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What you need to 
know to sell out event

	   	   You see and learn a lot working with thousands 

of event planners across the world. Since 2009, my team 

and I have helped organizers throw events of all shapes 

and sizes. From that we’ve been exposed to a variety of 

different strategies, techniques and methods organizers 

use to promote, manage and sell tickets to their events. 

We figured it was about time we share what we’ve 

learned to help anyone organizing events become, what 

we affectionately refer to as, an event planning badass.


If you enjoy this read or find it helpful in any way, 

please help our team by sharing it with others. We know 

your time is valuable so thank you so much for checking 

us out!

- Ben



Preface
 As anyone that has ever organized an event can attest to, 

the time, dedication and effort required throughout all steps of 

the planning process is immense and, often times, 

overwhelming. There are a lot of moving pieces and a lot to 

account for at all times. Thankfully, advances in event-focused 

technology and the widespread use of social networks have 

worked to simplify the process, streamlining what were once 

tedious and laborious tasks. 
 

 In this e-book, technology will factor heavily in the 

discussion. The use of platforms and tools like online ticketing, 

social media and event-centric apps has become so essential in 

the event organizing process that it has sparked an entire 

industry of event planning and management companies. While 

an intimate knowledge of event technology is by no means 
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necessary, I will be operating under the assumption that your 

event lives, in some capacity, online. This is not a difficult 

assumption to make in this technological age and, in fact, I’m 

sure the majority of readers will already have an event page 

and connected social media accounts tied to their event.  
 

 With that assumption behind us, lets get to the heart of 

what I intend to share with you – how to be an event planning 

“badass” and sell more tickets to the events you throw. 

Through my experiences with events and event organizers of 

all types, I have acquired a few tips, tricks, secrets and other 

industry tidbits. The goal of the book is to share those with you 

in the hopes that you turn them into events with more revenue 

and less stress. Because that, at its most basic, is what being an 

event planning badass is all about.  
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CHAPTER I

Becoming An “EPB” 
(Event Planning Badass)

Confidence, creativity and a tolerance for chaos
	  
	  

 One of the first questions you probably asked yourself when 

deciding to read this e-book (thanks again for that, by the way) was 

why I chose the word “badass”. Why not event planning “expert”, 

“master”, or even “ninja”? The term “badass” was chosen very 

carefully and it’s a word I often hear working in the event space. 

Dictionary.com defines a badass as a person who is “difficult to deal 

with; mean-tempered; touchy.” I don’t like this definition at all. In 

fact, it’s the exact opposite of the definition I would like to use. An 

event planning badass, for the sake of this e-book, is a person who 

can control a situation with poise, creativity and a good amount of 

self-efficacy. Sounds simple enough, right? Well, the bad news is that 
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It’s, unfortunately, not. The good news, though,- and what I hope 

keeps you reading- is that an event planning badass (henceforth 

known as an EPB) is made not born. 
 

 Becoming an EPB is like learning to ride a bike; it takes time, 

patience, confidence and if you mess up it’s going to hurt like a bitch. 

The first step to achieving EPB status lies between the ears. You, 

            almost certainly, will face some 

              sort of adversity as you progress in 

            your event planning and a weak 

                          will to succeed will derail you at  

            the first obstacle. This may 

sound corny, but the best organizers I have ever worked with are ones 

that have had a laser focused mentality of  getting stuff done. Before 

the planning even begins, they are already envisioning how their 

successful event will look and feel. This event planning confidence is 

a product of preparedness and so, for you, one of your first actions 

should be to do your research.  
 

 Unlike in the movies where the “badass” pulls a series of 

 

 

“The best organizers…
have a laser focused 
mentality of….’getting 
[stuff] done’” 
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spontaneous stunts that magically work out perfectly in the end, a true 

EPB does their research and has a plan (we’ll get more into that plan 

later). As a co-worker once perfectly summed it up to me, “an EPB is 

not someone who can put out fires. It’s someone that anticipates them 

and prevents them from happening entirely.” 
 

