
Introduction
Personalization as a marketing and customer retention strategy has existed 
for many decades across all types of business segments. From the 
bartender who serves customers' favorite drinks from memory to the 
telethon announcer who acknowledges donors by name, serving customers 
in ways that “show them you know them" works. 

Digital technology has expanded how organizers can apply personalization 
strategies. Amazon is famous for its “if you like this, then you’ll also like that” 
and “customers often buy these products together” suggestions. Netflix 
helps viewers discover other shows based on their viewing behavior, and 
Stitch Fix uses information customers provide to make personalized 
clothing selections for them.

Personalization—one of the hottest trends in event design—is a key 
strategy for event organizers too. The range of devices and software 
developed for the event industry allows event producers to create personal 
connections all along the attendee journey. This white paper explores how 
to implement a successful personalization strategy, one that makes 
attendees feel as if the event were created just for them. 
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Benefits of Personalization
Data to support personalization as an effective business strategy is mounting. For example, in a survey 
administered by Forrester Consulting, “Seventy-nine percent of survey respondents said that 
personalization is very important to achieving their top marketing and customer experience goals, like 
increasing customer satisfaction, building customer loyalty, and acquiring new customers.”[i]

[i] https://www.pwc.com/us/en/increasing-it-effectiveness/assets/pwc-customer-personalization-power.pdf
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Firms using personalization strategies see tangible results. Data 
from McKinsey & Company reveals 35% of Amazon’s consumer 
purchases come from their personalized recommendations, and  
75% of what Netflix viewers watch comes from their algorithm 
recommendations.[ii] According to Experian, including a name in the 
subject line of an email increases open rates by an average of 29.3% 
across all industries.[iii]

In an event setting, personalization can deliver many benefits to 
organizers, including higher participant engagement levels, more 
long-term customer relationships, and lower marketing costs. 
Technology in the personalization mix helps attendees navigate the 
event more efficiently, make better choices about content and 
programming, and achieve more desirable outcomes.

Data and Personalization
Data makes personalization possible. A broad spectrum of event 
organizers, including trade associations, for-profit event organizers, 
and brands have adopted strategies and technologies over the past 
decade to collect, analyze, and leverage the intelligence necessary to 
personalize each attendee touchpoint. Collection has been relatively 
easy. Making the insights actionable has been a more daunting.
challenge.

Data has become increasingly more abundant as event technology 
has evolved.  Proximity, behavioral, historical, geo-location, usage, 
and contextual data have supplanted the go-to demographics and 
satisfaction scores traditionally regarded as the mainstays of 
attendee measurement. Organizers are looking to event technology 
developers for a better way to integrate and use data for 
personalization.

The Nexus is an event data platform that facilitates personalization. 
It combines data from multiple sources, such as the event website, 
registration, session attendance, exhibitor directory, and lead 
retrieval application. It then uses a built-in email platform to deliver 
automated, personalized messages (suggestions, recommenda-
tions, or invitations, for example) to attendees based on specific 
behaviors.[iv]

Vivastream is an audience-intelligence engine. Data from several 
sources allows it to deliver suggestions to attendees about other 
activities that align with their interests. Corporate event organizers 
can also export topics of individual interest to a company’s CRM or 
marketing automation platform for personalized post-event 
outreach: webinar invitations, specialized email offers, or informed 
conversations with account executives.[v]

"It’s challenging for 
event organizers and 
corporate marketers to 
parse through the 
myriad of event 
technology choices to 
deliver on a 
personalization 
strategy. But when they 
do, they often discover a 
measurable impact on 
profitability and brand 
value.”

- Robert Edwards,
Manager of Dynamic Solutions, 

SmartSource 

[ii] https://www.mckinsey.com/industries/retail/our-insights/how-retailers-can-keep-up-with-consumers
[iii] https://www.marketingsherpa.com/article/chart/personal-subject-lines
[iv] http://www.eventtechbrief.com/top-stories/a-platform-for-taking-trade-shows-to-exhibition-20
[v] http://www.eventtechbrief.com/top-stories/event-data-a-love-story

A personalization strategy can be implemented before, during, and after the 
event. To make it effective, planners should map the attendee journey first and 

then align technology to every touchpoint.
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Personalizing the Attendee Journey
A personalization strategy can be implemented before, during, and 
after the event. To make it effective, planners should map the 
attendee journey first and then align technology to every 
touchpoint.

