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Digitalization is taking over the world, and the use of different marketing strategies is
increasing to find eternal ways to strive for a successful brand with a high brand equity. Event
marketing is viewed as a successful tool to implement in a brand marketing strategy, to
establish loyalty and value, through creating experiences and changing attitudes. A challenge
for companies is to know how to plan and implement event marketing, in order to be
perceived in the right way, and affect the customers as desired. The purpose of this study was
to determine whether event marketing is an effective communication tool for companies to
use, in order for companies to develop their brand equity. The research was completed by a
qualitative methodology with a deductive approach by gathering information about
appropriate theories, and collecting empirical findings through four semi-structured
interviews. The results were analyzed in order to assist answer the research question. The
qualitative interviews showed the importance of carefully planning and executing the event
adapted to the target audience, and through emotional connections create customer
engagement and impact brand equity. The research concludes that regardless of how the
companies will work to create what they assume is the best experience to engage customers
at an event, event marketing will enhance engagement and personal connections, which will
contribute to higher levels of brand equity.

Keywords: Event Marketing, Brand Equity, Customer Engagement, Brand Attitude, Brand
Experience.
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Digitaliseringen tar over vérlden, och anvdndandet av olika marknadsforingsstrategier kar,
for att finna eviga vigar att striva efter ett framgingsrikt varumirke med ett hogt
varumérkeskapital. Eventmarknadsforing ses som ett framgingsrikt verktyg att implementera
i ett bolags marknadsforingsstrategi, for att etablera lojalitet och vérde, genom att skapa
upplevelser och paverka attityder. En utmaning for foretag ér att veta hur de ska planera och
implementera eventmarknadsforing, for att bli uppfattade pé ritt sétt, och paverka kunderna
efter onskemal. Syftet med denna studie var att avgéra om eventmarknadsforing ar ett
effektivt kommunikationsverktyg for foretag att anvinda, for att utveckla sitt
varumarkeskapital. Forskningen genomfordes genom en kvalitativ metodik med ett deduktivt
forhéllningssitt. Informationen himtades genom ldmpliga teorier, och genom empirisk data i
form av fyra semistrukturerade intervjuer. Resultatet analyserades for att kunna svara pa
forskningsfragan. De kvalitativa intervjuerna visade vikten av att noggrant planera och
genomfora eventet anpassat efter malgruppen, och att genom kénslomaéssiga kopplingar skapa
kundengagemang och paverka varumérkeskapital. Forskningen drar slutsatsen att oavsett hur
foretag arbetar for att skapa, vad de anser dr den bista upplevelsen for att engagera sina
kunder vid ett event, att eventmarknadsforing kommer 6ka engagemanget och etablera mer
personliga kontakter, vilket kommer bidra till ett hogre varuméarkeskapital.

Nyckelord: Eventmarknadsforing, Varumérkeskapital, Kundengagemang, Varuméirkesattityd,
Varumérkesupplevelse.
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1.0 Introduction

This chapter accommodates the background of the research area, which brings up the
emergence of event marketing and clarifies its possible success. Furthermore, the problem
discussion provides information about the issues and difficulties within the research area, and
discusses if event marketing is a profitable and effective strategy. Lastly, the purpose,
research question and disposition is conferred.

1.1 Background

Drucker (1995) is regularly quoted that marketing is essential for a business, and that
innovation and marketing are the two basic functions of a business. The ability within a
business to expand Dr. Drucker’s definition, and incorporating innovation and marketing, can
create valuable opportunities. It can be argued that event marketing is an important and
beneficial tool to integrate in your marketing strategy, to establish that your company can
become the prominent marketing innovator for your business (Hoyle, 2002). Marketing has
become a progressively accomplishment and where event marketing has grown into a
significant part of business marketing communications. It is therefore important for
businesses to understand how to work with event marketing and how it may impact brand
equity (Preston, 2012).

There have always been different strategies for companies to use within the media business
and marketing communication to engage their customers and create a successful brand with a
high brand equity (Preston, 2012). Events have, throughout history, been a great way of
engaging people but event as a marketing tool was first introduced back in 1980 s. It has
become one of the most important and popular tools for engaging customers with the brand
and trying to create loyalty and value, through changing attitudes and creating experiences
(Setiawan et al., 2022; Zarantonello et al., 2013).

Throughout time, events have had the potential to create emotion and enhance engagement
among people. With customer engagement comes the opportunity to catch leads for the
company and improve its status in the market. The discussion about why event marketing
could be used as a marketing strategy and what the relationship between this strategy and a
company's possible success may be, is ongoing. In the emergence, event marketing was
recognized as a possible communication channel but has now enlarged into the consumers'
behavior internationally, event effectiveness, and the relationship between consumers and
brands (Setiawan et al., 2022).

“The increasing corporate disillusionment with traditional media due to increased clutter,
escalating costs and reduced efficiency has created opportunities for event marketing”
(Gupta, 2004, p. 87). Event marketing is expanding in order to allow businesses to stand out
amidst the clutter of advertising, and target a market by accomplishing or enhancing an
appearance through positive associations, while increasing the service or product and
promoting sales (Gupta, 2004).

Generally, brand equity does not occur from the product or service alone, it depends on
factors such as consumer associations, brand loyalty, perceived quality and brand awareness.
Studies conclude that there is a positive relationship between event marketing and brand
equity, although in what specific way it has an impact that needs to be further examined



(Mongkol, 2014). Therefore, this study desires to examine how event marketing may impact
brand equity, to fulfill the gaps within previous research.

1.2 Problem Discussion

Simply implementing an event does not automatically distribute a convenient result (Taranto,
1998). In investigating the relationship between event marketing and a company's brand
equity, factors of influence such as brand attitudes and brand experience must be considered.
The topic of event marketing in relation to brand equity could be of interest for companies
using event marketing as a marketing strategy. Many companies use event marketing as a
marketing strategy, but the question is how profitable it is to engage in an event and which
type of event is more effective. Brand owners and marketers must consider that an event
often includes vast investments. Before engaging, companies want to know if it is worth the
risk and if engaging in an event gives profit with the return of investment and brand equity
(Andersson et al., 2017).

Several key issues have been established within event marketing, where one of the themes is
evaluation and measurement, where the effectiveness of event marketing has generated
incompatible findings. “Event marketing has been viewed as valuable in generating
awareness for the brand and corporate images, but less has been studied about its ability to
communicate a more sophisticated, specific message or contribute to other aspects of brand
equity” (Gupta, 2003, p. 91). To measure the effectiveness of an event three expansive
measurements can be used:

e By comparing the cost and value
e Measuring a change in attitude or awareness
e Sales results

It can be argued that if the event is considered successful or not, depends on the companies
ability to measure the results, or in any way implement some kind of evaluation. Since the
measurement can be complex and difficult to use, it is considered as one of the key issues
with event marketing, because it is challenging to establish if it affects the brand equity
(Gupta, 2004). Further studies conduct similar reasoning, which indicates that measuring
events and its effectiveness do not arrive to be extensive or decisive as a result of
indetermination of the event experience (Wood, 2009). Lundell (1999) also argues that the
inadequacy of unitary and applicable methods to measure event marketing is a great issue.

Taranto (1998) writes that another issue of relevance within managing event marketing is the
strategic planning of an event, and the different objectives. It is essential to have a strategic
plan, and to put the consumer in the middle of the investment, in order for an event to
succeed. Further, it is important to identify the objectives to be able to impact the brand's
equity. Beyond these factors, the choice of a specific event is of relevance. In order to
accomplish the objectives, consider the event successful, and affect equity, the event demands
to be carefully planned along the target group and the objectives, which can be one of the
most difficult tasks with event marketing (Taranto, 1998). Therefore, this essay will examine
the key challenges and considerations for companies when implementing event marketing as
a strategy and how these factors can impact a company's brand equity.



1.3 Purpose

This research aims to determine whether event marketing is an effective communication tool
for companies to build brand equity. Additionally, this research seeks to analyze the efficacy
of event marketing in increasing brand equity.

1.4 Research Question

e How does event marketing impact a company's brand equity?

1.5 Disposition

In the introduction to the essay, the background of the topic and the problem formulation is
described. The purpose and research questions are then presented. In the theoretical frame of
reference, the concepts of event marketing, event type, customer engagement, brand equity,
brand attitude, and brand experience are defined. Previous research in the field is reviewed,
and relevant models and theories are presented to support the investigation. The method used
is a qualitative research method with a deductive approach. A sample of companies and
respondents was selected, and the data was collected through interviews. Validity and
reliability are important factors to ensure the quality of the results. Ethical considerations are
also taken into account during the research process.

The results of the empirical findings are presented and analyzed. Data from the interviews are
used to answer the research questions and are discussed in relation to previous research and
theories. The conclusion summarizes the study's results and answers the problem statement
and the purpose of the investigation. Finally, the work includes a list of references.



2.0 Theoretical Framework

This chapter provides an overview of the existing literature related to the research problem
and its key theories. It is organized into five parts: Event Marketing, Customer Engagement,
Brand Equity, Brand Attitude and Brand Experience. These sections provide the theoretical
basis from which the authors' research will be discussed and later be applied to the empirical
findings.

2.1 Event Marketing

For decades, event marketing has remained a popular corporate marketing strategy, and it is
an experiential approach that seeks to transform the perceptions and behavior of the
customers (Setiawan et al., 2022). Currently, event marketing emphasizes gaining purchase
and visit intentions to enhance customer lifetime value. However, some events still need to
achieve loyalty or purchase intention beyond the entertainment value. While engagement is
critical for increasing usage desire and customer lifetime value, there needs to be more
research into the engagement effect of events resulting from such communications (Setiawan
et al., 2022).

Event marketing and the explicit interaction and contact that event marketing provides can
contribute to an experience in an urgent way. Moreover, it can also issue a different brand
experience. Event marketing can be assigned as experiential marketing and can, through more
profound experiences, create a more meaningful brand equity connection and attitude change
(Zarantonello & Schmitt, 2013). Event marketing is defined by Shimp (1993, p. 8) as “The
practice of promoting the interests of an organization and its brands by associating the
organization with a specific activity.” An event is an activity that can be owned by the
company or by a third party who carries out the event with the help of sponsorship from the
company (Kotler & Armstrong, 2010).

2.2 Event Type

There are different types of classifications of events, such as corporate events, entertainment
events, and public relations events (Gupta, 2003). Within these three classifications, you may
find different types of events like concerts, sports, festivals, trade shows, meetings, and
special events (Setiawan et al., 2022; Zarantonello et al., 2013). These events are constructed
differently from each other and therefore have the opportunity to engage consumers with
brands in different ways. As a marketer, a strategic consideration has to be made on which
event type suits the brand or products the best (Carroll, 2018), and create an event that
stimulates and challenges the brands’ targeted audience in the right way and amount (Wood,
2009).

