Interviewee A) 

“In a way, we are quite in our own boxes here (in the company departments) and we really 

do not know too much about what the others do. For me, our objectives are very clear, and 

I ensure that they are included in the events that we are involved in, but I do not know what 

the others are doing or what their goals are (in the event).” (Interviewee E) 

“(When evaluating events) it is like was it successful and from whose perspective? Like for 

sales or marketing or the restaurant?” (Interviewee G) 

 

When discussing external stakeholders and especially when doing an event in a partnership 

with them the interviewees saw a lot of opportunities in including customer target groups in 

primarily consumer-focused events.  
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7.2  Evaluation of the Framework 

Side B of the interview concentrated on presenting the preliminary framework and its 

elements to interviewees. Interviewees were asked if some elements should be added or 

removed and whether things seemed logical. In the last phase, the interviewees were asked 

to evaluate the usability of the framework.  

7.2.1  Adjustments to the Preliminary Findings and Framework  

When going through the framework the interviewees returned to some of the questions 

presented in side A of the interview like how is the current way of working regards event 

evaluation? Often the interviewees gave detailed examples of ongoing projects when going 

through different parts of the framework or said that they started to get ideas on how to get 

more of the current events coming up and what to take into consideration. 

“Our event process consists actually only like three steps and their place in the process 

actually changes and after these (event target group, event size, event type) things we think 

about the objectives and then, if it goes that far, we have the evaluation.” (Interviewee A) 

“Often you (marketing) have not made the decision of the event but are actually brought into 

the process when decisions have already been made, and you just need to make it happen.” 

(Interviewee E) 

 

When going through the elements of the framework the target groups and objectives were 

topics that interviewees spent most of the time discussing. During the second interview, 

under the target groups, in the intermediates, Retail was added. Retail is an emerging sales 

channel that needs to be taken into consideration in the future. Another add to the target 

groups was sub-categories under consumers. These were not included in the preliminary 

version and although the aim is to keep the framework as simple as possible the interviewee’s 

feedback was to include this in the framework.  

“In my opinion, we do not discuss the target group enough related to events. Like who is the 

target consumer that we are doing this event to? Like how knowledgeable they are already 

of the products is very crucial knowledge for example when planning a tasting.” 

(Interviewee F) 
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In the target groups internal category was also raising some questions. Many of the 

interviewees said that wouldn’t have thought about it but yes it naturally belongs in this 

discussion. Also, in the discussions regards the target groups the influencers were mentioned 

numerous times, and it can be beneficial to think of it as a sub-category in each of the target 

group categories. 

“Before there were gatekeepers in each category or target group and now, they are 

influencers.” (Interviewee B) 

 

There was also discussion related to event types and whether should Tastings be their event 

category. Some interviewees thought that Tastings could be inside other event categories, 

and some interviewees argued that as they are so big part of the business’s events it could be 

beneficial to have them as their category. Another theme in side B of the interviews was 

around different objectives. And especially the connection to different target groups. 

“The framework and the idea of including different target groups really highlights the need 

for different metrics as there are as many goals as there are target groups.” (Interviewee B) 

“Now when thinking about the objectives we actually do not go too deep into them currently 

like if we discuss sponsoring some event we do not think about if we are going to get a lot 

more new loyal fans for the brand, like at least not in writing we do not set those goals.” 

(Interviewee E) 

“In many of the events like for example in a quite simple event taking place in a restaurant 

we have like the goal related to brand and like to the awareness and sharing like when they 

go home and of course the restaurants side like that it is so interesting that it is sold out. And 

like the contractual side (between the case company and the restaurant) and like the brand 

owner related. Like to retain the brand in our portfolio by showing that we do something. 

Like there are actually quite many when you start to think about it.” (Interviewee D) 

“Now when I really like stopped around this matter and thought about it this is definitely 

something I need to take into my daily work. Like for the next event actually think about the 

objectives beyond sales.” (Interviewee D) 

 

7.2.2  Evaluating the Usefulness of the Framework.  

When discussing the framework all the interviewees evaluated it as useful. The framework’s 

different elements were understood in a quite similar manner by all interviewees, 

highlighting the value of action research method used in this. It was said to clarify the quite 
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complex and multifaceted matter. Some saw it more as a strategic tool and some more 

process check-point type of tool in event planning. 

