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BIG IDEAS

There were a TON of great ideas that came out of the Digital Production workshops. Some may
have marked the start of the robot apocalypse, but hey, that’s just the sign of a good brainstorm.
We took all the ideas into the studio and have captured the best of the bunch for you here.

For ease of use, we've sorted them into mind blown moments and tactical ideas. The mind blown
moments will give you a new way to think about an existing problem. We recommend you read one,
and then take a moment to let it simmer before reading on. If you want, you can adopt a thinker
pose for maximum effect.

The Ideas section offers actionable tactics that you can test out at your next event. For these, it’s
best to have a pencil on your ear and rolled up sleeves, as you can start applying them right away.
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MIND BLOWN MOMENTS

Experimentation is cool. We used to only pick
one or two new ideas to test out, but events
were blown up and now we can innovate on
everything. Attendees want to experiment
with you, so grab your lab coat and start
making things explodel!

In-person and remote audiences consume
content differently. A lively chat is a sign
of an engaging digital session. But can you
imagine if the audience in a ballroom just
started chatting with each other?!? Rather
than trying to create the same experience, A’

let’s focus on the unique value that each
format provides and put our effort there.

In-person attendees are also digital attendees. Every moment before they walk
into your venue and every moment after they leave, the in-person audience
experiences your event digitally. Even during the event, when they’re in the
lobby, their hotel room, or even in the bathroom, they're experiencing your event
digitally. We're not saying to start putting TVs in the stalls, but let’s expand the
way we think of events beyond the walls of our venue.
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The world is full of inspiration to produce a hybrid event.
Look at the Super Bowl. It’s not just wings, beer, and football,
but a hybrid event with an in-person audience at the stadium,
a remote one of viewers at home, and remote satellites at
every local bar. So the next time you grab a drink, you're
really just “researching.”

Nothing’s perfect, so give yourself a break. As planners,
especially as producers, we obsess over everything to make
sure it works perfectly. But even the Golden Globes had
someone come on muted. And if they’re the gold standard,
then we should give ourselves a break when our internet
breaks or something else doesn’t go as planned.

The event lifecycle has expanded. We no longer limit our
events to the convention center. Planners have successfully
created series of mini-events that highlight their best
speakers, bring back the most popular topics, or unique
networking opportunities.

Not everything has to be live streamed. Unless the content has a moment of big
impact like an awards gala or product launch, consider recording it instead. You
can add lower thirds, more branding, and increase the overall production quality,
all while saving yourself some money.
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TACTICS TO TEST

CHALLENGE 1:

HOW DO WE CONNECT OUR AUDIENCES?

“Hybrid events are really two events,” is something we’ve all heard. But that doesn’t
mean they have to be two separate experiences. Our group of brainstormers had
plenty of ideas on how to shed the barriers and get close and personal.

GET A GUIDE

* Have an emcee act as the host for your digital attendees and guide them
through the event experience. The emcee can interview the most popular onsite
speakers, show off the best exhibits, and provide a compelling storyline for your
event. Heck, stick a GoPro on them as they walk the halls of your event.

YOU ARE HERE

e Give your audience the sense that they are part of something larger by creating
an interactive map that shows where everyone is tuning in from. For your onsite
audience, give them access to your digital attendees through a commmon chat or
tech like a Pando Wall that shows the faces of your digital attendees.

BREAK IT UP

* Break your audience into smaller groups based on interests or tracks and
beam your keynote to them. They can discuss and react in real time in a more
intimate setting. You can even beam in digital attendees on a large screen
or robot. Just make sure that the only beaming the robot is doing is the
streaming sort.
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CHALLENGE 2:

HOW DO WE CREATE MEANINGFUL EXPERIENCES?

There’s a reason people fly across the world to
attend an event. And that’s show bacon. But

also, because of those impactful and meaningful
moments, like that crunch on the first bite of show
bacon. Okay, maybe we're a tad bit hungry and
running out of steam. But our brainstormers sure
weren’t. Dishing out ideas left and right, here’s what
they had to say.

MORE ISN’'T ALWAYS MERRIER

« Don’t connect every experience. There is a best
way to present content in each format, and they
often are not the same. If you're throwing a happy
hour, host one for the onsite audience and one for
the digital audience. No one wants to drink alone &!'

at a computer and watch people have fun together
at a bar. At least we hope not.

LIGHTS, CAMERA, ACTION

+ To create memorable experiences, you need high production value. Lower
thirds, HD video, great lighting, reliable internet, you get the gist. A production
studio has all of those things and more. Use it to record all of your on-demand
sessions, or to beam your keynote to those friendly robots. High quality
production will not only create a more engaging video experience, but also it
will improve its shelf-life.