2.2.1 Public Relations Events

Trinh (2019) explains that a trade fair also referred to as a trade show, exposition, or
convention, are important venues for businesses to be a part of. These events are marketing
events where a group of businesses comes together in one location briefly to showcase their
company and offerings through physical exhibitions to the public. The primary objective of
trade fairs is to create a marketplace and stimulate business transactions and new clients
(Trinh, 2019).



The trade shows can be structured into three stages based on visitor traffic flow, reflecting the
multi-stage selling process: booth attraction, salesperson interaction, and lead generation.
Each stage consists of different activities, serving separate purposes and working together to
optimize performance outcomes (Trinh, 2019).

Trinh (2019) describes the stage of the booth attraction as the aim to create an inviting and
attractive display to capture visitors' attention. Then the salesperson interaction stage involves
engaging visitors to identify potential leads and provide relevant information. The lead
generation stage is about capturing visitor information for follow-up after the trade show,
prioritizing leads based on their potential value, and providing timely and personalized
follow-up (Trinh (2019).

2.2.2 Entertainment Event

Sports events are a popular event to engage in for companies, and have the oldest traditions
of all events. For decades events have pulled huge crowds, and when considering sports
events as the chosen arena for marketing a brand, marketers have to keep in mind the fact that
competitions and sports of all sorts have been around for a very long time (Zarotis, 2021).
Sports events, like the Olympics, are an important and growing area in today’s society. The
engagement these mega events achieve and the cohesion they create worldwide are massive,
and generate emotions and brand awareness (Zarotis, 2021). Furthermore, at sports events,
companies make donations and sponsor the event to be able to incorporate their name or logo
into the game properties (Setiawan et al., 2022). The regularity and duration of an event are
also crucial for manifesting engagement with the customer. Sports events and concerts
usually only last for a couple of hours at one point, compared to a festival that could continue
for multiple days in a row (Zarotis, 2021).

A festival is an event combining entertainment with culture and art, and the festival’s ability
to attract tourists to the hosting region contributes to its economic and social well-being
(Pirnar et al., 2019). Companies use concerts regularly to promote their brand and generate
income. Even though concerts are a type of festival, with live music performances that
primarily attract young visitors in gigantic crowds, they are not the same. As mentioned,
mixing activities at a festival attracts tourism and benefits the hosting destination. Therefore,
companies are interested in sponsoring festivals with products because people who visit these
events are generally interested in learning about new music, culture, and heritage (Setiawan
et al., 2022).

Not only are festivals an important source for marketing a company’s brand, but they are also
an effective way for city branding (Pirnar et al., 2019). Sometimes events, including festivals,
create brand loyalty to the event itself, more so than the brand that is showcased. To avoid
this scenario, marketers need to calculate and rethink how their message is delivered so that
the focus will continue to be on their products and brand instead of the event itself. The brand
marketer needs to consider which organization that arranges the event, who is the performing
artist, and which target group is at the venue (Carroll, 2018). As Cunningham and Taylor
(1995, p. 123) write, “Event marketing, corporate sponsorship of events and festivals for the
purpose of accomplishing strategic marketing objectives”, and is more often used as a
strategy.



2.3 Experiential Events

The easiest way to engage the customers is to give them an experience, Kotler (2003, p. 576)
described experiential marketing as “Occurrences designed to communicate particular
messages to the target audience”. Any event can be used as a “marketing” event, and the
criteria are as Kotler describes, the event has to have the potential to communicate with the
target audience. It helps market an idea, place, person, product, or service (Wood, 2009).

Research by Carroll (2018) suggests that experiential events are an effective marketing
strategy, but for an event to be considered experiential, the experience must include
something that is extremely meaningful and unforgettable for the consumer (Cura & Cova,
2003). Experiential events can generate short-term impact but also build long-term changes in
attitudes and belief Wood (2009) implies. How effective an event is in building these
long-term brand attitudes relates to the individuals’ emotional responses. The information or
experience will be transmitted and shared if there is an audience. Therefore, all events can
communicate something (Wood, 2009).

Event marketing’s primary focus is to evoke positive emotions in customers and potential
leads. If the planning is poorly done and implementation does not meet the target goal, then
there is a risk of the company’s brand equity being negatively affected. To avoid a negative
effect on brand equity, company owners and marketers must be strategic in the changing
trends and remain relevant on how brand experience is best delivered at an event without
risking misunderstanding (Carroll, 2018; Sharafutdinova et al., 2020).

In previous research performed by Wood and her fellow scholar Masterman (2008) on the
marketing of events, they identified seven attributes that help enhance experiences at events.
These are the customer’s emotional involvement with the experience, the brand, and the
event, as their interaction with other customers, brand ambassadors, and with exhibits or the
brand. The intensity of the experience is memorable enough or left a significant impact on the
customer. Is the experience unique or customized to the individual, or is the content
innovative and exudes creativity, does the event have integrity. The experience provides
benefits and values to the customer and is seen as authentic. The last one of Wood and
Masterman (2008) seven attributes is immersion, which explains how the message of the
experience is isolated and embraces all the senses.

2.4 Customer Engagement

It is important to keep in mind that all customers at an event will have different perceptions
of the event and have different emotional responses to the activities that unfold. Even though
everything is organized up to the last detail, social interactions are uncontrollable at events.
When considering organizing an event, the marketer has to keep in mind that there is no
control over how humans interact and behave toward each other, and the customer’s view of
the event or brand can be influenced by event staff, brand ambassadors, and so on (Carroll,
2018; Sharafutdinova et al., 2020).

During a study, researchers found that event marketing can be a powerful motivation to
engage consumers with brands and give positive emotions (Carroll, 2018). The customer
engagement theory’s root is how active and engaged a customer is (Setiawan et al., 2022).
Consider three factors influencing engagement when looking at antecedents: customer-based,
firm-based, and context-based. These factors have the potential to have a direct effect on



customer engagement. Moreover, the relationship between these factors is complex, as they
can interact with each other to either increase or decrease the impact of a particular factor on
Customer Engagement Behavior (CEB). Rather than categorizing a particular factor as only
an antecedent or moderator, we consider them on a spectrum ranging from antecedent-only to
moderator-only (Van Doorn, 2010).

ANTECEDENTS CONSEQUENCES
Customer -Based Customer
« Satisfaction - Cognitive
* Trust/'commitment « Attitudinal
* Identity + Emotional
» Consumption goals + Physical/Time
» Resources = Identity
» Perceived costs/benefits
CUSTOMER
Firm-Based ENGAGEMENT Firm
* Brand characteristics BEHAVIOR « Financial
« Firm reputation / \ * Reputational
« Firm size/diversification p | - Valence $| | * Regulatory
« Firm information usage .j » Form/modality = Competitive
and processes + Scope * Employee
* Industry * Nature of impact * Product
+ Customer goals
Context-Based
Others
« Competitive factors
.PEST + Consumer welfare
_ Political « Economic surplus
_ Economic/ + Social surplus
environmental * Regulation

» Cross-brand
« Cross-customer

— Social

— Technological

——--——_—_—_’

-

Figure 1,Conceptual Model of Customer Engagement Behavior (Van Doorn, 2010).

Further conceptualization and empirical research are required to address this issue rather than
categorizing each factor correctly. Additionally, the aim is to demonstrate that certain factors
can directly impact CEB and moderate the relationship between CEB and other preceding
elements (Van Doorn, 2010).

2.5 Brand Attitude and Brand Experience

Event marketing is consistently presented as a tool for establishing brand equity, in the brand
management literature (Zarantonello & Schmitt, 2013). Brand attitude and brand experience
are the two main measurements of effectiveness within event marketing. Furthermore,
depending on how effective an event is, there can be a shift in brand equity. Brand equity is
directly linked to the outcome of event marketing, and therefore the relationship between

brand attitude and brand experience with brand equity needs to be understood (Zarantonello
& Schmitt, 2013).

Brand attitude can be defined as “A relatively enduring, unidimensional summary evaluation
of the brand that presumably energizes behavior” (Spears & Singh, 2004, p. 56). Brand
attitudes represent the extent of unlikeability or likeability as well as the intensity to which a
consumer has an unfavorable or favorable view of the company. They can relatively easily
change over time or be reinforced and have grown to be one of the main measures to measure
effectiveness (Zarantonello & Schmitt, 2013). Brand experience, on the other hand, can be
defined as “Subjective, internal consumer responses (sensations, feelings, and cognitions) as
well as behavioral responses evoked by brand-related stimuli that are part of a brand’s



design and identity, packaging, communications, and environments” (Brakus, Zarantonello &

Schmitt, 2009, p. 53).

It is advanced that a shift in brand equity will result from event marketing. Brand attitude and
brand experience have been entrenched as two of the main mediating marketing constructs
which contribute to a change in outcome (Zarantonello & Schmitt, 2013). Several studies
have examined how event marketing is effective and how it creates awareness about the
brand. However, fewer studies have been made about event marketing’s capacity to
communicate a more refined and exact message or contribute to additional conditions of
brand equity. This is where brand attitude and brand experience can be used as measures in
order to understand to what extent event marketing can contribute to brand equity.
Furthermore, it is mainly suggested that the two components should be used as measures of

the effectiveness of an event and therefore see the relation with brand equity (Zarantonello &
Schmitt, 2013).

Both brand attitude and brand experience can act as a source of brand equity through event
marketing, both directly and indirectly. Attitudes and experiences are sensitive and can be
stored in consumer memory, influencing brand equity and consumer behavior over time.
When consumers attend the event, they have the opportunity to create positive emotions and
a deeper relationship with the brand. Therefore, through event marketing, brands can ensure
that the consumer creates a positive attitude and a good experience toward the brand.
Furthermore, this can increase consumer purchase intentions, leading to developing brand
equity. The better the brand is at creating an intense and strong brand attitude and experience
through an event, the higher the response to brand equity will be (Zarantonello & Schmitt,
2013).

Event marketing is established as a contemporary non-classical communication tool, making
it possible to influence and reach significant target groups. It contributes to creating an
experience in terms of a zeitgeist, generates brand-important realities, engenders popularity
values, and according to this, authorizes a bond between the consumers and the brand (Nufer,
2016). Nufer writes that “The intent of the product, corporate or service-related events is to
present cognitive, emotional and physical stimuli, trigger activation processes and
communicate corporate-driven messaging, information and associations the purpose of
which is to make a positive contribution to the establishment of corporate and brand values”
(Nufter, 2016, p. 44). However, our emotions are susceptible to impressions and can easily
change. Event marketing can be used to change an attitude toward a brand in both a positive
and negative way. Therefore, it is important that in the process of shortening the distance
between the brand and the consumer, make sure to do it in the right way in order to create
positive emotional associations (Nufter, 2016).

