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Key Takeaways

The six principles every organizer
needs to internalize before their next
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The organizers who are pulling ahead in 2026 are those who have made a critical shift:

they are treating attendee data not as a reporting artifact but as the raw material for
delivering personalized experiences at scale.




@ Why Personalization Has Become Non-

Negotiable

Attendee expectations have fundamentally
changed. Research from the Freeman Trends
Report indicates that 45% of attendees are
more likely to attend live events when they
can customize their experience. A separate
study from HubSpot found that 96% of
marketers report personalized experiences
directly increased their sales.

These are not abstract trends. They reflect a
fundamental shift in how people evaluate the
value of any event they invest time and
money attending.

For food and wine festivals managing
thousands of ticket holders across multiple
days and session types, for film festivals
coordinating screenings, panels, and VIP
events simultaneously, and for venues
managing recurring programming with diverse
audience profiles, the challenge is not
whether to personalize but how to do so
without creating unsustainable operational
burden.

When you control the data, you
control the experience. The answer
lies in owned data.

Unlike platforms that retain attendee
information or obscure it behind marketplace
layers, organizers using SquaduUP's white-label
platform own every data point their
attendees generate. That ownership is what
makes true personalization possible.

SquadUP
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of attendees are more
likely to attend live events
when they can customize
their experience — Freeman
Trends Report

of marketers report
personalized experiences
directly increased their
sales — HubSpot

of organizers sayin-
person events are their
organization's most
impactful marketing channel
— Bizzabo

Sources: Freeman Trends Report - HubSpot Research -
Bizzabo 2026



02 CENTERPIECE SECTION

What Personalization at Scale Actually

Means

Personalization is commonly

misunderstood as adding a first name to

an email subject line. While that is a
starting point, meaningful
personalization goes significantly

deeper. It means designing experiences

that reflect each attendee’s interests,
behaviors, and history — not just their
contact information.

At scale, personalization refers to the
ability to deliver individualized
experiences across thousands of
attendees without requiring a
proportional increase in manual effort.
This is only achievable through a
combination of owned data, smart
segmentation, and automation tools
that act on behavioral signals in real
time.

SquadUP’s platform is built to
make this kind of execution
operationally achievable.

REAL-WORLD SCENARIOS

FOOD FESTIVAL

Areturning attendee receives a pre-eventemail
featuring the chef sessions they attended last
year, plus new additions that match their past
engagement patterns.

FILM FESTIVAL

Afirst-time attendee gets a curated shortfilm track
recommendation based on the genres they
selected during registration.

MULTI-DAY VENUE

A VIP ticket holder receives a personalized
welcome on day one, proactive notifications on
day two, and a post-event summary with content
recommendations on day three.

RE-ENGAGEMENT

Attendees who opened butdid notengage with a
sessionreceive a targeted follow-up with relevant
contentor an early access offer for nextyear.



@ The Attendee Journey Starts Before the

Doors Open

Effective personalization does notbegin on eventday. It
begins the moment an attendee registers. Registration
is where you collect the firstlayer of intent data: ticket
type, session interests, dietary preferences, return
attendee status, referral source, and more.

For organizers using SquadUP, this pre-event data is
immediately available and owned entirely by the
organizer. ltintegrates with marketing tools and CRM
systems to enable segmented communications from
the first confirmation email through to event-day
reminders.

Pre-Event Personalization Tactics

® Segmentconfirmation and pre-eventemail
sequences by ticket type, returning versus first-time
attendee status, and stated interests.

® Send personalized schedule recommendations
based onregistration form data.

® Create VIP-specific onboarding communications with
details that match their premium experience
expectations.

® Use behavioral signals from pastevents to surface
relevant content, sessions, or vendors in pre-event
communications.

@ Using Al to Scale What Humans
Cannot

Even the mostwell-resourced eventteam cannot
manually craft individualized communications for ten
thousand attendees. Al closes this gap. Research from
Non Plus Ultra shows that Al-driven personalization can
increase attendee satisfaction by more than 20%.

SquadUP

KEY DIFFERENTIATOR

Al working on your data, not the
platform's.

SquadUP ensures organizers retain full
ownership of every data point — meaning
Al insights benefit the organizer, not the
platform.

Predictive Recommendations
Session recommendations based on past
attendance patterns and stated interests,
generated automatically at scale.

Dynamic Email Content

Messaging that adapts based on attendee
segment, behavior, and engagement history
without manual configuration.

