
ENSURING SUCCESS
AT A STRATEGIC EVENT
EVERYTHING YOU NEED TO EXCEED EXPECTATIONS
AND BUILD YOUR BRAND AT A STRATEGIC EVENT



Strategic events present a unique marketing 
opportunity for businesses of all sizes. Whether it’s 
your first strategic event or your fiftieth, a few 
considerations can make the di�erence between a 
lackluster experience and success. 

STRATEGIC EVENTS
In this paper, we will explore all aspects of strategic 
events—including pre-event planning, during-event 
strategies and post-event e�ciencies. Further, we will 
examine various ways to define success for your brand. 
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Picking the right booth is an important component to any strategic event, but it 
doesn’t need to be complicated. Always strive for as much space as you can 
a�ord. Increased table space will yield a higher number of customer interactions  
and a greater opportunity for an inviting product display.

Before you pack up all your inventory for a strategic event, consider the types of 
products you plan to sell. If you have sized products, we suggest bringing three 
times your revenue goal. If you have non-sized products, bring as much as you 
can a�ord to transport and store. You may need to make other considerations 
depending on the setup of your business. The following calculations are key.

WHAT SIZE
BOOTH DO I GET?

HOW MUCH 
PRODUCT DO 
I BRING?
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INSIDER TIP

It’s best to balance your product with negative space, instead of including every 
product you sell. This style of setup is more inviting — increasing opportunities to 
connect and make a sale.

INSIDER TIP

If your brand sells products at a higher 
price point, consider adding something 
smaller (between $20 and $50) for 
people to take home with them that day. 

Are you taking product
from your brick & mortar?

Determine how much
you can take from your location.

Is it cheaper to ship or
drive the product?

What are the storage costs
at the event?

Adjust your plans based on 
what is a�ordable.

YES

NO

BEFORE YOU ARRIVE



Space, product, and sta� are critical, but they’re not everything. Make sure you 
bring printed collateral (like business cards) and bags that fit the products you 
sell. Next, leverage your existing community.

THE EXTRAS

MARKETING
CONSIDERATIONS

Most strategic events will include some form of marketing to drive customers to 
the event. Use this to your advantage with online marketing. This strategy will 
bring greater brand awareness to relevant buyers who already planned on 
attending. 

In most cases, you should have at least two representatives working your booth. 
This setup allows one person to use the restroom or get food without leaving a 
table empty. It also ensures greater ease for setup and takedown. 

Strive to base your sta�ng on how many individual sales or conversations you 
can accommodate simultaneously. If your booth has space for only a couple of 
customers, two sta� members will be su�cient. Larger booths usually require 
more people. 

Above all, you will always hold the highest value to your business. Determine 
where you will be most needed during the time of the event. Your presence will 
ensure proper representation for your brand and the best chance of success. 

WHAT DO
I NEED?
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Promote the event 
on social media

Gather
pre-registrations

Purchase social ads
and target accordingly

Last, consider collaborating directly with the strategic event. Ask if they have any 
promotions for attendees (American Field holds an “AF-Bucks” giveaway at most 
events). If so, share this promotion with your network. You may also be able to 
take advantage of paid marketing o�ered by the strategic event. American Field 
provides brand-specific marketing for a small fee, which grants your business 
direct access to potential customers who share your brand’s values.

Email your customer list Send handwritten letters 
to  shoppers you know 

near the event

Call vendors,
stores, and friends

BEFORE YOU ARRIVE CONTINUED

WHAT DO
I NEED?

Avoid sitting or using a cell phone while working a strategic event. 
Both are turno�s to potential customers and will limit your success. 

INSIDER TIP



Check with your strategic event in advance to see which types of payment 
methods they recommend for vendors. We recommend cashless options like 
Square or Shopify, but certain venues may ask you to accommodate cash buyers. 
If so, make sure you bring change or price your products to accommodate cash 
transactions (changing a $19.99 product to a $20 product). 

COLLECTING
PAYMENT

SETTING UP
YOUR BOOTH

It’s important to choose décor and arrange your product in a way that aligns with 
your brand. Generally speaking, tasteful signage and branding is all that’s 
necessary to di�erentiate your booth from the others. Even something as simple 
as a tablecloth can make a big impression. In certain cases, a sales hook can 
provide a unique visual identity that allows your booth to stand out. Read more 
about sales hooks in the “Sales Tactics” section below. 

Next, allow for multiple points of engagement at your table. Rather than filling 
all the space on the table, create a few places where customers can interact with 
your product. This will allow more than one person to experience your 
merchandise at any given time.

Aside from knowing your product and being able to speak to its value, the most 
important sales tactic is having a hook, or something that’s eye catching and 
contributes to your brand story. These could include product demos (waterproof 
shoes standing in a water bucket), furniture (makes your booth a lounge-like 
environment), live manufacturing (a belt company stamping leather by hand), 
and more.

SALES TACTICS

AT THE EVENT
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INSIDER TIP

If you’re using a mobile-based POS system, bring all necessary chargers. 
Nothing’s worse than declining a sale because your point-of-sale system has run 
out of power.

INSIDER TIP

For brands with expensive items or low inventory, bring a size run or a demo item 
for customers to feel, try on, and experience. Then, o�er to ship them a brand 
new one for free. While this tactic typically yields 40% fewer sales, it allows you 
to gain contact information and save on shipping, storage, and setup time. 



Allot a few hours to pack up your table and leave the space. BEFORE 
YOU LEAVE

ENGAGING
CUSTOMERS
OUTSIDE OF 
A SALE

Not every guest is going to buy a product. That’s okay! Your presence at a 
strategic event allows you to build relationships with customers who may make a 
purchase at a later date. 
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AT THE EVENT CONTINUED

INSIDER TIP

Don’t operate in a bubble. Engage with vendors at show and introduce yourself 
to everyone you can. Attendees and vendors may be wholesale buyers, 
customers or future collaborators — sales are only a small component of a 
successful strategic event.

INSIDER TIP

For hand-written contact lists, write the first five emails in yourself to give the 
illusion that people are interes`ted. Guests are more likely to add their names to 
a long list. 

Find local stores that may be 
interested in selling unsold product — 
build a relationship. Plus, both you and 
the store owner will save on shipping. 

Or consider pre-printing shipping 
labels to save time and mitigate stress.

Invite guests to give you their email 
addresses and to follow you on social 

media. 

Then, reward them a free branded 
take-away. This could be a coaster, a 

matchbook, stickers, etc.



STRATEGIC EVENTS ARE CRUCIAL
Strategic events are a crucial tool for marketers and 
salespeople who hope to build successful brands; 
however, success is not guaranteed to those who 
simply sign up. 

Only when you plan ahead, consider di�erent strate-
gies and tailor each to your unique business goals will 
you find this success at a tremendous value
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