Event Website
Although it’s not yet possible to address a website visitor by name if 
he or she has never visited before, there are methods for creating 
compelling onsite experiences every time they visit:

•  Use a chatbot to offer assistance to first-time visitors and acknowl-
edge the visitor’s return to the website.

•  Based on the visitor’s browsing history, offer content, discounts, or 
help through the chatbot or pop-up messages.

•  Leverage retargeting software (with offers or to drive registration) 
to deliver offers to potential attendees as they visit other websites.

Registration
Registration solutions can adjust content to the individual registrant 
or, in the case of a first-time attendee, take steps to provide a more 
tailored registration experience, such as:

•  Pre-populate the demographic information as soon as a returning 
attendee logs into the platform.

• Customize the registration path for each attendee by tailoring 
questions and offers, such as sessions, invitations, activities, travel, 
hotels, hotel room types, etc. based on the attendee type (speak-
ers, guests, VIPs, etc.).[vi]

• Send out invitations to register using unique URLs that make it 
possible (when the information is available) for the registrant to 
bypass form fields that have already been completed or are irrele-
vant.  

Check-In
Scanning the barcode printed on the attendee's registration confir-
mation (via print or mobile device) is the most common way to 
personalize the check-in for large events, such as conferences or 
exhibitions. However, there are other techniques for individualizing 
check-in:

•  Use facial recognition software (in place of a confirmation barcode) 
by requesting that attendees upload a photo during registration.

•  Leverage pre-event survey responses to make recommendations 
to attendees via a mobile app push notification or email as soon as 
they check in.

•  Alert members of the event organization via text message when a 
VIP checks in so that he or she can receive a personal greeting.

[vi] https://www.aventri.com/blog/the-power-of-personalization-for-events
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Navigation
The larger the event, the more challenging it is for attendees to 
locate sessions, meeting rooms, exhibitors, peers, and activities. 
Mobile applications (downloaded from an app store) and artificial 
intelligence enabled chatbots (accessed via text, Facebook Messen-
ger, or another messaging platform on a Smartphone) are the work-
horses of event navigation. Organizers can use them in several ways:

•  Make recommendations that align with attendee in-app behaviors, 
such as selecting sessions, setting up appointments, ranking, 
voting, and tagging peers of interest.

• Use the mobile app to segment the audience and personalize 
content across attendees.[vii]

•  Use chatbots or conversational interfaces (Siri, Cortana, Alexa) for 
one-on-one conversations between the attendee and the bot on 
how to find anything or do anything within the event space.[viii] [ix]

Information  Seeking
Attendees are continually curious about what’s happening at the 
event so they can make the best decisions about how to use their 
time and determine whether the organizer is paying attention to 
their needs. Touchscreen displays and information kiosks can deliver 
personalized interactions when used strategically:

•  Use video walls to project what attendees are experiencing online 
(social media conversations) to recognize and reinforce their 
experiences.

• Program kiosks to dispense relevant suggestions on exhibitors, 
products, sponsors, restaurants, and local happenings (either 
on-screen or sent to their mobile devices) when attendees scan 
their badges.

•  Employ kiosks to deliver self-guided tours of products or program-
ming to attendees at their own pace.

Networking
Helping attendees discover the right people to meet with during an 
event is still an inexact science. But breakthroughs in foundational 
technology allow mobile apps and wearable devices to help create 
better networking opportunities for attendees. Implementations can 
include:

•  Utilize a mobile app with an artificial intelligence engine to calcu-
late who and what are the most relevant peers, products, 
exhibitors, and sponsors for every attendee who uses the app. Grip, 
for example, is an artificial-intelligence platform that adds 
real-time learning and recommendation capabilities to third-party 
mobile apps.[x]

•  Consider a matchmaking app that shows each user which contacts 
in his or her social network will be in attendance at the event.[xi]

•  Outfit all attendees with a smart badge that visually connects 
people based on mutually agreed upon topics.[xii]

[vii] https://content.doubledutch.me/blog/why-should-you-segment-your-registrant-and-attendee-lists
[viii] https://www.sciensio.com/eventbots
[ix]  https://www.slideshare.net/WeAreCramer/conversational-interfaces-what-they-are-how-to-use-them-at-events-eventtech-2016
[x] https://grip.events/
[xi] https://match.presdo.com/match/networking-at-events
[xii] http://www.eventtechbrief.com/top-stories/smart-badges-ready-to-wear-networking
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Exhibitor Engagement
One of the main points of interest for many attendees at exhibitions 
is the exhibit floor. Show producers can personalize exhibitor-attend-
ee engagement with some specific technologies: 