Event marketing consists of integrated marketing communication and can be defined as
“Integrate marketing communication (IMC) is the marketing tool of consistent brand
messaging across both traditional and non-traditional marketing channels and using different
methods to reinforce each other” (Mongkol, 2014, p. 446). Event marketing has a high
consumer perception compared to other integrated marketing communication tools, and it is
stated that event marketing is directly linked to brand equity (Kotler & Keller, 2012). Kotler
and Keller (2012) further argue that companies could implement IMC in order to create brand
equity. Although this strategy is seen as an effective marketing tool concerning reaching the
wished target group in person, it may be argued that it is ineffective. High costs can be
involved, and the audience can be unpredictable, which should be considered even though it



creates competitive advantages in our digital world. On the other hand, Mongol (2014) states
that this is an effective tool and that it is beneficial to the company to pursue it to enhance
brand equity. As Zarantonello and Schmitt (2013) address, the equivalent of post-event brand
equity is approximately more significant than the equivalent of pre-event brand equity.

2.6 Brand Equity

As mentioned above, by pursuing event marketing as a strategy in a company, they can
achieve better brand equity. The concept of brand equity emerged in the 1980s, although
there still needs to be a universal definition of the phenomenon. In literature, the definition of
brand equity can differ depending on the author since brand equity can be inspected through a
customer-based perspective or from a financial point of view (Fayrene & Lee, 2011). This
essay will focus on examining customer-based brand equity.

2.6.1 Aaker’s Brand Equity Model

Aaker (2009, p. 7) argues that “Brand equity is a set of brand assets and liabilities linked to
the brand, its name and symbol, the add to or subtract from the value provided by a product
or service to a firm and/or to that firm's customers”. The Brand Equity Model by David
Aaker (2009) defines five components of brand equity, brand loyalty, name awareness,
perceived quality, brand associations and other proprietary brand assets. These components
aim to act as the base of brand equity, and outlines the structure for how brand equity
generates value for both firms, as well as customers (Aaker, 2009).

« Reduced marketing costs
s Trade leverage

Provides value to customer by
enhancing customer's:
« Interpretation/processing
of information
+ Confidence in the purchase
decision
* Use satisfaction

Brand Equity

Provides value to firm by

enhancing:

« Efficiency and effectiveness
of marketing programs

* Brand loyalty

* Prices/margins

+ Brand extensions

« Trade leverage

* Competitive advantage

I _
- « Competitive advantage

Figure 2, Aaker's Brand Equity Model (Aaker, 2009).

Brand loyalty: Brand loyalty is the first asset category that determines brand equity, which
aims to create a larger trade leverage, considering customers' concern that the brand will be
easily accessible. Aaker (2009) argues that it is more profitable to keep, and work with
existing customers, compared to how expensive it is to access new customers. Especially
when the current customers are positive toward the brand. Furthermore, it is more likely that



loyal and existing customers will contribute to brand exposure and assistance in bringing new
customers to the brand, which will contribute to lower marketing costs. Aaker (2009) also
means that the higher brand loyalty, the less vulnerable the brand will be to competitive
action.

Brand awareness: People tend to purchas from brands that they are familiar with, because
they assume that a familiar brand equals a reliable brand of quality. The importance of a high
brand awareness is essential for customers to even consider it, since an unknown brand is not
usually chosen over a familiar one (Aaker, 2009).

Perceived quality: Anticipated quality can differ in different strategies, thus it will
consistently be a crucial and measurable characteristic. A brand will be correlated with a
perception of comprehensive quality, and not accordingly based on an awareness of precise
specifications. Additionally, perceived quality will directly influence brand loyalty and
purchase decision, above all when the customer is not motivated to carry through a detailed
analysis. The anticipated quality can lay the foundation for a brand extension and further
conceive gross margin, which can be reestablished in brand equity (Aaker, 2009).

Brand associations: Aaker (2009) writes that the concealed value of a brand name generally
is established upon precise associations related to it. The associations can differ depending on
the industry of the brand, and the “use context”. Positive associations can benefit a brand by
extending it, and prompt reasons for consumption. Moreover, positive brand associations can
help the brand to differentiate from their competitors, and position on the market (Aaker,
2009).

Other proprietary brand assets: The last category of assets that regulate brand equity, in
Aaker’s brand equity model, is other proprietary brand assets. It refers to assets as channel
relationships, trademarks and patents. “Brand assets will be most valuable if they inhibit or
prevent competitors from eroding a customer base and loyalty” (Aaker, 2009, p. 13). In order
for the assets to be relevant, it needs to be connected to the brand (Aaker, 2009).

Through the five components, brand equity has the potential to create and provide potential
value for both the customer, as well as the firm. Brand equity assets can assist consumers to
understand, store and develop large quantities of information about brands and products.
Also, they can influence customers' purchase decisions, and increase customer satisfaction
with the used experience. Furthermore, brand equity can provide value for the firm through
generating cash flow by further efficiency and effectiveness of marketing. It can also enhance
brand loyalty (Aaker, 2009).

2.6.2 Keller’s Customer-based Brand Equity Model

Keller’s (1993, p.1) definition of customer-based brand equity (CBBE) is “the differential
effect of brand knowledge on consumer response to the marketing of the brand”. Keller
(1993) argues that brand equity can appear when a brand is established, moreover when the
consumer has created unique, strong and favorable associations toward the brand.
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Figure 3, Keller's Customer-based Brand Equity Model (Keller, 2003).

3. Response —
What about you?

2. Meaning —
What are you?

Keller’s brand equity model (CBBE) is a pyramid-shaped model that outlines how a brand’s
overall value is created and maintained. Keller’s customer-based brand equity model (Keller,
2003) is a comprehensive framework that is based on the idea that brands should create
strong customer relationships based on a mutual value exchange and the understanding of
how customers perceive and develop relationships with brands. This model argues that brand
equity is built upon four dimensions: identity, meaning, response, and relationship (Keller,
2001).

Brand identity is the first step of Keller’s brand equity model and involves creating a solid
and distinct brand identity that resonates with the target audience. Brand salience refers to the
degree to which a brand is top-of-mind when consumers make purchase decisions and lays
the foundation of building blocks when developing brand equity (Keller, 2001). It is a brand’s
ability to be easily recognized and recalled in a given market. Brand salience is achieved by
increasing brand awareness and visibility through advertising, promotions, and other
marketing efforts (Huang & Sarigollii, 2012). It is a crucial element of a successful brand
strategy, as it influences the likelihood that a customer will choose a given product or service
(Keller, 2001).

To build a strong brand meaning you have to develop brand imagery and brand performance,
this is according to the second step of Keller’s brand equity model. Brand imagery involves
customers’ abstract perceptions and ideas of a brand. It encompasses the external aspects of
the product or service, including how it appeals to customers’ psychological and social needs.
Brand imagery focuses on the intangible qualities associated with a brand, such as its
connotations, associations, and emotions, rather than what the brand actually does. Brand
performance is linked to how well a product or service meets customers’ practical needs.
Consequently, brand performance is determined by the intrinsic qualities of the brand itself,
such as its product or service features. This helps to build an emotional connection with the
brand and create an emotional bond between the brand and the customer (Keller, 2001).

Keller (2001) description of brand response is as follows how a customer responds to the
brand equity model to measure customer response. Customer reactions to a brand can be



divided into two types: brand judgments, which are based on logical reasoning (the head),
and brand feelings, which are based on emotions (the heart). Brand judgments involve
customers formulating their personal opinions and evaluations of a brand based on the
performance and imagery associations they make with it. These opinions and evaluations are
based on their own individual perceptions of the brand. Brand feelings refer to the customer’s
emotions and reactions when interacting with a brand and can be positive or negative. These
feelings can be an indication of the social prestige associated with the brand (Keller, 2001).

The fourth and final step of Keller’s brand equity model is building strong customer
relationships. Brand resonance measures how well customers identify with and feel in sync
with the brand. Brand resonance, which looks at the customer’s connection and level of
loyalty to a brand, refers to the intensity and depth of customers’ bond with the brand and
how active they are in supporting it. The CBBE model emphasizes the need for an integrated
brand strategy that aligns all four elements. Customers can only have a positive overall
assessment of the brand if all of the elements are in sync (Keller, 2001).

Furthermore, identity, as Keller mentions above in the brand equity model, can also be
broken down into what Jean-Noé€l Kapferer (2009) defines as The Brand Identity Prism.
According to Kapferer (2009), the Prism is a tool that helps organizations to understand and
define their brand identity. It breaks down brand identity into six facets, each with its own
characteristics and implications. The Prism includes physical manifestation, culture and
personality, relationship, self-image, reflection, and audience. Through this Prism,
organizations can gain insight into how they are perceived by their target consumer and how
they can best communicate their values to them. This helps to create a cohesive and
comprehensive brand identity that resonates with the target audience. The Brand Identity
Prism can be applied to both product and service offerings and effectively creates a unified
brand experience (Kapferer, 2009).

Constructed source
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Figure 4, The Brand Identity Prism (Kapferer, 2009).
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2.7 Theoretical summarize

The theoretical framework presents event marketing, which involves using events to promote
a brand and transform customers perceptions and behavior. The main types of event
marketing that are brought up are entertainment events and public relations events. Followed
by a chapter about customer engagement and how brand attitude and brand experience will
result in an impacted brand equity.

Event Marketing

l

Event types

— ~

Public Relations Entertainment

~~ —

Experimental

l

Customer
Engagement

!

Brand Equity

Figure 5, Theoretical model created by the authors (2023).

The theoretical model aims to describe the relationship between event marketing and brand
equity. Showing a company's journey, from deciding to use event marketing as a strategy, to
what kind of event type would work best for them to engage in and to create a memorable
experience for their customer. That will contribute to making them want to engage with the
brand and strive to achieve brand equity.
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3.0 Methodology

In the method chapter, the choice of subject is conferred. Furthermore, the approach of this
study is presented, and why this approach has been chosen. Moreover, this chapter describes
the criteria for selecting respondents, how the data collection will be retrieved, and the
study's credibility. At first, there was literature review made from scientific articles within the
chosen topic to create a deeper understanding. Furthermore, several interviews were carried
out to complement the research.

3.1 Choice of subject

The two of us, as individuals, possess prior experience in the field of event management,
having organized various larger events in the past and the knowledge about the difficulties
that a vendor or organizer may encounter. Throughout our involvement in the student union's
many events, we have developed a deep passion and fascination for the subject of events. We
have seen how these gatherings can evoke powerful emotions and reactions within people,
but also how companies can take advantage of events to boost their brand.

Additionally, we completed our internships at two separate companies, both of which partly
worked with events as a marketing strategy in different ways. Through our respective
positions, we gained valuable hands-on experience in event planning and execution, working
closely with our colleagues to conceptualize and implement various events. From this
standing point, we agreed that we wanted to research further how event marketing can impact
brand equity. By further study this subject will give a clearer understanding of why a
company should engage in event marketing and if there are specific elements to keep in mind
when executing an event. These insights could help both us, and companies, to make more
well founded decisions in the future.

3.2 Qualitative method and deductive approach

A qualitative method with a deductive approach has been chosen to collect the data needed to
answer the research question. Our choice of a deductive approach is suitable because our
problem is well defined, and there are previous theories that help us understand the variables
involved.