“First when I saw this it looked really complex and like theoretical even but now when we 

went this through it is actually really simple and like clear” (Interviewee E) 

“This (framework) should be like the starting point for any event discussion. Like if you 

cannot answer to these questions, we cannot go forward.” (Interviewee B) 

 

The framework was seen as useful in event planning, especially if there are several 

stakeholders internally or externally involved. In those cases, it could be used to make sure 

that the objectives are aligned and tracked. 

“You must have the same data and information collected from different cases so that you 

can really decide which is better for the brand.  And especially when discussing with external 

stakeholders like brand owners to really have the data to support your decision.” 

(Interviewee E) 

“In the future like back office, marketing or sales could actually like compare of the events 

and see themselves also if it is worth to do or not” (Interviewee D) 

“In these events, there is a lot of tacit knowledge included. So, in order to understand the 

value of a certain event, we need to collect all information in the same format to compare 

different events’ value afterward.” (Interviewee F) 

“Our partners must also do reporting and measuring themselves, we never get those. But I 

think we do not give ours either. There might be a lot of potential there.” (Interviewee G) 

 

Another perspective for the framework usability was more strategical to be used more in 

formulating the big picture. 

“We have these cases where we know that there is not like direct sales generated but we are 

working like with longer time perspective. We have things that we aim to happen like in 5- 

or 10-years’ time perspective, and we work on those, but we do not like document these 

things or strategically plan and measure actions related to them.” (Interviewee E) 

 

7.3  Summary 

To summarize the key findings of the theoretical part were that there was a great level of 

correlation with the preliminary findings as well as the theory. Event objective setting and 

evaluation in the case company can be said to be seen as so complex in their effects and 
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relation to larger goals that the current approach towards them is largely simplified. This 

simplification and lack of integration internally does present challenges. 

From previously discussed main themes in the interviews, we can see that the main perceived 

challenges in the current way of working are related to the experienced need for internal 

processes and alignment in the organization. In the discussions, there was a lack of clarity in 

the process, objectives, used metrics, roles and responsibilities as well as evaluation. Another 

key challenge that can be identified from the discussions was the current objective setting. 

The challenges around this topic were two; firstly, the event unprompted objectives were 

often considered quite static: creating sales or brand visibility, secondly, the possible already 

set objectives were not clear in the current way of working. In conclusion, internal marketing 

of the event’s value would benefit from focusing on together with the internal alignment of 

the processes and objectives. 

Overall, the initial framework was very well received and seen as a checklist type of help 

when planning an event but also a base for basic event reporting form and data collection. 

In the discussions, it was quite evident that the things were quite clear and understood as 

well as approached in a similar manner but in a way some aspects have been in a way 

“forgotten” due to the challenges arising from the complexity of measurement and 

demonstrating effect. When the framework was presented a lot of opportunities for more 

effective utilisation of the event platforms were seen especially in combining target groups 

as well as bringing more objectives into the planning. As interviewees represented different 

business functions the recognized possibilities related often to their function-specific 

objectives and perceived challenges. Overall, it could be stated that events in general were 

seen as a valuable platform due to the many possibilities recognized in the value generation.  

In general, it seems that marketing’s function in creating, capturing, and demonstrating the 

value created through events is lacking in the current process in all aspects, especially in the 

demonstration. This turns the focus back to the larger themes related to the holistic marketing 

concept of integrated marketing, internal marketing, and performance marketing.  
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8  FINDINGS AND CONCLUSIONS 

In this chapter main findings, conclusions, and future recommendations are presented both 

from the case company perspective as well as the theoretical aspect. In general, the research 

has fulfilled its primary objective of creating an internal framework for the case company in 

its event objective setting and evaluation. From the primary data research, we can state that 

the usefulness of the framework was well received and evaluated as useful by the 

interviewees. In addition, this research provided valuable insights for the case company 

regards the current process and its elements as well as internal perception regarding the 

process. Thus, the managerial relevance and the empirical contribution of this research can 

be evaluated as high. The chosen method of constructive research with elements of action 

research was applicable and as the chosen method primarily aims for the case-specific 

solutions, this was an expected outcome. This research presents a framework for the case 

company for internal objective setting and evaluation of events. The contribution of this 

research is highly managerial by nature. 