 The true power behind researching and preparing, however, lies 

in the freedom and confidence it gives you to be flexible and creative. 

It provides the frame and  

canvas for you to paint your  

unique masterpiece, even 

if that masterpiece is a  

community hotdog eating 

contest. Of course, most 

masterpieces involve an element or risk and, indeed, part of the EPB 

modus operandi involves taking calculated creative risks. This risk 

keeps you, as an organizer, on your toes, makes your event feel fresh 

and delivers an element of surprise that leaves a lasting impression on 

your attendees. 
 

 

 

“An EPB is not someone who 
can put out fires. It’s 
someone that anticipates 
them and prevents them from 
happening entirely.”	  
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 While there are many other, smaller pieces that make up a 

complete EPB, the essential traits boil down to two things: 

confidence & creativity. These take experience to obtain but once you 

do, you’ll find yourself capably handling whatever your event might 

throw at you.  
 

 The beautiful thing about becoming EPB is that it can only 

happen organically. You will slowly begin to develop a set of mental, 

       physical and emotional skills that 

       only repeated failure and success 

       can teach until, one day, you’re hit 

       with the realization that not only 

       does planning an event feel 

       comfortable, it feels fun. 
 

 While this e-book can’t magically give you that realization or the 

experience necessary to have it, what it can do is and prepare you for 

the unexpected successes, necessary failures and everything else that 

accompany organizing and executing an event. 
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“The essential traits 
[of an EPB] boil 
down to two things: 
confidence & 
creativity.” 	  



CHAPTER II

How To Sell Out
(in a good way)

Establishing a game plan before, during & after
	  
	  

 “Selling out” is not something many people strive for. No one 

wants to be known as the person that sacrificed their integrity for a 

quick buck or 15 minutes of fame. For an event planner, however, 

selling out is the best thing you can do. It’s a sign of success for both 

your event and you personally. For an event planner, especially for 

an EPB, it’s validation for the time and effort that’s been invested. 

What many people don’t understand about selling out, though, is that 

it’s part of a process that starts months before their event. I’ve 

worked with hundreds of events around the world and it’s frustrating 

to see an event planner lamenting about their struggling event and 

asking for help a week before show day. Selling out starts as soon as 

                                      How To Sell Out (in a good way)      10 



you assume the role of organizer and the duties involved change the 

closer you get to your event. In explaining how to sell out to 

customers, I’ve found it’s easiest to break it down into three 

segments: before, during and after an event.  
 

Before 
 Selling out begins roughly 4 months to a full year before the 

event date. This “start time” varies depending on the event but, as a 

rule of thumb, the larger the event the more time you will need. 
 

 The 4-12 month range is when you want to start setting out the 

pieces for your event. While you don’t need to have everything set in 

stone, it’s important to establish a framework for the rest of the 

planning. Here a few things to have nailed down: 
 

•  Organize your team & assign roles 

•  Create a budget for your event 

•  Contact & determine speakers/entertainment/vendors 
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•  Choose a venue/location 

• Establish a master agenda & timeline 

 An interesting, but worrying, bit of feedback I hear from 

organizers is how surprisingly easy this stage is. While planning 4-12 

months may seem a bit simpler (no deadlines to meet, no specifics 

yet), this stage should be very detail-oriented, setting a 

comprehensive schedule you and your team will live by in the 

months that follow.  
 

 The next stage of planning should happen in the 3-4 month 

range. This is where you should be securing various aspects of your 

event (venue, speakers, sponsors) and launching your online ticketing 

and marketing. When you setup your online ticketing event page, you 

now have a tangible landing page to direct guests to in the various 

marketing channels you choose.  
 

 Even as far as 3-4 months out (possibly before your ticket are 

even on sale), you should already be thinking about creating a sense 
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of scarcity and urgency around your event. These two factors 

are a major part of what drives people to act  and you can start 

      facilitating that by first   

                    leveraging what you currently 

      have. Before spending money on 

      advertising, utilize your social 

      media audience and any   

             attendees of previous events  

             you’ve hosted. Not only does 

this save you money, it rewards your existing audience by 

giving them an “exclusive” first look at your event. This 

advanced notice and information makes them feel connected 

and will encourage them to spread the word and build the hype 

for your event, all for free. 
 