Deductive reasoning (Bell et. al., 2022) is a logical process that draws specific conclusions
from general principles or premises. It is a top-down approach where a theory or hypothesis
is proposed and tested against specific observations or data to confirm or refute it. This
approach is often associated with quantitative research, where a hypothesis or theory is tested
against empirical data. However, deductive reasoning can also be used in qualitative research.
In qualitative research, deductive reasoning is used to test theories or hypotheses that have
been generated from previous research, existing literature, or other sources. The researcher
begins with a theoretical framework or hypothesis and then tests it against the specific data
collected during the study. The goal is to either confirm or refute the hypothesis based on
whether or not the observations or data support the theory. Deductive approach is based on
concrete theories that can be found to be accurate, and it is possible to draw logical
conclusions about what should apply to the general public (Bryman & Bell, 2015).
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A deductive approach was suitable for our research because we had a clear understanding of
the problem and the variables involved. Also, we had general theories to proceed from, and
we wanted to test them through several interviews. The deductive approach and qualitative
method were helpful in providing clarity and precision in testing our theories, but also in
creating a logical and structured argument.

Qualitative research predominantly uses three techniques for collecting non-numerical data,
which are as follows: interviews, focus groups, and observations (Denny & Weckesser, 2022;
Stojanov, 2016). In contrast to quantitative research, which typically begins with a narrow
research question that remains fixed, qualitative research usually starts with one or more
broad research questions that may be refined iteratively throughout the research process to
narrow the aim or purpose (Denny & Weckesser, 2022). The data collected in qualitative
research can only be predetermined or calculated once saturation is achieved. This means that
data collection continues until the concepts have been explored and no new insights are
extracted (Denny & Weckesser, 2022).

A deductive, qualitative research will provide extensive insight into real-world problems and
further awareness of the chosen topic. Instead of answering how many and how much,
qualitative research aims to answer open-ended questions such as the whys and hows
questions while gathering the contributors' behavior, experiences, and perceptions. One of the
greatest strengths of qualitative methods is the capability to describe patterns and processes
of human behavior, which can be difficult to assess (Tenny et al., 2017). We decided to use
this type of method because brand equity and phenomena such as brand experiences and
attitudes are difficult to measure.

Using qualitative methods, we could also capture the social reality from the participants'
perspective and understand their experiences, opinions, and feelings more nuanced than if we
only used quantitative data. When collecting data through interviews, a qualitative method
provides us with a more significant opportunity for a discussion about the events impact on
brand equity based on the respondents opinions and to be able to answer the research
question: How does event marketing impact a company's brand equity?

Together, deductive and qualitative methods can provide us with a more comprehensive
understanding of our research question, as it allows for both the testing of theories and the
exploration of social phenomena.

3.3 Research methods

Data has been collected through primary data, and through secondary sources. Primary data is
the collected data for this specific study, with a distinct research goal. Secondary data on the
other hand is data that originally is collected for a different research question, with a disparate
purpose (Hox & Boeije, 2005). The most common method in qualitative research is
interviewing, which can be either semi-structured or unstructured. Semi-structured interviews
involve pre-set open-ended questions, with additional questions arising from the discussion
(Denny & Weckesser, 2022). A semi-structured interview allows further potential of
dialogues, and makes the interviewer participate in the process, instead of only relying on the
interview guide (Brinkmann, 2014).

In this study, the primary data was collected through qualitative semi-structured interviews, to
give the interviews room for further discussion, and to be able to talk more freely and openly
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about their views and past experiences. We believe that this method is most suitable for the
research, and will provide the most beneficial data for the research question. The secondary
sources were collected through different literature, from different databases. The literature
has been carefully chosen to be relevant, contemporary and authentic.

3.4 Literature methodology

A literature review was carried through of the choice of subject, by gathering and processing
relevant theories from scientific articles and books. The literature was mainly found through
the search engines Halmstad Universitets database and through Google Scholar. In the
exploration of literature, the primarily used keywords were: event marketing, brand equity,
customer engagement, brand attitude and brand experience. Bryman & Bell (2017), writes
that a literature review is essential to create an understanding and perspective within a
specific topic, and to understand relevant theoretical ideas. Therefore, an examination of all
the existing literature was carried through at first, to gather knowledge and to create a deeper
understanding within the topic. After the literature reviews were carried through, the most
relevant literature was studied further.

3.5 Population and sample

The respondents and companies for the qualitative semi-structured interviews were delicately
chosen to participate. A non probability sampling, with a purposive sampling was
implemented, in order to gather the most suitable companies and participants. A non
probability-, and purposive sample is convenient and applicable within qualitative research,
and when it is essential for the study to collect relevant and specific data. A purposive sample
implies that the sample is chosen consciously, conductive to provide important information,
that can not be accomplished through other alternatives (Maxwell, 2012). Considering the
purpose of this study is to determine whether event marketing is an effective communication
tool for companies to build brand equity, we believed that a non probability sample, using
purposive sample would be the most advisable. We wanted to gather information from
respondents and companies that actively work with event marketing as one of their
communication tools, and to ensure that none of the interviews would be with companies that
do not have any experience within the area.

We collected partly our respondents and companies from our internships, and contacts we got
through our internships. Further, some of them were collected through connections we
gathered during earlier experiences when working with events.

The chosen companies had to meet following demands:

e The companies would actively work with event marketing as at least one of their
marketing strategies.
e The companies need to regularly perform some kind of event.

3.6 Instruments to collect the data

The primary data for this research was collected through qualitative semi-structured
interviews. We have advanced an operationalization scheme from the theoretical framework,
to be advantageous in the interview process. Baumbusch (2010, p. 255) writes “Importantly,
using an interview guide helps to avoid having the researcher lead the discussion; rather, it
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facilitates the participants’ descriptions of their lived experiences”. The operationalization
scheme incorporates questions that will help us answer the research question, that covers the
essential research areas such as event marketing, customer engagement and brand equity.

Bryman & Bell (2015) argues that semi-structured interviews consist of a list with specific
topics or questions, which can be representational as an interview guide. The questions in the
interview guide were not written or asked in any specific order, which allowed both us, as
well as the respondents, to lead the conversation in advantageous directions. Beyond the
pre-written questions in the interview guide, there was room for further applicable follow-up
questions, which provided the companies the opportunity to arise further valuable insights.
Furthermore, the chosen methods gave us the opportunity to follow up on specific
information that the respondent is telling, which Bryman & Bell (2015) addresses is
favorable.

3.7 Operationalization scheme

Number Theme Reference Question

1 General question - Who are you and
could you give a short
description of the
company?

2 General question - Could you describe
your role and what
you do at this

company?
3 Customer Carroll, 2018 What strategy would
Engagement you say is the best way

to make a customer
engage with a brand,
and how does event
marketing differ from
other strategies?

4 Customer Kotler & Keller, | Is it worth engaging in
Engagement 2012 event marketing for a
company, or are other
marketing  strategies
giving better results?

5 Event Marketing Nafter, 2016 What kind of response
from the
customers/leads do
you expect/ wish for
when doing an event?

6 Customer Van door, 2010 How  would you
Engagement describe that an event
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creates customer
engagement?

Customer
Engagement

Van door, 2010

How important is
event marketing when
creating customer
engagement?

Event Marketing

Setiawan et al.,
2022; Zarantonello
etal., 2013

Carroll, 2018

Is one event type,
(sports, festival) that
you receive more leads
and exposure from
compared to  the
others?

Brand Equity

Aaker, 2009
Keller, 2003

Would you say that
engaging in events has
an impact on the
company's brand? In
what way?

10

Event Marketing

Cura & Cova,
2003

How can event
marketing be used to
create a unique brand
experience that sets a
company apart from
its competitors?

11

Brand Equity

Keller, 2001
Aaker, 2009

How  does event
marketing impact
customer perceptions
of a company's
products or services?

12

Brand Equity

Aaker, 2009

How can event
marketing be used to
create emotional
connections with
customers and
increase brand
loyalty?

13

Brand Equity

Zarantonello et al.,
2013

How do you measure
the impact of event
marketing?

14

Customer
Engagement

Aaker, 2009

Do you think that
engaging in events is a
good way to promote a
brand?
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3.8 Data analysis method

To get an overview of all the collected information, we used a data analysis method. By
systemizing the collected empirical framework, it provides better structure and conditions in
advance to the study's analysis (Bryman & Bell, 2017). With the permission of the
respondents, we therefore recorded every interview, to easier process the collected data.
Furthermore, all of the interviews have undergone a transcription, to establish an improved
structure, and to not leave out essential information.

One of the most common and advantageous data analysis methods to use in qualitative
research is thematic analysis, which means that the data needs to be categorized into relevant
categories (Terry et al.,, 2017). Jacobsen (2002) communicates that it is essential for the
empirical data to be systematized and structured, to get a valuable overview. Therefore, we
have underlined crucial meanings, words and expressions during the transcription of the
empirical framework, which can then be used in the studies analysis. We used thematic
analysis to find themes and patterns from the empirical data, and identified both diversity and
similarities within the collected data. Additionally, to benefit answering the research question,
we analyzed the empirical data based on the theoretical framework.

Braun and Clarke (2006) describes a thematic analysis in six different steps. The first step (1)
concludes that the researcher can ambience the collected data from the interviews, and
implement the transcription. Thereafter within step two (2), is the researcher searching for
contributing words and expressions as further in step three (3) is formed into common
themes. In step four (4), is the content from step three studied, to see if there are any common
denominators between the different interviews. Furthermore, the researcher should
investigate if there are any connections to the interesting words and expressions in step two.
At step five (5) are the themes given names which creates clarity and structure for the last
step, step six (6) which aims towards that the researcher carries through the study (Braun and
Clarke, 2006). The empirical data were categorized into three different themes: event
marketing, customer engagement and brand equity. Furthermore, we analyzed the empirical
findings in relation to the theoretical framework based on the identified themes, as well as
differences and affinity between the answers from the respondents. We searched for diversity
and similarities to be able to draw authentic conclusions.

3.9 Validity and reliability

For the research to have validity, there must be an understanding that the human eye is
selective and an awareness that this can bias the results. A choice that needed to be made by
us is whether the participants would be open, hidden, or partially hidden, and when we had to
choose between them, and to keep in mind what David and Sutton (2016) mention about how
people's answers and actions can change depending on if they are being observed, compared
to how they will act and answer in their daily life. Validity refers to the match between reality
and data, and this can be affected by our transparency in what choice of survey and selection
methods we use for the research. However, conducting research with a hidden identity of the
participation is not recommended for first-time researchers, as maintaining one's identity can
harm the validity of the research (David & Sutton, 2016).

In our research, we ensured that the interview questions aligned with the research objectives,

captured the interest and gave relevant and meaningful responses. During the interview, if
necessary, we asked questions to the respondent to ensure a more accurate understanding of
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their perspectives. Furthermore, we had to keep our respondents anonymous because two of
them requested anonymity, even though David & Sutton (2016) advocates the opposite.