POST-GAME REPORT

« Not every session or speaker slaps. For those where you need to be slapped
awake, create a highlight real and add commentary over it. Just like a sports
post-game report, have your emcee or experts weigh in. You can do this
for your most popular sessions as well and even spin it up into a follow up
event. You can even use it to help with time zone differences, interviewing the
speaker later in the day.
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CHALLENGE 3:

HOW DO WE MANAGE PRODUCTION RISK?

There’s a reason event planning is consistently ranked among the top 5 most
stressful jobs. We manage a million moving parts that all have to come together
like a symphony. We're basically Beethoven minus the funny wig. And with hybrid
events, it only seems like things have become even more complicated. Here’s the
top tips from our group on how to reduce and manage those moving parts.

RECORD IT

e Livestreams are risky and expensive.
For a cost-effective hybrid event,
you can record your onsite event,
add a layer of production, and then
provide it to your virtual audience a
few days later. It’s important to use the
production techniques we discussed so
you don’t treat your virtual audience as
second-class attendees.

| WANNA GO FAST

e Internet bandwidth was a problem even before the pandemic. Now onsite
attendees are hosting zoom calls and streaming video. Not to mention you
may have several livestreams going as well. For some venues and cities,
the infrastructure is simply not there and won’t be for a while. But in the
meantime, try to have a dedicated outbound network and a minimum internet
upload speed of 30-50 mbps.

LISTEN UP

* Did your venue throttle the internet, or maybe someone left the camera’s lens
cap on? The good news is you can provide audio-only sessions. Not only do
some people prefer audio-only (look at the success of Clubhouse), but it is less
expensive to produce. Just make sure that your audience knows it is an audio-
only session.
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FACILITATORS AND PARTNERS

We want to give a huge thank you to everyone that participated and contributed in the Design-
a-thon. In particular, we want to thank our incredible Facilitators. Not only did they share their
ideas, but they also devoted their time to train and run these workshops.

X

Thank you to our Digitally Integrated
Production Circle Facilitators!

Bill Callison, Big Rock Productions Jennifer Kingen Kush, Kingen Kush Solutions
Dan Noake, Hammerton Barca Justin Martinez, Tech Oregon
Danny Maldonado, Fulcra Events Kim Lawrence, The Line Collective
Hilary Laney, Evia Laurel Miller, Seamless Events

James Monrean, Evia Lynn Edwards, Proper Planning
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And it wasn’t just the facilitators that contributed their big ideas and time to these workshops.
We want to thank and give credit to everyone that participated and co-created with us.

Thank you to our Digitally Integrated
Production Workshoppers!

Adrienne Grec, ATWM
Alexandra Goodnight, Biotechnology Innovation Organization
Amanda Martinez, Storycraft Lab
Amy Muehleck, Hubb
Angie Fallows, Hubb
Anna Zamir, Flock Event Design
Annarita Montanaro, Giglio Service Events
Bekah Wachenfeld, Erin Leonard Events
Billy McGee, Hubb
Brenna Sandstrom, The 3% Movement
Candice Berry, Dell Technologies
Cari Roberts, Camp Craft
Carissa Koral, Quebec City Business Destination
Cheryl Beaulieu, Consortium Health Plans
Christopher Davies, Pondhr
Christy O’Connell, San Francisco Surfrider Chapter
Claire Tulloch, TEMBO Creates
Claudia Chow
Colleen Ando, Evia
Dahlia El Gazzar, DAHLIA+ Agency
Daniel Potter, Maritz Global Events
Elise Schoeller, Eventbase
Elizabeth Kunsey, American Epilepsy Society
Ellie Trace, Texas Bankers Association
Erin Babarskis, EY
Frederique Henriot, GL events
Heather Miller, Play with a Purpose
Humphrey Chen, CLIPr Al
Janine Underhill, IDEA360 and The Epiphany Lab

Jenn Horste, Clearwater Group
Jenny Bowen, Evia Events
Jessica Bauer, Reliabilityweb.com
Jessica Tate, Brandlive
Jill Vetter, AAFP
Jody Hall, Cherry Moon Events LLC
Joel Lippman, tap2plan
Josh Vande Krol, Hubb
Juli Balestrieri, BioCentury
Julie Honse, Vetsource
Kara Ferguson, American Society of Anesthesiologists
Kim Reckert, Canton & Company
Krystal Kelch, OHSU Foundation
Laurie White, Seamless Events
Leslie Loy, Charter Schools Development Center
Lisa Accardi, Gladstone Institutes
Logan Clements, Logan Strategy. Group
Mark Fieck, Miller Electric Mfg LLC
Mary Davidson, EP Events LLC
Mary Kate Myers, MK Events
Matt Coyne, Twigged
Matthew Cibellis, Cibellis Solutions
Melanie Walker, