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​ Throughout the first semester, I based my research on marketing strategies and their 

effectiveness and did my original work centered around that theme. For my final product, I knew 

I wanted to extend my knowledge of strategies into my final work, and connecting to what my 

mentor does, event planning, and her area of expertise would be perfect. On my mentor visit with 

her on January 24th, I talked about my idea, and she bumped me to a brand new idea, which is I 

get to help plan and run one of her events at The Shops of Legacy. I am so honored that she is 

giving me such a big opportunity to help her, and I am so excited to learn more about event 

planning and marketing through this work process. Before diving into the event, I just wanted to 

do a brief dive into the summarized version of what event planning looks like to marketing and 

create a bridge from my original work into the final product. 

​ Event marketing can be really anything a company plans as an activity, like a party for a 

special holiday or doing grand openings. While it is a great routine for bigger companies and 

shopping centers to have fun, scheduled events to help advertise specific things, it is most 

important for small businesses to get the word out. Talking to my mentor, by hosting her events, 

it helps others in the shopping center be seen and grow their customer base. Ways that help the 

business stand out is an email list being grown as people sign up to learn more about the business 

and grow a relationship, and encourages the ability to build up fundraisers.  

 



 

​ While there are a variety of subsections of event planning, most of the goals are the exact 

same and have the same purpose in building them up. The main ones are building up awareness 

and loyalty, educational opportunities, conferencing, and pop-up shop events. A good example of 

awareness and loyalty is something like a restaurant providing samples at a larger scale event for 

attendees to sample, and allows people to try out your brand and see if they like it. By giving a 

sample to potential customers, it shows your welcoming attitude and ability to be compassionate 

enough to get down to customer level. An educational event would be like offering a special 

class to clients to preview what the morals are, and get an idea of how things run before getting 

locked in. conferences are almost the exact same, but could include something like a trade show 

where you are grouped up with similar brands to share expertise with one another. Pop-ups are 

another great way to win over people! From Sierra, including brands like Kendra Scott or a local 

business encourages people to come and see what other things are being offered. 

​ Something I really liked from the article is the before the event SMART goals. They are 

Specific (what’s being achieved), Measurable (data), Achievable (the goal at hand), Relevant 

(does it align with other goals), and Time-bound (timeline). I thought this is a good outline of 

how to make a successful marketing plan, and will for sure keep the SMART goals handy when I 

begin planning my event with Sierra. The next part of the article is a simple six step process to 

setting up a good event! 

​ The first step of a good event is sharing the event with the media. This could be a 

newspaper circulation or on social media, but just find a way to share outward with new people. 

The next part is to socialize the event. This could be through influencers who have a large 

following, a live stream of the event to get people interested in the event, and getting positive 

publicity from the event-goers so others will feel inclined to come. The third step is creating 



 

somewhere for people to leave reviews or see some opinions, whether that be on a dedicated post 

or an area of your company’s website in order to create a landing page for clients. Next, once you 

gather emails from clients and anyone who is potential. Continue sending out emails to invoke 

excitement over the event and what is going to come with the event, and make sure to follow up 

with more notifications to ensure they come. The last two steps go hand in hand, but it is 

sparking the fear of missing out among the audience as well as making the event seem fun and 

actually pulling together, which combines all the previous steps mentioned above into one final 

thing that will seal the deal. These things can also continue on during the event, with the addition 

of checking in on the guests at the event and how they are liking it. 

​ After the event. You must measure the event's success. Using the SMART goals as well 

as something else I learned previously and was reminded of in this article, Key Performance 

Indicators, which could be in the form of simple post-event surveys sent out to emails and phone 

numbers collected, seeing the number of people who attended the event, people who saw the 

media, and how much money was made.After the assessments, it is important to set future goals 

based on what did and did not work, and giving yourself credit for what was achieved. 

Throughout this spring semester, I am excited to see this research come to life through 

working alongside my mentor, as well as putting my original work to good use and seeing how 

that work can go the extra mile.  



 

 

 



 

 

 

 

 



 

 