  

 

 

“Even as far as 3-4 
months out, you should 
already be thinking 
about creating a sense 
of scarcity and urgency 
around your event.” 	  
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Techsytalk Tip: The name of the game is affiliate marketing. 
Connect with influencers in your industry and offer them a reward 
for promoting the event for you. Affiliates are an extension of your 

brand and add more arms to [your] marketing plan.



 As you approach the third month out, you should slowly be 

seeing an increase in buzz. It’s at this point that you want to 

broaden your targeting and start creating some real urgency using 

your tickets. In my experience, the best way to spark this urgency 

is with Early bird or Advanced tickets and/or discount codes. 

Start by releasing a set amount of these tickets and make it clear 

in your advertising and marketing that there are only a limited 

amount of tickets available and that they will definitely go fast. 
 

 By offering a finite amount of  

advanced tickets, you set yourself 

 up to come out of the gates with 

strong sales. Ticket purchasers  

perceive a dwindling supply as 

the result of impressive demand  

and that oh-so-human fear of  

missing out is a powerful emotion you can leverage. It generates 

anticipation and momentum early which validates the legitimacy 

and credibility of your event.   

 

  

 

 

“By offering a 
finite amount of 
advanced tickets, 
you set yourself up 
to come out of the 
gates with strong 
sales.” 	  
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 The importance of these early purchasers cannot be 

overstated in the success of your event. We can safely assume, 

because of their early activity, that these people are highly 

interested in your event. This early interest and adoption makes 

them significantly more likely to share and promote your event 

with others. These “event influencers” also carry a lot of weight in 

their respective communities and their organic word-of-mouth 

promotion can go a long way towards convincing unaware or even 

skeptical purchasers to convert. Think about it this way; no one 

likes to be the first to commit to something until they know others 

have committed too. These early influencers are that commitment 

catalyst and act as a powerful marketing tool to help bring people 

in the door. 
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Techsytalk Tip- Create contests to promote your event. Online 
contests are great ways to incentivize ticket sales. GIve away 2 
tickets to the event and share a promotional code with everyone 

else who enters the contest, but does not win. 



 By the end of the third month, you should already have sent 

out the first wave of your invitations, programs, posters and other 

marketing material. You should also be actively engaging fans and 

followers on social media, filling them in on interesting details and 

updates related to the event. Following the initial buzz around your 

event ticketing going live, there will be a natural dip in excitement 

I refer to as the “dull period”. With the initial hubbub of tickets 

going on sale having passed and the event itself still months away, 

attendees tend to grow apathetic and disinterested. After all, why 

should they care about your event if it’s not for another 2 months? 
 

 Your goal as an EPB is to avoid this “dull period” by keeping 

your event fresh and prospective purchasers coming to your event 

        page to learn more and, ultimately, 

        buy tickets. The aforementioned   

                      social media push is a great way to 

        do this as it allows you to provide 

        pictures, links and more on a medium 

        your purchasers are already on. 
 

 

 

 “Your goal as en 
EPB is to avoid 
this ‘dull period’ 
by keeping your 
event fresh’”. 	  
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 I wrote a blog piece about the power of creating a social  

media “personality” for your event and I strongly encourage all 

EPBs to try this strategy. While you can read the full article on 

the Ticketbud blog, the gist involves using social media to give 

your event a unique identity and voice that reflects the event. If it 

helps, imagine your event as a person. What would they sound 

like? How would they dress and act? The goal is to use this 

identity to engage and connect with prospective purchasers so 

base your persona around them. Feel free to be sarcastic, funny, 

informative, rebellious or whatever personality traits you think 

would best attract purchasers. 
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Techsytalk Tip- - Leverage social media to create buzz around 
ticket sales. Partner with similar organizations and ask them to 
tweet, Facebook and share your event all over social. Seeing your 

event come from multiple sources legitimizes the event and also 
widens your reach. 



 While social media is a proven and powerful way to drive 

engagement and traffic to your site, it alone won’t help you sellout 

(though it is a crucial step in the process). To drive ticket sales 

from the beginning, through the “dull period” and all the way up 

until you sell out, EPBs must provide a direct & compelling 

offering to convince purchasers to make the big step to commit.    
 

 While there many ways to do this, two main ways I advise 

because of their perfect combination of simplicity and efficiency 

are:  

•  ticket incentives 

•  event page optimization (EPO) 
 

 Ticket incentives are most common and most vital during the 

early stages and “dull period”. During these phases, the number 

one reason I see people choose NOT to attend an event is the ticket 

price. Your weapons against this price aversion are discounts and 

promotional codes on your tickets. These incentives makes 

attendees feel smart and savvy, two emotions you want associated 

with you and your event. 
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 On top of  spurring conversion, deals like these are also 

word-of-mouth gold. When one attendee feels clever for getting a 

deal on a ticket, they want to tell a friend, first, to share in the deal 

with them and, two, to show them how clever they were for 

finding the deal in the first place (don’t act like you haven’t done 

this). 
 

 You can keep these incentives by changing up your discounts 

and promo codes based on everything from the day of the week to 

current events. In fact, two of the most engaging ticket incentives 

I’ve seen were a discount every Friday for 25% off concert tickets 

for the first 25 buyers and a 15% off promo code using the word 

“Miley” following Miley Cyrus’s widely-profiled performance at 

the 2013 MTV Video Music Awards. 
 

  While the these two particular approaches, particularly 

the latter, might not work for your event, the point is that both not 

only incentivized purchasers to commit, but also got them talking 

(the “Miley” promotion saw a 30% spike in ticket purchases). 
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 If you remember all those pages back, there were two direct 

and compelling ways to get people to commit to buy a ticket. The 

second of the two ways centers around event page optimization 

(EPO). EPO is the final piece that takes the traffic and engagement 

generated by your social media and other marketing efforts and 

converts it into paying attendees. 
 

 When visitors come to your event page, they come with the 

hopes of learning something new or interesting about your event. 

With this in mind, a prepared EPB is frequently updating and 

optimizing his or her event page with new details, images and any 

      other relevant content purchasers 

      might find valuable. That way, when 

      visitors leave their event page and 

      come back again (which they almost 

      certainly will to be sure of their 

      decision), they will be provided with 

      even more reasons why they should 

      attend the event.  
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“When visitors come 
to your event page, 
they come with the 
hopes of learning 
something new or 
interesting about 
your event.” 	  



 While the information you display should be diverse, it’s 

important that it also be relevant. Avoid sounding overly self 

promotional and instead focus on explaining the value your event 

provides for attendees. If you’ve planned a great event (which, 

lets face it, you totally did because you’re an EPB), being 

informative will be a powerful form of self promotion in and of 

itself. 
 

 A good rule that I like to follow when optimizing an event 

page is the 3-30-3 Rule. The rule is as follows: 
 

1.  You have 3 seconds to grab a purchasers attention 

2.   If you grab their attention, you have 30 more seconds to 

engage your purchaser 

3.  If you engage them, you have 3 minutes for your visitor 

to read your event page 

 
 

 

  

                                      How To Sell Out (in a good way)      21 

 Let’s start with the first step. Your purchasers have a short 

attention span so you have roughly 3 seconds to make a first 

impression and make them want to know more. This is why your	  



  

 

 

 

  

event header image and background is so important to EPO. With so 

little time, the images you choose will often be the difference 

between a purchaser reading more or leaving for good. 
 

 Take a look at the event page below and then the one of the next 

page and count to 3. Which one would you rather attend? 
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 Call me a mind reader but I’m guessing you chose the event 

page above. As you just discovered, initial imagery you present has 

a lasting first impression on your attendees future decisions. 
 