8.1  Findings and Recommendations for the Case Company  

In this thesis main objective was to develop an internal framework for the case company to 

evaluate events. Evaluation of the events is closely linked to the objectives and objective 

setting; the research consists of both. For the background, different marketing approaches to 

events were studied together with event management-related literature and approaches as 

well as mapping out key elements of evaluation and objective setting.  The relatively wide 

approach to strategy was in place due to the case organization’s characteristics. The 

preliminary framework was built by identifying potential patterns or commonalities in the 

case organization’s past events of different objectives or event types and characteristics that 

could contribute to the objective setting and evaluation of the events in general. The 

constructive research process benefitted greatly on the action research application. The 

second part of the research concentrated on evaluating the preliminary framework and its 

elements with semi-structured interviews with seven case company representatives from 
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different business functions. The high managerial impact of the research was evident 

throughout the interviews and enabled rich discussion over the themes. 

The developed internal framework can be approached both at the macro and micro level. 

Taking the wider strategical approach, we can recognize the different elements affecting to 

event’s objective setting and evaluation and their connections. The created framework can 

thus firstly facilitate overcoming the perceived challenge of the unclear event process. Also, 

the framework can be used in the planning and evaluation of the whole event portfolio 

contributing to the marketing strategy. Secondly, the framework enables different 

organizational perspectives and objectives to be included. Thirdly, this internal alignment 

between departments can create new opportunities and more effective use of events in wider 

organizational objectives platforms through internal communication. 

What we can state based on the research, is that internal processes and communication need 

emphasis in the case company regards events. Key challenges are in the objective setting 

and systematic documentation. Firstly, the key objectives for the whole event portfolio 

should be defined. Secondly, the objectives hierarchy should be aligned and communicated 

with all the internal and external stakeholders related to the event. Thirdly, the measurements 

related to the objectives need to be defined for systematic evaluation to take place.  

A key challenge is that internal stakeholders and their objectives regards the target groups 

are not onboarded when setting event objectives and deciding on the objective’s hierarchy. 

This in turn results in the metrics used in the evaluation are not aligned with the stakeholders’ 

needs. The hierarchy approach could be also implemented on the target group level by stating 

a primary target group and secondary or tertiary target group to make sure that the evaluation 

and the measurements reflect those hierarchies. Another issue regards the objectives 

alignment, and their communication arises from the external stakeholders involved in the 

events that could be examined after the internal process is defined. 

Hierarchical and aligned key objectives in turn could streamline the execution and evaluation 

process. As the evaluation can be done using a variety of different approaches and metrics, 

important will be important to choose key measurements to be included in the evaluation. 

As the event typology created for the case company was perceived similarly by the 

interviewees, using it as a classification would seem applicable. A suggestion would be to 

track different measurements for a set period to map out the key measurements that should 
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be applied to different event types. The evaluation process in the case company would also 

benefit from strategic examination in general. Evaluation of the events in relation to the 

overall actions in the target group and contribution to specific objectives should be given 

some weight to understand the total return on investment of different events and the events 

in general. 

From the event participants focused on elements of the experience, case company could 

benefit from closer examination. As the expectations and knowledge level prior to the event 

play a large role, we should identify key events based on their relative importance as an 

event type, level of investment, or target group from the event portfolio to examine the 

experience and its elements more profoundly. We can see from the case study measurement 

of the experience is very underutilized. 

Another recommendation is to adapt the framework from a strategic planning tool to use it 

on the operational level. Operational level usage could be as an event management 

checkpoint tool, ensuring that the event design is aligned with the objectives and the target 

group and key measurement points are included in the event plan. The second operational 

usage for the framework would be to use it as a base for reporting in order to start the 

systematic data collection internally. This could contribute to the evaluation what are the 

critical data to be collected throughout all events and to evaluate different event choices. 

These benchmarks would in turn contribute to the evaluation process. This way the event 

could generate value for the stakeholders’ relationships to be captured by the organization. 

In the research case company sales functions objectives aligning and onboarding to the event 

strategy appear to be underutilized and have great synergy potential to create value.  