Real-Time Push Notifications

In-event alerts that surface relevant sessions,
vendor booths, or networking opportunities as
they happen.

Automated Post-Event Sequences

Follow-up that reflects actual engagement
data rather than generic post-show
messaging.

The Organizer's Guide to Personalization at Scale



@ Common Personalization Mistakes That
Undermine Results

Personalization strategies frequently fail not because of poorintent but because of poor
execution. Understanding where personalization breaks down helps organizers build more
reliable systems.

MISTAKE 01 MISTAKE 02 MISTAKE 03
Over-Segmentation Stale or Incomplete Single-Channel
Dividing attendees into Data Thinking
too many narrow Personalizationis only as Many organizers focus
segments makes good as the data behind only on email while
personalization it. If records have not neglecting on-site
operationally been updated since signage, mobile app
unmanageable. Focus on registration, you are experiences, and post-
three to five high-impact working with intent data eventcommunications.
segments instead. rather than behavioral True personalization is
data. multi-channel.

True personalization at scale is multi-channel and consistent across every
touchpoint — not just what arrives in the inbox.

@ Multi-Day Events Demand a Layered
Approach

Multi-day live events present the greatest personalization opportunity and the greatest
operational challenge. Day one data becomes day two's personalization fuel. This kind of
real-time behavioral personalization is not possible with fragmented tools — it requires a
unified platform that captures all attendee activity in one system.

SquadUP The Organizer's Guide to Personalization at Scale



CENTERPIECE FRAMEWORK

Multi-Day Personalization

Framework

A day-by-day system for capturing behavioral signals and acting on them in real time —

across every stage of a multi-day event.

(- n
DAY 0 DAY 1 NIGHT 1 DAY 2+ POST
X > * A >
Pre-Arrival Capture Profile Behavioral Individualized
Personalization | Mode Update + Personalizatior | Follow-Up
Personalized Collect Queue Day 2 AT Send follow-up
welcome behavioral data Analyze day one Push that reflects
message, from check-in behavior, update personalized actual
agenda patterns, attendee profiles recommendations engagement —
recommendations session with observed based on what they
based on attendance, and interests and observed attended, what
registration app interactions. engagement behavior. If an they skipped,
data, and VIP- Every scan, tap, depth, and attendee what they
specific logistics and access queue attended three purchased. Not
communications. eventis a data personalized wine tasting a generic recap.
Set expectations point that day two sessions on day The beginning
and build informs notifications one, day two of the
anticipation tomorrow's based on surfaces a relationship with
before anyone personalization. behavioral data producer talk next year's
arrives. — not just and a pairing event.
registration seminar —
intent. automatically.
AN J

SquadUP's integrated platform gives organizers a single source of truth for attendee behavior,
making this kind of dynamic personalization operationally achievable — notjust theoretically

appealing.



@ Data Segmentation: Turning Raw Data
Into Actionable Groups

The foundation of every effective personalization strategy is

. . Research from ClearEvent:
smartsegmentation. Rather than treating all attendees as a

focusing on three to five metrics tied
directly to event goals provides
sufficient visibility to refine
personalization in real time.

single audience, segmentation divides them into groups
based on shared characteristics or behaviors.

TICKET TYPE
VIP vs. general admission
Single-day vs. multi-day
Add-on purchasers

Group buyers

ATTENDANCE HISTORY
First-time attendees
Returning attendees
Lapsed (skipped 1+ years)

Multi-year loyalists

4

ENGAGEMENT LEVEL

High engagement (multi-
session)

Low engagement (post-reg drop)
App active vs. non-users

Survey completers

A\,
s
0

INTEREST CATEGORY
Derived from registration
Session selection patterns
App browsing behavior

Vendor interactions

DEMOGRAPHIC SEGMENT
Age bracket (recurring venues)
Geographic proximity
Membership status

Neighborhood /[ local vs. travel

SquadUP's Owned Data Advantage

L

PRO TIP

Start with 3-5 segments
maximum. More segments
creates operational overwhelm.
Add granularity only as your data
depth and team capacity grow.

On marketplace-style ticketing platforms, attendee data is managed and monetized by the

platform itself. On SquadUP, every attendee record, every transaction, every behavioral signal

belongs to the organizer. This owned data flows into the marketing integrations, CRM connections,

and analytics dashboards that organizers use to build personalized experiences.