 Once you have a purchasers attention, the second step of the 

3-30-3 Rule is to do something with it. Whether you want them to 

feel happy, sad, inspired or excited, engage a prospective purchaser 

with imagery and descriptive text that summarizes your event and 

conveys what they will get out of attending. Feel free to get 

creative with what you put here. Videos, GIFs and other forms of 
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visual content typically see high engagement and can be a powerful 

emotional driver for a purchaser to move on to step 3. 
 

 If you’ve successfully guided a purchaser through steps 1 and 

2, step 3 is where your EPO efforts close the deal. Three minutes 

should be plenty of time to state your case but be careful not to go 

link-crazy. If a purchaser is spending the entire three minutes 

jumping from link to link, you run the risk of annoying or simply 

overwhelming them. More than likely, if a visitor has made it all 

the way to this final step, they are already leaning towards buying a 

ticket. Therefore, this final step is typically used for a potential 

attendee to review and justify their impending purchase. This is  

                  why changing up your content every

           week or every couple days is so  

                  important. For guests at any step, but 

            particularly for those at step 3 who are on 

           the brink of making a decision, a new 

           attraction or update may be all they  

                  need to make the jump and convert.  
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“For guests at 
any step, a new 
attraction or 
update may be all 
they need to make 
the jump and 
convert.” 	  



DURING 

 We’ve spent a great deal of time discussing the “before” 

of organizing an event and rightfully so; the more preparation 

you do the easier everything that follows will be. However, to 

truly be an EPB, you’ll need to be on your game on event day 

as well.  
 

 Since you’re an EPB and you’ve done a masterful job of 

promoting and marketing your event, we can assume your 

event will be sold out or at least packed with attendees. While 

there is a lot you will need to do in terms of managing your 

team and appeasing attendees, the most important part of the 

“during” is the initial rush of guests arriving at your event, 

otherwise known amongst our team as the check-in madness. 
 

 Check-in & registration is, arguably, the most important 

piece of your event because it sets the tone for everything that 

follows. Guests arrive at an event expecting the ticket-taking or 

registration process to be quick and painless and if it’s not you 

 

 

  
                                      How To Sell Out (in a good way)      25 



set an irreparably bad first impression that puts a damper on 

the rest of the event, no matter how perfect it is.  
 

 To prevent this type of disaster at events that we work 

with, I recommend having three distinct check-in methods at 

the ready for any event. While each method has its advantages 

over the others, combined they cover any and every check-in 

scenario you find yourself up against. 
 

Method 1 : Check-in devices 
 

 If you’ve attended an event in the past 5 years, you’ve 

almost certainly seen some sort of check-in technology where 

your ticket was scanned to gain entry. While this might seem 

too fancy or expensive for your event, the commoditization of 

the event industry in recent years has made it possible for even 

the smallest get-together to utilize registration software and 

technology that was, once upon a time, reserved only for the 

biggest events. 
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 If you have the means to purchase or rent high-end ticket-

scanning software, great. However, for those that don’t (and even 

for those that do and just want to save money) there are many 

ticketing companies that provide FREE smartphone apps that allow 

you to use your phone’s camera to scan the barcode on a ticket. 

Ticketbud offers this feature and, having used it myself at events 

we’ve worked with, I can attest to not only the amount of time it 

saves over searching through pages of names in a guest list but also 

how impressed guests are by the technology.  
 
 
 
 
 
 
 
 

Method 2: On-site laptop registration 
 

 If guests don’t have a ticket or your scanning software is 

giving you trouble, having a laptop on-site is a powerful backup. 
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Techsytalk Tip- Make sure you can print name badges on site. 
You never want your last minute registrants to feel like second 
class citizens. So - do whatever you can to give them the same 

quality badge as the person who registered on day 1. 



The ticketing service you select should have a page dedicated to 

check-in and allow you to manually search through your 

electronic database of attendees and select a particular one to 

check-in. Assuming you have a solid internet connection, this 

method is a fast and easy way to look up an attendee in your 

database, check them in, and quickly move on to the next person 

in line.  