Different measurements and metrics chosen are relatively basic and are presented as 

managerial suggestions for the case organization and require further examination to be 

refined to KPIs for case company events. With systematic data collection, the internal 

benchmark for events, and different event types, the company-specific KPIs or key metrics 

could be generated. Systematic data collection would also facilitate objectivity and avoid the 

cumulation of tacit knowledge in the organization. Some of the current metrics could be also 

re-examined to make sure that they are fit to the objectives or whether another measurement 

should be implemented. One example of this is related to the cost of the events. This often 

includes actual invoices related to the event but excludes internal working hours related to 

the planning and execution of the event. As these hours carry a cost to the company it should 
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be tracked at a basic level to gain an understanding of the total costs related to the specific 

event. Another issue related to evaluation is the time perspective. Some of the events and 

objectives could benefit from longer-term examination. This could be done by highlighting 

key events or objectives to be re-examined after a longer time. These strategic periodical 

checkpoints would ensure a holistic evaluation of the key objectives and key events. 

In conclusion, strategic objectives alignment together with stakeholder communication 

should be emphasized in order for events to create more value for the organization in the 

future. To capture the current value created more holistically objectives evaluation and event 

evaluation would benefit from integration and systematic data collection together with 

stakeholder communication of the results.  

Below is the updated internal framework for the case company event objective setting and 

evaluation. Framework consists of three phases objective setting, event management, and 

evaluation which again contributes to the objective setting with outtakes. The key changes 

compared to the preliminary framework created are the identified actors as well as outputs 

of each section highlighted with pink colour. The outputs act also as the base of the suggested 

process. The first step is to map out the objectives and their hierarchy, then based on the 

target group and the event type the execution and data-collection touchpoints are defined. In 

the last phases, the data is collected and analysed for outcomes and outtakes. Also based on 

the preliminary desk research, as the event size correlates with event type in the case 

company to a relatively high degree, these are combined. The size of investment is moved 

to the output of event management as it acts as a determining factor regards the level of 

resources used in the analysis of the specific event and its objectives. 
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Figure 26. Updated Framework for Event Objective Setting and Evaluation for the Case 

Company. 

 

Outside the scope of this research, there are themes arising from the operating environment 

of the case company. It would be interesting to extend this research to include different 

stakeholders to map out the key objectives and evaluation on their part and seek potential 

points for value creation or capture. Another perspective to add after this would be the 

participant and the specific characteristics of the case company events participants.  

In the future there are a lot of possibilities arising from the macro environment; sustainability 

is a key theme in the event industry but also the alcohol industry and the case organization 

level. To implement sustainability in the planning and execution phase as well as to integrate 

evaluation with other sustainability objectives company. Another point relevant to this 

matter is the use of technology and the potential automatization or outsourcing of relevant 

parts of the process. Especially on the data collection side of the evaluation process, there is 

lot of manual work currently taking place that could be solved by acquiring or allocating 

resources like technology or services. 
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8.2  Conclusions and Discussion on Objectives Setting and Evaluation of Events 

In general, this research is case situation-specific and lacks wider theoretical contributions. 

Coining with previous studies and research the operating environment as well as the 

organizational structure and strategy play a significant role, and events cannot be evaluated 

without this context.  

It can be said that approaching events from the traditional marketing communications 

perspective is relatively restrictive in practice and this approach does not capture the full 

potential of events as an experiential platform with value creation potential towards multiple 

stakeholders and objectives. A more integrated and holistic approach taking into 

consideration organization-specific and market-specific factors and actors could be useful 

when evaluating events in organizations. As the evaluation itself depends on the objective 

setting and the objective setting is dependent on the chosen strategy and the organization’s 

approach to implementing it, the elements are integrated by nature. The event industry in 

general also evaluates the effects the events have on the larger context like culture and 

tourism. It could be argued that objective setting should include all different levels of the 

operating environment but also include the different stakeholder perspectives. This 

stakeholder approach to objective setting was not present in the event management literature 

in general. In addition to objectives rising from the operating environment, objectives related 

to the event process should be also included for holistic evaluation 

 

Figure 27. Event Objective Setting. 
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In the above figure 27, maps out the process and different elements of objective setting in an 

organization based on literature and this research. Firstly, the input of different stakeholders 

related directly or indirectly to the event process needs to be identified. Secondly, the 

objectives need to compromise strategical level, and activity level objectives. In the last 

phase, the identified objectives need to be hieratically organized by their importance in the 

specific event and the correct measurements for the objectives are then set. Chosen 

measurements should in turn be aligned and integrated again with the objective’s 

measurement at the different levels and by different stakeholders to demonstrate the value 

captured in an integrated manner.  