3.10 Ethical considerations

Explaining the difference between ethics and morality can be challenging. Generally
speaking, morality is the set of behaviors and actions we have towards other people, which
can vary depending on culture, history, and other factors. On the other hand, ethics refers to
the rules regarding the distinction between good and bad behavior (David & Sutton, 2016;
Stafstrom, 2017).

It is essential to remember principles of ethics and morality during the research process to
have a good outcome free of accusations of ethical breaches. Researchers must take a stance
on what is morally or ethically acceptable in society and use this to guide their choice of
research questions and methods; for example, which observation method is ethically
appropriate in a given situation (David & Sutton 2016).

David and Sutton (2016) emphasize that researchers need to remember that the people
involved in the study are not just objects but individuals. This understanding is essential in
order to defend and justify data collection ethically. It is important to understand the context
in which the research is conducted and to be aware that a different person may have a
different ethical outlook. In a for-profit environment, ethical issues can arise, which can sway
the researcher's objectivity, and if the researcher is biased, the study results may be distorted
(Stafstrom, 2017).

During a research project, showing consideration and respecting respondents' privacy and
personal data is extremely important. Participation must always be voluntary, and there must
be official consent from the participant that gives the researcher permission to take part in
and use the information provided by the individual. The possibility of keeping the
participants' privacy intact is to conduct the survey anonymously or confidentially.
Anonymous means that personal details are not recorded by the researcher, whereas
confidential means that the researcher has recorded information about the individual but does
not publish this in the report (David & Sutton, 2016).

Personal data must be kept separate from collected data to minimize the risk of individuals'
identities being revealed. When storing personal details, we had to follow the data protection
laws and protocols in the respective countries where the research was conducted. Instead of
mentioning the company or person interviewed, we referred to dem in the text by unique
identification codes such as, for example, company A and respondent A (David & Sutton,
2016; Soderbom & Ulvenblad, 2016).

Taking into account the information above, ethical reflections and considerations are
something that we had to consider in our research, from the formulation of the research
question to the presentation of results and conclusions, as well as through the entire journey
and everything in between the process. Being transparent during our research kept it on an
ethically correct path. The interviews we conducted were held face-to-face during our time as
interns, and we asked them for their approval before the interviews were recorded and
documented. This way, we could let the respondents keep their integrity, and they were
well-informed about their rights and choices in what information and observations would be
published.
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4.0 Empirical Findings

The collected data for the essay will be presented in this chapter of empirical finding. The
chapter begins to provide an overview of the respondents, followed by their responses divided
into three themes: Event Marketing, Customer Engagement, and Brand Equity.

4.1 Respondents

Four respondents have been interviewed for this study, where every one of them works with
event marketing as a part of their marketing strategy, and regularly carry through with
different events. Since two of the respondents chose to preserve both their name and the
company name anonymous, all the respondents identities and the company that they work for
will not be brought up. However, the industry will be mentioned to be able to put the
respondents in context. The respondents will be referred to as Respondent A, Respondent B,
Respondent C and Respondent D.

4.2 Respondent A

Respondent A is currently working at a luxury sports car company as Head of External
Relations, where they primarily works with constant networking and to maintain and develop
external relationships, storytelling and concept development. Respondent A have always had
a vein of entrepreneurship, and have for the past 25 years since they were 12 years old, been
working in different selling contexts. Respondent A is mostly active within Sweden, but
partly operates all over the world.

4.2.1 Event Marketing

Respondent A explains how their vision of the most efficient and successful marketing
strategy mostly includes to know the right people, and to regularly work with relations and
relationship marketing. They describe how through the years they have created a stable
network, and therefore often get contacted to create invitations for events, and to personally
contact the customers, because it is often very accurate.

“I don t believe in that type of event marketing where you just collect some random people in
an email list to do a mass mailing. Because then there is no person or relation behind it, and
it won t work” (Respondent A, 2023).

Furthermore, they argue how it is important at an event to make sure that the brand and the
product or service is the primary element with the event. The social gathering at the event
needs to be secondary, otherwise the customers will focus their interest on the wrong thing.
Respondent A continues to argue the importance of the customers awareness of the primary
message of the event, in order for it to be successful. In connection with the event,
Respondent A identifies the relevance of having a special offer at the event, in order for the
customers to consume. The consumers need to feel special and included, in order for them to
feel meaningful enough to increase purchase intentions. They also point out how it differs
depending on which industry is accurate, or which type of event is carried through with. In
some cases you can get away with a good price and easy accessibility, but in predominant
cases you have to create emotions toward the brand in order to succeed.
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4.2.2 Customer Engagement

Respondent A considers that you have to pinpoint the individuals that you want to invite,
make personal contact, in order for them to want to attend. They point out that the ability to
create engagement within the consumers, and to establish personal connections, is two of the
most important factors in order to generate a successful brand. Respondent A continues to
argue how well you succeed with your network, and to invite the right crowd to an event, will
be a decisive factor in the outcome of an event and the extent of creating customer
engagement.

Respondent A establishes that companies use different marketing strategies to create
customer engagement and competitive advantages. They argue that one of the most efficient
ones could be event marketing, but that the preparations and the work before the event is very
important. To send out an expectation and create a buzz before the event, through mystery,

storytelling and word-of-mouth, is essential for a successful event according to Respondent
A.

4.2.3 Brand Equity

A physical place where people can meet up, for example an event, is necessary to be able to
build the relations which is demanded for a prosperous brand. Respondent A argues that you,
through your personal network, need to identify several key persons for each event, and invite
them as well as ask them to bring guests.

“Event as an arena is a fantastic platform, and I know that it works. But in order to get an
output of what you invested in the event and to promote brand equity, it benefits to invite
these key persons, who know the crowd you want to reach out to” (Respondent A, 2023).

They point out that it is much more accurate to invite ten key persons with a wide network,
and that works with networking and relationship building. Further, these key persons should
invite ten guests of themselves, and suddenly you have arranged an event with 100
individuals, where your key persons can help you with storytelling and creating positive
emotions toward the brand. Respondent A explains how:

“The message weighs further when it comes from several people and a buzz at the event,
rather just from the person responsible behind the brand and event. This way is more efficient
and can easily have a positive impact on brand equity” (Respondent A, 2023).

Respondent A continues to inform how event marketing can be an assisting factor in creating
further connections and positive association toward the brand itself, and not just the product
or service, which is positive in relation to brand equity. They point out how event marketing
can encourage customer engagement, as further can impact brand equity. Through an existing
network, the right crowd at the event and a clear primary message, event marketing
contributes to a further meaning within the brand. Furthermore, Respondent A argues how it
is very important to feel intact with your brand, know your brand identity, and to be sure in
what message you want to mediate before an event. You also need to know to whom you
want to target, to be able to create as much value as possible.

Moreover, Respondent A points out how event marketing creates awareness about a brand,

and how that rarely is a bad thing. Respondent A continues to describe how well you can
measure the outcome of an event, depending on how advanced the affair is. In some cases it
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can be relatively easy to measure the financial results, although the customer based brand
equity is more difficult to measure. They argue how an event can take place, but not generate
either sales or perceived quality toward the brand until a long time after, which makes it
challenging to measure.

4.3 Respondent B

Company B is based in the United States of America and they are a beverage, design, and
experience company, which means they do all sorts of bar-related, mixology-related events,
including virtual events, which round them out. As the Director of Mixology and Partner of
the business, Respondent B has a 20-year background in beverage and catering. Their role is
broadly defined as they oversee many parts of the operation, such as high finance, staffing,
consulting mixologist, and ideas before they get published.

4.3.1 Event Marketing

Respondent B mentions their view on trade shows and they mention an example with an
event called BESA, which is a trade show, for instance Bar Mitzvahs and Bat Mitzvahs,
where Company B participates. Respondent B notes that it is important to assess which
events are worth participating in based on the target audience and the potential for exposure.
Respondent B also explains that having people at an event immediately pulls people in and
allows them to talk about the business. Respondent B believes that their philosophy behind
cocktails, which are colorful, bright, and well thought out in flavors, also helps them stand
out from competitors who may offer more standard cocktails. So by offering refreshing
mocktails, people are more likely to be involved and engage with the brand. Respondent B
again emphasizes that giving something tangible, rather than just a pamphlet, increases the
chances of engagement, and being on the bar side also helps the business.

“We are real people with a real product, especially on the event/service side being able to
taste, see and hold the cocktails V.S a lot of businesses might not do that, they might just show
up with marketing platforms. So I think that helps us stand out” (Respondent B, 2023).

Regarding events, Respondent B said that they choose events carefully based on the target
audience and the likelihood of exposure. Attending some non-profit events can also be an
effective way to reach high-net-worth individuals who may become future clients. In terms of
event selection, Respondent B suggests that working at public events, such as sports events
with many other brands, does not necessarily expose them to their target audience. Instead,
by working for elite groups, such as members-only Private parties for the opening-day
baseball games, they will reach more of the elite crowd they seek.

On the topic of other big events that gather thousands of enthusiasts, they mention an event
named Comic Con, which is an event for enthusiasts of comic books, and anything Syfy
related, that has a larger but still concentrated crowd. Respondent B said that engaging in this
event can provide a bonus in terms of social media engagement. At these events, the focus is
not only on potential clients present at the event but also on contemporaries in the industry
who might see Company B and want to hire them for their future events based on the work
they saw at the event. Therefore Company B is not just about the income stream generated
from these events but also the long-term benefits of building brand equity and establishing
themselves as a top bar-, catering- and event planning company in their industry. Finally,
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Respondent B mentions that their company sometimes offers reduced rates for nonprofit
events, as it allows them to get in front of potential high-net-worth clients.

4.3.2 Customer Engagement

Trade shows are effective because it allows for face-to-face communication and builds
emotional connections with customers. Social media can create impulsive tangibility, but it
does not offer the same level of emotional connection which is so important words of
Respondent B.

"The reason why we do the BESA events is that it is face-to-face, and that is how you get to
talk to people, get to know them. There is an emotional connection because they get to know
you and have a little bit of trust in you, where as with social media, there is not as much of an
emotional tangibility" (Respondent B, 2023).

Respondent B believes that the best way to create customer engagement is by engaging with
the customers in in-person or phone conversations, rather than just sending emails and
proposals or social media. On the note of social media, Respondent B acknowledged that
Instagram was a massive boost for them pre covid-19. However, nowadays, people are a bit
numb to everything posted on Instagram, so it only does a little for the company now, except
to keep them in the presence of mind with the customers and to show them that they are still
active and relevant.

4.3.3 Brand Equity

According to Respondent B, the success of an event is dependent on understanding the target
audience and serving them in a way that creates brand equity. For Company B, attending the
right events is crucial to connect with its target audience and increase brand awareness.
BESA, for example, is a unique community with a high potential for engagement that can
provide exposure to potential high-net-worth clients.