 

 

 

 

 
(Above: Type in a user’s name to bring up their purchase and check them in) 

 

Method 3: Paper Guest List 
 

 Tried, true, and not dependant upon an internet connection, a 

printed out guest list an absolute must-have for any event of any 

size. Should option 1 or 2 fail due to any sort of technological 

issue, a paper guest list is a valuable fallback to have ready. 
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Should option 1 or 2 fail due to any sort of technological issue, a 

paper guest list is a valuable fallback to have ready. There’s no 

reason not to have multiple paper copies of your attendees at your 

event. Plain and simple; do it or risk a disastrous check-in 

experience for both you and your attendees. 
 

 These three check-in methods should cover almost every type 

of registration situation you might encounter. In a perfect world, I 

recommend having all three so your check-in team can be flexible 

      to whatever comes your way when 

      guests arrive.  No matter which 

      method you use, be sure to practice 

      or run-through your check-in with your 

      volunteers before the event. Trust 

      me, there are few things  more 

      awkward and embarrassing than 

having to teach or explain something to your staff while all your 

attendees impatiently watch. 
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“Few things more…
embarrassing than 
having to teach…your 
staff while all your 
attendees impatiently 
watch.”	  



 If you’ve done the hard work before your event, you’ll find 

there’s actually not that much to do during it other than keep it on 

schedule. Should anything unexpected happen, be sure to have 

clear, open lines of communication so issues get reported (and 

resolved) quickly. Whether this is a form of communication 

(walkie-talkies, texting) or a chain of command, establish these 

lines early and be prepared to use them. 
 

AFTER 

 

 
 

 The most important thing to do immediately following your 

event is so simple yet so often forgotten: take a moment to 

personally thank your staff. Not only did they help you throw a 

kick-ass event, they, like your attendees, will tell their friends and 

family about their experience and a simple sign of appreciation 

can go a long way towards future help and turnout at your events.  
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Techsytalk Tip- Giveaway virtual event bags post event to leave 
a lasting impression.



 While your event is technically over, the communication 

between your and your attendees shouldn’t be. Using the emails 

you’ve obtained from your attendees who bought tickets online, 

send a follow-up email not only thanking them for coming but 

          encouraging them to take some 

          sort of follow up action. Whether 

          it’s inviting them to tag 

          themselves in photos on Facebook 

          or offering a discount on tickets to 

                 your next event, keeping up the 

          engagement shortly after your 

event capitalizes on the positivity from the event and dramatically 

increases your odds of attracting a long-term customer or follower. 
 

 Don’t wait longer than a day or two after your event to reach 

out to your attendees. Wait any longer and you risk losing the 

emotional connection you worked so hard to create at the event.  
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“Keeping up the 
engagement shortly 
after your event …
increases your odds of 
attracting a long-term 
customer...”	  



 Whether it’s for a monthly newsletter, a blog subscription 

or a weekly notification of your latest sales, the post-event 

follow-up represents a unique opportunity to turn nostalgia 

into business. 

 

 

 
 

  
  

 If you’re feeling a bit overwhelmed from this chapter, 

don’t worry. We’ve crammed months and months of EPB 

preparation and execution into a single e-book chapter. The 

key thing to remember here, which should have been made 

clear by the considerable amount of time dedicated to it, is that 

an EPB’s success is determined by the amount of preparation 

they put forth before the event ever begins. There’s a certain 

peace and confidence that comes from this level of 

preparedness, and it’s what makes being an Event Planning 

Badass so much fun.  
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Techsytalk Tip- - Follow up with an email shortly after the event 
to thank you attendees, solicit feedback and encourage them to 
engage with your brand beyond the event. Direct them to your 

blog or next event so you can keep their attention. 



CHAPTER III

Don’t Be That 
Organizer

3 common mistakes organizers make (& how to avoid them!) 
	  
	  

 Everyone knows that person. Heck, most people, at one point or 

another, have probably been that person; I certainly have. Being that 

person, typically, means you’ve made some sort of blunder or 

mistake that invokes the ridicule and disapproved head shaking of 

those around you. 
 