•  Place proximity beacons on every attendee badge and receivers at 
strategic locations throughout the event (including booths) to 
enable the delivery of real-time suggestions to attendees about 
other exhibitors to visit.[xiii]

• Tap-to-interact data exchanges: Provide attendees with NFC- 
enabled badges, credentials or other wearables so they can tap to 
view suggested exhibitors based on data collected pre-event. Tap 
your show badge to an NFC-enabled smartphone, and you’ve just 
given them your contact information. NFC badges are a proven 
tool for exhibitors when it comes to tracking leads and attracting 
more visitors.

•  Implement a matchmaking solution that serves up a custom list of 
pre-qualified exhibitors based on the attendee’s profile and 
on-platform behaviors.[xiv]

Session/Activity Check-In
Tracking session attendance helps organizers understand something 
about attendee behavior, monitor room occupancy, and ensure that 
guests are in the right place. However, it doesn't have to be a "cattle 
call." A more tailored check-in experience is possible through a 
couple of approaches:

• Provide attendees with a Radio Frequency Identification (RFID)-
enabled invitation, which when tapped on a reader can prompt a 
screen to display their assigned tables, guests seated at the table, 
and an animation of how to find the table.[xv]

•   Use RFID technology to read an attendee’s tagged badge passively 
(no tap or touch required) to permit his or her entry into a restricted 
area or paid activity.

•  Place RFID-enabled display screens at the entrance to VIP lounges 
to acknowledge individuals by name or display customized 
messaging (in their language) as they enter the exclusive area.[xvi]

In-Activity Experience
Even after visitors check, walk, or tap into an onsite activity, technol-
ogy can deliver plenty of personalization to them.  Organizations can 
anticipate “in the moment” needs of attendees via several channels:

•  Provide attendees with access to a mobile app that offers real-time 
simultaneous language translation via their smartphones.[xvii]

•  Use attendees’ biometric data or social listening software to adjust 
temperature, light, projection displays, and sound levels in the 
room.[xviii]

•  Select an event mobile app that delivers personalized content to 
each user—details for the workshop they’ve signed up for, slides 
from the PowerPoint demo they’re viewing, or a personalized 
welcome message.[xix]  

[xiii] https://www.turnoutnow.com/
[xiv] https://www.a2zinc.net/show6/public/Content677.aspx
[xv] https://www.noodlelive.com/blog/10-cool-things-weve-done-with-rfid-for-events/
[xvi] https://www.valentinexperience.com/case/rfid-controlled-screens
[xvii] https://interactio.io/
[xviii] https://www.bizbash.com/new-digital-wristband-measures-crowd-reaction-at-events/san-francisco/story/28197#/h
[xix] https://content.doubledutch.me/blog/my-info-feature-personalized-content-for-individual-attendees
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[xx] https://www.pwc.com/us/en/increasing-it-effectiveness/assets/pwc-customer-personalization-power.pdf
[xxi] https://www.pwc.com/us/en/increasing-it-effectiveness/assets/pwc-customer-personalization-power.pdf

Privacy and Personalization
Because data is the engine that powers personalization, privacy should be part of any discussion on this 
topic. It is ultimately the responsibility of the event organizer to safeguard attendee data and use it 
appropriately. According to Forrester, “Using too much customer information or information a 
customer doesn’t expect a company to have can create a very off-putting experience.”[xx]

 Technology providers can and do play a significant role in data privacy. Most take measures that include 
secure cloud platforms, encrypted data storage and data transfers, locked USB ports on devices, secure 
servers, and data protection policies and procedures (such as data wiping all devices after each event). 
They also adhere to regulations, such as the General Data Protection Regulation (GDPR) and the 
California Consumer Privacy Law.  

Closing
The Value of Technology Partnerships
Most event organizers don’t have the internal resources or expertise to implement every aspect 

of a personalization strategy. Forrester research found that “Organizations struggling to deliver 

advanced personalization typically engage with service partners to help overcome challenges 

with strategy, data, process, and technology.”[xxi] SmartSource® Computer & Audio Visual 

Rentals provides project management and solutions architecture to help event organizations 

deliver unique, memorable, and relevant experiences to attendees. 