Respondent B believes that emotional connections are essential to event marketing because
personal events, such as weddings, birthdays, and funerals, are inherently emotional, and
people want these events to be executed right. Engaging with customers and developing
connections can help establish trust, comradery, and even friendship. In turn, it can increase
brand loyalty and customer retention. As a salesperson, it is essential to establish a personal
connection and understand what the customer is looking for rather than just pushing a product
or service, explains Respondent B. Therefore, personal involvement and asking questions
during events can create emotional connections with customers and increase brand loyalty
according to Respondent B.

“When it is a personal event, there is gonna be a connection cuz you have something
emotionally invested in that event. Especially when we do weddings, even the mitzvah, they
may not seem as emotional. But as a parent it is a milestone for your kid, so it is emotional.
So you want it to be done right. So when you get to engage and talk to someone and develop

a connection” (Respondent B, 2023).

Respondent B mentions that although many companies view wedding clients as one-time

customers, Company B sees a lot of repeat business. Customers often return for anniversaries,
birthday parties, or other events and recommend their company to friends and family.
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Respondent B believes there are many opportunities to serve these customers beyond their
wedding day, and many companies miss out on the potential for repeat business.

Respondent B says that measuring the impact of event marketing is difficult. However, it is
important to have some form of data collection, such as getting people's names and
information at events. Salespeople can also ask how customers heard about them to gain
insights. However, measuring the impact of a campaign is something that marketing needs to
improve on, especially in terms of translating clicks and engagement into actual dollars.
Respondent B notes that social media metrics can be helpful in gauging engagement, but they
do not necessarily correlate to sales.

4.4 Respondent C

Respondent C is Head of Marketing and External Relations at a food and beverage company,
who operates in Sweden. The company regularly works with catering and events, and is very
focused on relationship building activities. They have a long background within both sales
management and the hotel industry. Their role and experiences is broad but includes mainly
to establish, maintain and develop relationships with customers.

4.4.1 Event Marketing

Respondent C claims that in order for an event to be regarded as successful, you need to
implement something big and exceptional in exchange for it to make an impression. In
today's society, everyone is so busy, and values their personal time high. That concludes that
the event you plan to carry on with, needs to be regarded as something special. Otherwise, no
one will attend, or perceive your message in the right way.

“It is not hard to present and deliver a good product or service, but it is hard to be unique. It
is all about creating something more. To create emotions within people, and make it

personal” (Respondent C, 2023).

Respondent C explains that they do not engage in trade shows because of the probability of
disappearing in the crowd. They do not think that it is worth their time to participate in this
kind of event, and that is why they will focus their time and money elsewhere.

Additionally, Respondent C describes how they always carefully plan an event in advance to
make sure that the right crowd is being targeted, and that the message will be perceived in a
desirable way. Different types of events suit different crowds, and Respondent A argues that
it is important to know your targeted audience in order to establish convenient results.

4.4.2 Customer Engagement

According to Respondent C, working with an existing network of people when sending
invitations to an event is the most efficient strategy. They continue to argue that if you put
people at a gathering in a context, at an event for example, and they enjoy themselves and
make friends, is the best way to create engagement. The amazing experiences that are being
shared, and the feeling that everyone is here because they want to, and not only to make
money is extremely preferable.
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“I have experienced it most successfully to work with hares with a wide network. To invite
one person that you know has relationships with the people you want to reach out to, and to
let them convey the message. You are loyal to your friends” (Respondent C, 2023).

Respondent C also points out that it is equally as important to understand that an event can
create positive emotions toward a brand, but it can just as easily be the other way around, if
the event is not carried through in the right way. Therefore, is it of the utmost importance to
know what message you want to send, and how you want to affect the consumers, to be able
to gain customer engagement.

In the digital transformation, Respondent C continues to point out the importance of the
personal meeting. It is essential to keep the brands identity, culture and values when the
market is continuing to grow. They argue that it is especially important in a phase of growth,
that it is crucial for a company to internally know what they stand for. Otherwise it will be
impossible to convey the message to the customers.

“In order to create customer engagement, you need them to like you and your brand, not just
your product or service. And you get them to like you by meeting them, where at an event is a
great place for that” (Respondent C, 2023).

4.4.3 Brand Equity

The brand is a company's most valuable asset according to Respondent C. To be able to
create a strong brand the company needs to establish and obtain loyal customers and positive
associations toward the brand. As a brand you want to be associated with your core values,
and that your main message is being perceived by your crowd in the right way. Furthermore,
Respondent C points out the importance of keeping the brand identity throughout the process.
Through event marketing you can build relationships to easily achieve a positive shift in
brand equity.

“Through positive brand associations you want to extend your brand, and create feelings that
allow your brand to be perceived in your wished way (Respondent C, 2023).

Respondent C continues to argue how you can establish a stronger brand equity through
different steps. Firstly, you need to identify who you are, and what your brand stands for.
Building awareness about the brand through creating a meaningful purpose, and influencing
your customers to start to reflect about your brand. Secondly, you want to further
communicate your values, what you do and your brand means. You want to work with a
network that can communicate your message for you, in order for it to weigh further.
Furthermore you need to grasp the consumers' responses, and be responsive in return, to be
able to reshape how the consumers feel about your brand. Finally you have to work with the
established relationship, and create a further bond to achieve the best opportunity to impact
brand equity positively.

“The best way to work with these steps to establish a stronger brand equity is through event
marketing. You have to meet your crowd and inaugurate personal connections, and maybe

even become friends” (Respondent C, 2023).

To establish customer engagement is one of the key factors in creating a positive impact on
brand equity, as stated by Respondent C. They further argue that the engagement will only
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arise if the event is carefully planned, and that you use your existing network to make sure
the correct targeted crowd is gathered at the event. If the company successfully implements
this, there will be a positive impact on brand equity. However, how you measure the outcome
can be challenging, according to Respondent C. They describe how you can perceive feelings
within people and interpret it as successful or not, but to know any specific factors in how or
why, is more difficult. There are no authentic measurements for brand equity, and the result
can be ongoing over time.

4.5 Respondent D

Respondent D is the Director of Sales and Beverage at Company D which is situated in the
United States of America. They have worked in the catering industry for over 20 years and
are accomplished as an event professional. The company specializes in exclusive events,
specifically weddings and creating memorable experiences for their guests. Furthermore,
apart from providing beverage catering and also owning a venue, they host events and take
rentals.

4.5.1 Event Marketing

Engaging in event marketing is something that Respondent D advocates. Respondent D
mentions the importance of having an extensive and vast network of contacts and maintaining
these relationships for the clients to hire them again.

The wedding industry is a segment that Respondent D describes as an emotional engagement
and the importance of showing the client that they could trust the company to execute what to
the client could be one of the most important days of their life. Respondent D goes on by
saying that many companies see the wedding industry to be a one-time customer. However,
the way that Respondent D perceives it, is that if the company exceeds the client's
expectations and makes a good impression, the wedding couple will consider hiring the
company for their anniversaries, birthday parties, and so on.

"Sometimes I think a lot of companies write off the wedding client as a one-time client
because, well.. they're most likely just gonna get married once, but there are so many things
they could use you for" (Respondent D, 2023)

On the topic of what event Company D is attending to meet potential clients, Respondent D
mentions bridal trade shows, but there are over 50 of them in southern California alone, and
they need to focus on attending those events that will give them the right exposure. Because
Company D does not have a venue in LA, Respondent D expresses that there is little to no
point in attending bridal trade shows that are too far away from their venue.

"Is it worth it for us to go to LA to be involved in one up there..probably not.. in San Diego
ves" (Respondent D, 2023).

4.5.2 Customer Engagement

Attending events creates an opportunity for the clients to develop an emotional connection
with the brand by engaging with the salespeople, and what Respondent D argues is that what
makes Company D unique is that they have both the bar services and a venue that they can
market together to create a comprehensive package for the clients. By engaging in event
marketing Company D can communicate how they want the brand to be viewed.
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"I believe that having face-to-face interactions is more beneficial than just communicating
through online posts" (Respondent D, 2023).

Respondent D explains that creating experiences that will make the guests see the company in
a positive light is very important because it has a lot to do with the energy and engagement
from the ambassadors and the sales team that are on site for the event.

“To have a salesperson just standing around, without giving the effort to engage or even
smile will throw the guest off... if they do not feel welcome, they will walk away” (Respondent
D, 2023).

Respondent D continues by explaining that any platform from events to social media, that
allows a customer to respond and react is the best way to engage the customers. Press
releases and other public relations do not allow that direct engagement. Social media helped
them in the past to get attention from potential clients. However, Respondent D believes that
at least Instagram is almost saturated, but will still help the brand to stay at the forefront of
people's minds. They also express that on a day to day basis social media is an asset because
it makes it easier for the company to engage with their customers.

4.5.3 Brand Equity

Respondent D expresses the importance of understanding whom the company is selling to, is
as important as just creating a flashy experience. By showing the clients that the company is
willing to personalize their experience and work together with them instead of just giving the
customer a ready setup without anything that is unique to that specific customer. So by
showing the client that the company is willing to compromise on behalf of the client's
specific event, the client will feel in charge and will be happier to hire the company for a
second time because of the trust and uniqueness it creates for the client argues Respondent D.

"For the salesperson to make the client feel like you are taking care of their needs, by asking
them what they are looking for, not just here is what we offer" (Respondent D, 2023).

Respondent D explains how the salesperson can make a huge difference by asking these
questions. By doing so, the salesperson aims to establish a strong foundation of trust with the
customer. This trust, in turn, encourages the customer to feel valued and included. When the
salesperson actively engages the customer and asks relevant questions, it demonstrates a
genuine interest in understanding the customer's needs and desires. Respondent D believes
that this way the company can make people willing to hire them as accompanists again and
will recommend Company D to friends and family, because of how the company's
willingness to work together achieve the customer's vision.

At events it is a great opportunity to share the company's values, mission and community
goals they might align with the customers own values, thus building a brand loyalty towards
the company, expresses Respondent D and by having the opportunity to engage with the
customers in person they can create brand awareness. Respondent D describes how they
measure the impact of event marketing by the number of leads and inquiries they get, as well
as the return on investment they capture. However, it can be difficult to identify results from
specific events, hence the results can be ongoing. According to Respondent D, it can take a
long time for the results to show, a person can attend an event, but not show engagement
reconcile months or years after.
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5.0 Analysis

Chapter five accommodates an analysis and correlation of the empirical findings and the
theoretical framework. Furthermore, the chapter deliberates any similarities or differences
between the answers from the studied companies and respondents. The three themes which
this is analyzed are: Event Marketing, Customer Engagement and Brand Equity.