 The world of event throwing is chock full of those guys and, the 

worst part is, most of them don’t even realize they’re doing it. 

Working with hundreds of organizers over the years, I’ve seen all 

too well the mistakes “that organizer” often makes and, more 

importantly, learned how to avoid encountering those mishaps 

altogether. While completely avoiding the dubious title of that 

organizer is impossible (mistakes, even for an EPB, are bound to  

                                              Don’t Be That Organizer           33 



happen), here are three of the most common mistakes to keep on 

your radar that I’ve come across. 
 

Mistake 1: Failing to establish a chain of communication 
 

 As anyone who has ever been to or organized an event can 

attest to, sometimes…“stuff” happens. Whether that “stuff” is 

good for your event (a local celebrity shows up…) or bad (and 

proceeds to get in a fight with your speaker), it’s imperative that 

you have a chain of communication that is both easy to understand 

and easy to execute. 
  

 Too often, I see event organizers make the mistake of 

assuming, come event time, that their volunteers and staff will 

simply be able to come and find them when a problem pops up. 

This is a critical mistake for a two reasons. First, this “plan” 

assumes you’ll be free to listen to and then address the problem 

right away. This will almost certainly not be the case as you chat 

with attendees and juggle a hundred different other tasks at the  
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same time. Second, this “plan” assumes your staff will be able to 

leave the issue at hand and find you in a sea of people. This will 

also almost certainly not be possible, or, at the very least, not 

prudent, as your staff should not leave the scene of a problem to go 

on a wild goose chase to track you down. 
 

 Not having a proper chain of communication can lead to 

unnecessary confusion, unresolved attendee problems and decisions 

made by an exasperated staff without your authorization. In other 

words, it can lead to disaster.  
 

 To avoid a communication breakdown catastrophe, set a 

hierarchy of roles and establish how the relay of information should 

flow. For example, rather than direct all questions and concerns 

directly to you, appoint 2-3 “Event Coordinators” that act a buffer. 

These trusted assistants can vet the issue and determine if it needs 

to be passed along to you or not, saving you time and addressing 

the problem more efficiently.  
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 Your primary goal in establishing a hierarchy, no matter how 

you chose to set it up, is to make sure the flow is clear to all 

member of your staff. I have seen organizers do a fantastic job of 

setting up a communication triage system, only to have it fall flat 

because only the higher staff members were taught it. It’s crucial 

to explain whatever system you create to all members of your staff 

and make sure they clearly understand. It could mean the 

difference between a slight hiccup and an event-ruining 

emergency. 
 

Mistake 2 : Underestimating check-in 
 

 When I think back on the events I’ve been a part of that have 

left a bad taste in my mouth, I can often trace the root of that 

distaste back to the check-in process. Particularly, I can trace the 

root back to an underprepared, understaffed and overwhelmed 

handful of volunteers trying to deal with wave after wave of 

arriving attendees.  
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 Take it from someone who has seen it first hand; 

underestimating your check-in is the fastest way to ruin your 

event. As a general rule of thumb, I recommend have at least 3-4 

people per entrance checking people in and managing entry. On 

top that, make it a point to stop by often and make sure everything 

is running smoothly. Do NOT assume that because you haven’t 

heard anything everything is fine. If there is an issue chances are 

it’s happening to your attendees in line and you won’t hear about 

it until they get into the event and start complaining.  
 

 In addition to manning each entry way with at least 3-4 

members of your staff, you also want to have a variety of check-in 

methods available. I’ve already        

devoted a significant amount  

of time to this subject earlier  

in the e-book but the overall  

idea is to give yourself  

different ways to check people         

in to accommodate for any sort of issue that may arise.  