From the event portfolio perspective and on the activity level of organizational objectives, 

the event process-related key objectives can be approached from the target group, the 

participant experience perspective, or the organization’s perspective of event type, and size. 

These objectives, in turn, need to be evaluated in importance based on the total portfolio of 

events and the key objectives to be set in order for correct measurement and evaluation to 

take place.  

Where objective setting is largely integrated with the organization and its environment the 

event management and execution in turn is focused on the participant’s interaction with the 

event and its elements and the total experience created in that interaction. Aligning with 

previous research and theoretical discussion regards events and based on this research key 

characteristics of events value creation are in the unique experiential factor of events 

contributing to a relationship with participants. In this event process, the key is to identify 

the potential measuring or data collection points for successful event evaluation.  
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Figure 28. Event Execution and Event Experience. 

 

In the evaluation process, the different stakeholders, as well as different levels of objectives 

need to be taken into consideration to communicate the value captured by the event. In 

conclusion, evaluation should be performed on different levels and include different 

perspectives. This level approach could be on two levels: the outcomes and the outtakes. In 

the reporting, the outcomes are communicated with the stakeholders and based on this the 

outtakes for the organization’s internal use can be formulated. Measuring the impact or 

effectiveness of a single action or event in relation to a larger goal has been proven difficult 

in previous research mainly due to difficulties in pinpointing the root cause and causality. 

As this research does not concentrate on finding a solution to this very fundamental problem 

in marketing, the results lack contribution to the theory field. Different measurements and 

metrics chosen are relatively basic and are presented as managerial suggestions for the case 

organization and thus lack the potential of wider generalization. 

Another factor contributing to evaluation is the time perspective. As some of the objectives 

include long-term impact or take a longer time to actualize, different evaluation points 

should be considered for key objectives or key events.  
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Figure 29. Event Outcome and Outtake Evaluation. 

 

The managerial contribution of this research is high and focuses largely on the identification 

of different elements and factors related to the evaluation process. To understand and create 

value through events in marketing, the environmental factors, objective setting, event 

management process as well as evaluation-process elements and actors as well as the single 

element’s characteristics need to be examined. Based on this research and analysis, can the 

different points of value creation, value capture, and value communication toward 

stakeholders be mapped out. The set objectives should be both macro level as well as micro 

level contributing to the organisational larger goals and objectives but also to the single event 

and its experience. Although objective setting can be seen from the previous theory mainly 

as a top-down process, events, in general, include experiential micro-level elements that 

contribute to the event evaluation and thus objective setting. 

The experiential element of events and the uniqueness of each participant’s experience 

together with the objective’s alignment throughout the organization and its stakeholders or 

value chain highlight the complex and subjective nature of events and propose a potential 

lack of generalization of research overall. Thus, concentrating on understanding the macro- 

and microlevels of the event context from different stakeholders’ perspectives might be 

beneficial areas of managerial focus.  
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As discussed in the preliminary literature review, the current theoretical discussion is quite 

concentrated on event planning and marketing of an event. Research could benefit from a 

holistic and strategic approach towards events in organizations and their role. Together with 

the marketing paradigm shifts towards integration and value creation approach to events 

should follow this. Evaluating an event or a marketing campaign requires mapping out the 

value creation-related elements and their relationships to an event in its context. In turn, to 

capture the created value by an event alignment and integration of event measurements and 

evaluation is needed throughout the organization and its stakeholders. And lastly to 

demonstrate the impact of different functions, campaigns, platforms, or processes towards 

the organization’s overall value creation and capturing efforts communication of the value 

creation plays a key role. 

To conclude, there might be room for research of events and event marketing outside the 

marketing communication toolbox. In today’s phygital environment, especially the impact 

and value of interactions should be studied in the organizations’ context to determine 

marketing interaction interfaces and points of value creation and capture.  
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