5.1 Event Marketing

Taranto (1998) claims that just carrying through with an event, will not directly translate to a
desirable result, which is a statement that is supported by all of the respondents in different
ways. All of the studied companies confirm that you have to actively plan and work with
designing your event, to be able to reach the desired audience and to make an impression.
Respondent A argues that event marketing will not work if you just collect some random
people, and if there is no real person or relation behind it. Moreover, to increase purchase
intentions within the customers it is favorable to have special offers according to Respondent
A, to make them feel meaningful and exclusive. These arguments equals what Cura and Cova
(2003) communicates, that the experience must consist of something that is immensely
unforgettable and meaningful for the customer. Making the customer feel meaningful is
something that Respondent D also advocates, they argue that by creating an environment and
experience that makes the customer feel incharge and listened to. Moreover, Respondent B
advocates that public events do not indispensable expose the brand to their target audience.
Respondent C has a similar altercation as Respondent A, where they argue for the importance
of the personal meeting and to create something special in order to make an impression.
Furthermore, Preston (2012) also implies the importance for a business to discern how to
work with events as a marketing strategy, as well as how it can impact brand equity.
Respondent A agrees with that explanation, and describes how the preparations before an
event through mystery, story-telling and word-of mouth is influential. Respondent C on the
other hand emphasizes the importance of carefully planning an event in advance. This is
strengthened by Carroll (2018) and Sharafutdinova et al. (2020), who argue the essentials of a
well-organized and implemented event to minimize any risks of incidents that could reflect
poorly on the brand. While Respondents D and B bring up the importance of the salesperson's
ability to create positive interactions with the customer.

As Kotler (2003) describes, events have the potential to interact with the target audience, but
it is crucial to construct an event that challenges and encourages the brands targeted audience
in the correct approach and extent (Wood, 2009). As a marketer you need to be aware of
which event type attire the product or brand the finest (Carroll, 2018). The company that
Respondent B works for claims that they delicately choose event type based on the target
audience. Furthermore, Respondent B underlines the importance of determining the worth of
participating in an event based on both the target audience, as well as the potential for
exposure. This is something that Respondent D also expresses, which bridal trade shows that
they should engage with based on the location of the event. In contrast to Respondent B,
Respondent A who argues more about that the industry matters when carrying through with
an event. On the other hand, Respondent C emphasizes the value of making sure that the right
crowd is being targeted by planning the event carefully in advance. Furthermore, Respondent
C describes how different events suit different crowds.

The choice of what kind of event type a company should use for marketing purposes is
argued by the respondents. They are all explaining the importance of finding a way to engage
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the customers at the event. The theory given by Trinh (2019) explains that there are three
stages with different activities to help the customer to engage with the brand. These are based
on visitor traffic flow and the first stage which is the booth attraction which aims to create an
attractive and inviting environment to capture the visitor's attention and interest in the product
(Trinh, 2019). Respondent A wants to make sure that the primary element at the event is the
product or service that they can offer, which Respondent B agrees with by saying how
important it is to have something tangible for the customer to interact with. Respondent D
also agrees that there needs to be something unique that will catch the guests' attention but is
more expressive about the second stage of Trinh (2019) salesperson interaction, saying that
the energy and engagement the sales team can give the guest is important to create trust.

The difference between Respondent A and the other three Respondents is the industry they
specialize in. Respondent A handles exclusive cars, and Respondent B, C, and D offer
different beverage experiences, which gives them a different view on what event best fits
them. All four of the Respondents agree that having positive interactions with customers
face-to-face creates not just an emotional connection but also a trust, which can give a
stronger bond and view of the company when interacting directly with the company. The
theory from Zarentonello & Schmitt (2013) supports this statement by expressing that events
can, through more profound experiences, create a meaningful brand equity connection and
attitude change. Even Wood & Masterman (2008) agree with the previous proclamations that
it is essential to create an environment where the customers can get emotionally involved
with what the event provides and how the fellow visitors and ambassadors' attitude is
perceived. Respondent C also mentioned that for an event to be successful, the company
needs to create something that will leave a big impression on the customer and a way to make
them want to engage with the brand.

Respondent A would say that the most attractive way of reaching their target audience is by
inviting them to private marketing events organized by Company A; then, they know that the
people participating are interested in the product. Respondent B and Respondent D, however,
have another approach: they often participate in trade shows to show off their product.
Respondent B insinuates that Company B has an advantage over many of its competitors at
the trade show because of its flashy bar service and vibrant cocktails. While Respondent D
believes that their combination of being able to offer a package of bar service and venue
together makes them stand out when competing with other vendors that might only offer one
or the other. Cura & Cove (2003) describes how experiences are an effective marketing
strategy to engage customers by creating an unforgettable experience. Furthermore, the
experience draws people to their station at the trade show and creates an opportunity to
engage and create an emotional connection and trust. While Company B is quite flexible to
attend any event regardless of location, Company D has to consider which event they should
attend depending on the location, considering their venue.

Moreover, the same response that Company B and Company D receive at trade shows is the
same connection as what Company A receives at their private events; although many
potential clients are excluded because of the closed event, they have the same opportunity to
focus and engage with the customers who participated, which can create an even stronger
emotional connection when there are no distractions from other vendors.

Regarding trade shows, compared to what Respondent B and D argue, that it is a great

opportunity to engage in those events. Respondent C explains that they do not believe in trade
shows and will not participate in them because of the risk of disappearing in the crowd.
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Respondents B, C, and D are in the beverage and catering industry, which makes it interesting
that their view on Participating in trade shows differ, with Respondent B and D exclaiming
that it is definitely worth engaging in trade shows and Respondent C claiming the opposite.
One of the reasons for the difference in view can be because of where the companies
originate, Company B and Company D in the United States of America and Respondent C in
Sweden. The other reason can be that Company B only specializes in beverages with their
very exclusive Cocktail experiences, which gives them confidence compared to Respondent
C, who provides both bar service and food, where the product may not be as out there
visually, while Company D is marketing themself with both bar service and a venue. The
difference in response can also lie in cultural differences. In Sweden, going to a trade show as
an ambassador, you really have to be aware of how to handle a crowd and find the balance to
not be perceived as pushy. This is compared to the United States of America, where the norm
is to be very expressive and over the top, which creates an environment where both the
customers visiting the trade show and the ambassadors have a much lower threshold to start
engaging with each other.

5.2 Customer Engagement

To know your target audience and establish a strong connection with the right people is
essential to execute a successful offer on an event, explains Respondent A, which is further
supported by both Respondent B, C, D, Kotler (2003) and Wood (2009). Respondent A and C
argue the importance of creating a stable client network. By creating stimulating event
experiences and interacting with the clients in person face-to-face is essential to create trust
between the company and the client. Which in the long run establishes brand loyalty.
Respondent B describes more of the importance of creating these relationships and how it is
hard to do so through other marketing strategies, and how they establish their brand
awareness through word-of-mouth, from previous clients. Respondent D is joining this view
of having a stable and happy customer network, who will share their experiences of the
company with their friends and family. Respondent D also shared their opinion on social
media as a useful tool to engage with their customers' daily basis compared to Respondent B,
who views social media, like Instagram, as a way to show that they are still relevant.

While Respondent C talks about how they use their existing network of people to reach leads,
which in a sense, also includes word-of-mouth. Respondent A is implying that by knowing
the right people, they have the opportunity to expand their network with more exclusive
clients. Neither of the previous literature brings up the arguments of the importance of having
a strong network in a literal way, even though both Respondent A and C find it essential, and
Respondent B and D, as mentioned above, hope for their existing clients to spread the word
to their social circles. Although the literature brings up how the staff or ambassadors,
etcetera, have an impact on the perceptions (Carroll, 2018; Sharafutdinova et al., 2020),
which can be interpreted as having a stable network to mediate the message is preferable.

Furthermore, both Respondent A as well as Respondent C describe how events are a
favorable arena for creating customer engagement. Respondent A interprets how in order to
get the output you wish for, you have to invite the right key persons to research your target
audience, where the event as a platform works for that. Moreover, as Van Doorn (2010)
implies in the Conceptual Model of Customer Engagement Behaviour, that certain factors can
directly impact customer engagement behavior and other elements. Respondent C argues that
you need to get your customers to like you and your brand, and not just your product or
service, in order to gain customer engagement, which also is an argument that Respondent D
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agrees with when mentioning the need to create a trustful relationship between the sales team
and customer. Additionally, events are a great place for creating these relationships,
according to Respondent B. This argument consists with the previous research, which claims
that event marketing is a significant strategy to become an outstanding innovator for the
business (Hoyle, 2002). Respondent B and D also agree that in-person conversations through
events are the best way to engage customers. Zarantonello and Schmitt (2013) discusses how
event marketing contributes to an explicit interaction and contact which devote to an
experience in an urgent way, create engagement and more purposeful brand connections.

Nufter (2016) describes how people's emotions can quickly shift since they are easily affected
by impressions. Event marketing can change attitudes toward a brand in both a positive and
negative way, and it is because of that significant to shortening the distance between the
consumer and the brand. If the distance is shorter, it is more accessible to influence the
consumer, and create positive emotional associations (Nufter, 2016). Respondent D expresses
that by attending an event the sales team and ambassadors will have the chance of explaining
the company mission and hopefully connect through common values with the customer that
help shorten the distance to the brand, that connection might be hard to do through a screen
on a mobile phone.

The ability to create positive emotional associations toward a brand, is argued by all of the
Respondents as essential for creating customer engagement. Moreover, Carroll (2018) and
Sharafutdinova et al (2020) communicate that the social interactions at an event are
uncontrollable. Respondent C also emphasizes the crucial part of being aware that an event
can contribute to a shift in emotions in either a positive or negative way. These arguments are
further supported by Keller (2001), which describes in the third step of his customer-based
brand equity model that brand feelings can occur either positively or negatively. Although
Respondent A claims that awareness about a brand rarely is a bad thing. Therefore, it is
important to agree internally on what message you want to send, to manage to affect the
customers and achieve customer engagement. Furthermore, Respondent C argues equally
with the literature regarding the value that the personal meeting obtains. Especially now,
when everything is more digital, Respondent C describes how the personal meeting plays a
major part. This statement is something that both Respondent A, B and D agree with, since
all of them communicate that the personal face-to-face contact generates emotional
connections with customers, where event marketing is a beneficial tool.

5.3 Brand Equity

Fayrene and Lee (2011) communicates that through implementing event marketing in a
brands marketing strategy, the brand can reach higher levels of brand equity. Mongkol (2014)
and Kotler & Keller (2012) also state that there is a positive relationship between event
marketing and brand equity, although previous research fails to examine in what specific way
it does have an impact. All of the respondents argue that a physical place with face-to-face
contact is essential to be able to build the relationships which are demanded for a positive
shift in brand equity. Respondent A further communicates how event marketing obtains
properties to create further connections and positive associations toward the brand itself, and
not just the product or service. Which is a positive thing in relation to brand equity, observed
by Respondent A. How well a company manages to achieve brand equity through creating
memorable experiences is further argued by Zarantonello and Schmitt (2013), by addressing
that the higher the response to brand attitude and brand experience the stronger will the brand
equity be. Respondent B also claims that event marketing creates brand equity, although how
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well you succeed to understand and serve your target audience plays a major part. Which is
something that Respondent D agrees with when they bring up the opportunity to build brand
loyalty at events by sharing the company's values and mission, which could help the company
to create a bond and understand their target audience. If a company successfully implements
a carefully planned event, and through your existing network with key persons gathering your
target audience, there will be a positive impact on brand equity according to Respondent C.
Furthermore, this is an argument that is also supported by Respondent A. Through event
marketing, brands can establish that the consumer constitutes a good experience and a
positive emotion toward the brand, and develops customer engagement (Zarantonello &
Schmitt, 2013). To get a customer to engage with your brand, is argued by all of the
respondents, to be essential for a positive impact on brand equity.