Food & Wine Festivals: richer year-over-year profiles

Film Festivals: behavioral data informs next edition

Venues: loyalty programs on real data

SquadUP
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Building a
Personalization
Roadmap for Your Next
Event

79% 3-5 20%+

of optimal satisfaction lift
. . . organizers segments with Al
Implementing personalization at scale does not integrate tostart personalization
with CRM with
require doing everything at once. The most effective = ZEElas
approach is a phased roadmap that starts with high-
impact, low-complexity tactics and builds toward
more sophisticated personalization as data and
operational confidence grow.
PHASE 01 PHASE 02 PHASE 03 PHASE 04
Data Foundation Pre-Event On-Site and Real- Post-Event and Re-
Personalization Time engagement
® Audit your
registration form to ¢ Build segmented ® Use mobile app or Send individualized

ensure you collect
intent data beyond
basic contact info

email sequences
for each of your
defined attendee

roups
® Confirm your group

platform gives full e Create °
ownershipand personalized

export access to confirmation and

attendee records pre-event

communications
® Integrate your

event platform with e Set up VIP-specific °
your email onboarding and

marketing tool or logistics

CRM communications

® Define three to five
attendee
segments most
meaningful for
your event

SquadUP

push notification
tools to surface
relevant sessions
during the event

Capture behavioral
datain real time
through check-in,
session scanning,
or app interactions

Trigger mid-event
notifications based
on observed
attendee behavior

follow-up that
references each
attendee’s actual
event experience

Segment your
post-event
audience by
engagement level
for different re-
engagement
strategies

Use behavioral
data from this
event to inform the
personalization
strategy for the
next one
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@ Measurement: Knowing Whether
Personalization Is Working

Personalization without measurement is guesswork. Every personalization strategy should
have clear performance indicators tied to actual event goals. According to Bizzabo, 79%
of organizers now have their event platform integrated with CRM or marketing automation
tools — precisely to close the loop between attendee behavior and personalization

performance.

Email open and click-through rates on segmented
versus generic communications. This is your first signal
that segmentation is working.

Session attendance rates forrecommended versus
non-recommended sessions. Quantifies the lift from
behavioral recommendations.

Return attendee rate year over year, particularly for
segments thatreceived personalized re-engagement
campaigns.

Upgrade and upsell conversion rates for targeted
offers sentto specific attendee segments. Directly
reflects revenue impact.

Net Promoter Score differences between attendees
who received personalized experiences and those who
did not.

Competitive advantage: Organizers still relying on
generic communications are watching the gap widen.
64% of consumers say they will purchase more when
brands tailor experiences to their needs.

SquadUP

KEY INSIGHT

Personalization is not just an
attendee experience strategy. It
is a competitive differentiator.
When attendees feel an event

was designed with them in
mind, they are more likely to

return, recommend, and
upgrade.

THE MEASUREMENT LOOP

The organizers integrating their
event platform with CRM and
marketing automation systems
are doing so precisely because it
enables them to close the loop
between attendee behavior and
personalization performance.
Behavioral data from this event
informs personalization strategy
for the next — creating a
compounding advantage over
time.

The Organizer's Guide to Personalization at Scale



SUMMARY

Key Takeaways

Six principles every event organizer needs to internalize before their
next event.

>

Personalization at scale requires owned data.

Organizers on marketplace platforms cannot personalize at the level that platform-
owned attendee data enables. Data ownership is the non-negotiable foundation.

The attendee journeybegins at registration.

Every data point collected from that moment forward is an opportunity to deliver a more
relevant experience. Registration is your first and most important data layer.

Al makes personalization scalable.

Recommendation systems and behavioral automation extend what event teams can do
without adding headcount. Al works on your data — not the platform'’s.

Multi-day events are the highest-leverage opportunity.

Day-one behavior should inform day-two experiences in real time. This requires a unified
platform — not fragmented tools stitched together.

Measurement closes the loop.

Personalization strategies that are not measured cannot be improved. Track email
engagement, session attendance, return rates, and NPS across segments — every event.

Data ownership is the foundation of everything.

SquadUP gives organizers full ownership of every attendee record, making all of the
above operationally achievable — not just theoretically appealing.



READY TO GET STARTED?

Ready to put your
attendee data to
work?

See how SquadUP's platform makes personalization at scale
operationally achievable for your next food and wine festival, film
festival, or live venue event. No generic demos — a walkthrough
built around your event format.

Request a Personalized Demo


https://pages.squadup.com/demo.html