 

  

“Have at least 3-4 
people per 
entrance checking 
people in and 
managing entry.” 
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 In addition to properly staffing entrances and utilizing a 

variety of check-in methods, the last you need to do is make sure 

your entryways are clearly marked and properly set up. Determine 

if you want to have different lines for different types of tickets and 

set up set up your line boundaries accordingly. If you hire security 

for the event, make sure your vision of how check-in should go is 

clearly communicated to them. I could go on for 20 more pages 

about managing your check but the point, here, is that it is not 

something to brush aside. Whatever you do, don’t underestimate 

the importance of your check-in.  
 

Mistake 3: Not “staying true” to your event 
 

 While I, typically, see this mistake with less experienced 

organizers, even EPB’s often fall victim to this misstep.  
 

 “Staying true” to your event is a bit of an abstract concept but 

the idea entails having a firm understanding of the cause and 

audience behind your event and firmly basing your decision- 
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making around them. When an organizer loses sight of this, they 

tend to make decisions that are not in the best interest of their 

event and the entire event experience suffers. 
 

 Here’s a perfect real world example that might make this 

idea more concrete. I once worked with an organizer who was 

planning a small, monthly meeting for members of her local non-

profit. The turnout was going to be only about 25 people and the 

meeting was meant to be an hour of friendly discussion on 

boosting awareness. I had recommended a casual, private happy 

hour (to which she initially agreed), when an opportunity arose 

for her to book a private room in a fancy and exclusive 

steakhouse downtown. She was so surprised and excited that this 

venue has fallen into her lap that she immediately said yes. The 

event proved to be a mess. Guests were late, fighting the 

downtown city traffic. The room was too big and made the small 

meeting feel empty. The steak dinner that came with the room 

meant people had to sit down and eat, which meant less time 
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actually talking and discussing. The event, which was supposed to 

only last an hour, ended up taking 2. And on top of it all, the bill for 

the room was way over her initial budget. 
 

 Had this particular organizer “stayed true” to her non-profit 

and its members, she would have realized that the steakhouse was 

an inconvenient and inappropriate choice. The draw of the 

exclusive venue was tantalizing (and you will certainly be tested by 

your own event temptations), but the will to “stay true” pays off in 

the end.  
 

 It often helps to put yourself in the shoes of an average 

attendee and think about what makes sense from their perspective. 

What do they care about? What are their needs? Why are they 

attending your event? This type of critical thinking will help “stay 

true” to your event and make decisions that will lead to a stronger, 

more personal event experience. 
 

 There are many, many, many more ways to be that organizer 
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but these 3 are some of the broadest and most common errors I’ve 

encountered. Some of these mistakes are unavoidable and are even, 

dare I say, necessary to becoming an EPB. To truly understand 

what makes an event succeed or flop, you need to experience the 

tribulations firsthand.  
 

 That being said, no one wants to be that organizer and the 

point of this chapter is to prevent you from becoming exactly that. 

If there is an underlying theme connecting these mistakes that you 

can take away from this chapter, it’s that thinking critically and 

from the perspective of your attendees is the best way to avoid 

making a critical error. Think about their experience from ticket 

purchase to the days immediately after the event and you will be 

pleasantly surprised at how at the solutions you will find to every 

possible problem.   
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CHAPTER IV

Conclusion

“Your event isn’t over until the next one begins…”
	  
	  

 A co-worker of mine dropped the statement above on me after a 

particularly trying event I worked on. Woozy from the stress and 

adrenaline of the event, I didn’t quite register his comment until days 

later when I was sending out emails thanking guests for coming. The 

truth is your event is never really over, even when your next event 

starts. An event is a lasting impression and memory and, in fact, 

people still ask questions and reminisce to me about events I worked 

on years ago. To be a true EPB you have to embrace the permanence 

of events and understand that throwing an amazing party or 

fundraiser or concert involves working way before and after the 

lights go on. My goal in writing this e-book and working at 

Ticketbud is to demystify that work and make it easy for you be the 

badass event planner you always wanted to be. Happy planning! 

                                                                    Conclusion           42 



About Ticketbud
 

Ticketbud is an online registration and ticketing solution for 

events of all shapes and sizes. We provide a robust array of 

features and tools to help organizers easily create, sell 

tickets, promote and manage their events online.
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