Respondent A underlines the importance of having a wide network and key persons at an
event, to help the company with relationship building and networking. Respondent A
continues to argue how these key persons can help you extend the brand through storytelling,
to create positive emotions toward the brand. To implement this strategy at an event, is more
efficient and can more easily impact brand equity positively, because the message will weigh
further. Respondent C have very similar arguments as Respondent A, where they describe
how they find it most successful to work with hares with a wide network. Respondent C finds
it most fortunate to invite a network that you know has a relationship with your target
audience, and let them convert the message. Respondent C communicates that you are loyal
to your friends, and that this strategy is the most efficient. Aaker (2009) characterizes five
different components of brand equity in his brand equity model: brand loyalty, name
awareness, perceived quality, brand associations and other proprietary brand assets. These
five components are something that all respondents argue outlines the structure for how brand
equity generates value in distinct ways. Aaker (2009) theory claims that it is more likely that
loyal and existing customers will add to brand exposure and support in bringing new
customers to the brand. Respondents B and D on the other hand, have similar arguments as
both the literature and Respondent A and C, but focus more on the effect that salespersons
can have. They describe how you as a salesperson can engage with the customers, and
through personal involvement establish trust, and even friendship. Therefore, both
Respondent B and D believe that a brand can increase its equity through customer
engagement.

Additionally, Keller (2001) developed a brand equity model that claims that brand equity is
built upon four dimensions: identity, meaning, response and relationship. The model explains
how brands should create solid customer relationships based on mutual value exchange and
the compassion of how customers perceive and develop relationships with brands. This is
something that Respondent D emphasizes could happen when company ambassadors and
customers engage with each other at an event. Respondent C describes how you establish
brand equity through six different steps, equal to how Keller (2001) communicates it.
Respondent C brings up the importance of brand identity, and how a brand through awareness
creates a meaningful purpose. Moreover, Respondent C claims that you need to grasp your
consumers' responses and be responsive in return, to work with the established relationship
and develop it. In this way you will have the best opportunity to impact brand equity
positively according to Respondent C, which is also supported by Keller (2001). Respondent
A emphasizes the importance to feel intact with your brand, know your brand identity, and to
be certain in what message you want to intervene. To be able to establish as much value as
possible the company needs to know whom they want to target, and create personal
connections. Respondent B regularly takes up the importance of understanding your target
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audience, increasing brand awareness and customer engagement in a way that will expose
your brand in the right way. Through emotional connections, the brand can develop customer
retention and brand loyalty, which can be interpreted as having a strong brand identity.
Kapferer (2009) describes The Brand Identity Prism, which in one way or another equals how
all of the respondents discuss how they create customer relationships based on mutual value
exchange. Furthermore, all of the respondents underline the importance of personal
connections, and knowing your target audience. The Brand Identity Prism is a tool to advise
organizations to understand and define their brand identity, and includes physical
manifestation, culture and personality, relationship, self-image, reflection and audience
(Kapferer, 2009).

Kellers (2001) discusses the concept of brand salience, which refers to a brands ability to be
easily recognized and recalled, and to achieve that, Respondent D suggests that events
provide an opportunity for the company to engage with customers in person, thereby creating
brand awareness which will make it easier for the customers to recognize the brand in the
future, and if the customer are happy with the treatment they receive it might turn in to brand
loyalty. Keller's model also highlights brand resonance and the depth of the customer's bond
with the brand, Respondent A, B, C and D support that theory by expressing that creating a
positive customer experience will make customers more likely to hire the company again and
recommend it to others, thus building brand loyalty. Overall, Keller's (2001) model focuses
on the importance of understanding customers, building trust, fostering loyalty, creating
brand awareness, and establishing a value exchange between the brand and the customer.
Which is something that all of the respondents agree with in one way or another.

The answers from all of the respondents in distinct to the empirical findings emphasizes the
difficulty of measuring the impact of event marketing. The measurements can be complex
and difficult to use, because of its challenges to establish any effects on brand equity (Gupta,
2004). Respondent A communicates that how successful you can measure the outcome of an
event, depends on how advanced the affair is. An event can take place, but not achieve either
saler or perceived quality until a long time after, which makes it difficult to measure. This
statement is supported by Respondent B, C and D as well. Event marketing is identified as
valuable in developing awareness for the brand, but its ability to communicate a specific
message or devote to other aspects of brand equity needs to be further studied (Gupta, 2003).
This is something that marketers need to work on, hence the importance of evaluation and
data collection, according to especially Respondent B.
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6.0 Conclusion

The chapter discusses the research question and provides drawn conclusions entrenched in
the theoretical framework, empirical findings and the analysis.

The purpose of the study was to determine whether event marketing is an effective
communication tool for companies to use for the purpose of building brand equity. It was
moreover to analyze the efficacy of event marketing in expanding brand equity. All of the
respondents interviewed work for companies that actively work with event marketing as at
least one of their marketing strategies, and regularly perform some kind of event. They
implement events for their target audiences, to establish personal connections, develop
customer engagement and impact brand equity.

The research question that the study aims to answer is “How does event marketing impact a
company's brand equity? .

Through the analysis of event marketing, all the respondents empathize that they all find
value in engaging in an event as a marketing strategy. However, according to the respondents,
one of the most important actions to consider is to have a plan for how they will reach their
target audience and give their customers an unforgettable experience and achieve an
opportunity for personal connection that will make them want to keep engaging with the
company. How they will achieve this varies between the respondents, for example, if the
focus is on the product and service or if the sales team has a more significant role in
accomplishing this. The argument is further confirmed in the theoretical framework by Cura
& Cova (2003) that communicates that the experience must consist of something that is
immensely unforgettable and meaningful for the customer. Zarentonello & Schmitt (2013)
who also supports this statement by expressing that events can, through more profound
experiences, create a meaningful brand equity connection and attitude change. The difference
in choice of type of event could have an origin in what industry the companies are
specializing in or the origin of the company and the norms in the countries. Nevertheless, all
of the respondents believe that engaging in event marketing is an effective way for a
company to achieve customer engagement.

The results of the findings show that the event as an arena to gain customer engagement is
favorable. It provides the best opportunities for the companies to meet their target audiences,
and establish more emotional connections. The studied companies argue that the personal
meeting plays a huge role, and that event shortens the distance between the brand and the
consumer. The theoretical framework discusses how event marketing adds to an explicit
interaction and contact which convert to an experience in an urgent way, establish
engagement and more purposeful brand connections (Zarantonello & Schmitt, 2013).
However, it is argued in different ways how it is important to either use your existing
network, or your sales personnel to establish trust and brand exposure, to further develop
brand loyalty, brand awareness and customer engagement. Nufter (2016) states in the
theoretical framework how people's emotions easily shift, because of the impact of
impressions. The results from the study therefore argue the importance of the personal
meeting, to carefully plan the event in advance, and to be sure in what message you want to
communicate. Furthermore, in order to make sure that the target audience perceive your
message in a desired way, and engage in your brand.
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As mentioned earlier in the text, the respondents highlight the importance of having a solid
network of people and knowing the company's target audience at events, as well as the
significance of customer relationships and brand identity in building brand equity, supported
by Aaker (2009) who claims that there is a stronger likelihood that existing customers will
spread awareness about the brand, and also Keller (2001) brand equity models which support
this theory of the importance of creating a solid customer relationship to achieve brand
equity. By engaging in face-to-face interactions at events, brands can build relationships,
create positive associations, and generate emotional connections with consumers. This leads
to increased exposure, customer engagement, and brand loyalty, and brand equity. All of the
respondents confirm that event marketing has a positive impact on brand equity.

To summarize and come to a conclusion, the theoretical model (Figure 5), aims to describe
the relationship between event marketing and brand equity. The theoretical model equals the
results from the empirical findings, that the path from choosing event marketing as a strategy,
creating customer engagement, and impact brand equity. Regardless of how a company will
create what they assume is the best experience to engage the customers at an event. The
respondents all agree that by engaging in event marketing and connecting in person with the
customer, is an efficient strategy that will lead to brand equity. Event marketing impact on a
brands equity is confirmed by this study, but in regards how well the impact is, depends on
how well the brand manages to implement the right event for their target audience and
through emotional connection create customer engagement. However, it can be difficult to
measure the effects of an event. Partly since the results can occur later on, and because it is
generally hard to measure perceptions and attitude changes.

6.1 Theoretical implications

This research provides beneficial insight in how a company through event marketing can
impact brand equity. These findings obtain implications for the role of event marketing on
brand equity. The findings further suggest the importance of implementing an event suitable
for the target audience, creating emotional connections and driving customer engagement.

We acknowledge that the result of this research will be significant for companies that want to
establish a stronger brand equity. Furthermore, to be innovative in their marketing strategy,
develop personal connections and drive customer engagement. The theoretical model (Figure
5) could be used as a tool to explain a company’s journey from deciding to use event
marketing as a strategy. To what kind of event type would suit best for them to engage in, and
create a memorable experience for their client. That will make them want to engage with the
brand and achieve brand equity.

6.2 Practical implications

This study suggests that event marketing can be an effective tool for companies to build
brand equity. It shows how companies should plan their events to create unforgettable and
meaningful experiences for their target audience. Companies can create emotional
connections and enhance customer engagement by using personal connections, using existing
networks, and delivering a clear message. This in turn, contributes to building brand equity.
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6.3 Further research

The essay applies a narrow perspective on the subject and examines event marketing through
theories regarding public relations events and entertainment events. However, it does not
focus on specific industries and countries. This could be seen as a limitation, and be of
interest for future research, and in order to get a more trustworthy answer. A broader
perspective on how the view on event marketing could vary within these areas.

This study contains qualitative data collected through four semi-structured interviews, with
four different companies. Further research could additionally consist of a quantitative
research approach entrenched the customers point of view, to establish what they think drives
engagement, positive associations, and loyalty. Furthermore, their point of view on event
marketing in relation to brand equity. This would have provided the study with a broader
approach, further strength, and the convinience to establish more general conclusions.

Nevertheless, this essay does not in detail study how you would be able to measure the
efficiency of an event. Even though the problem is brought up during this thesis, there need to
be several more aspects to be able to measure the result of an event. Further studies can be
made within this area to be able to get a more trustworthy answer.
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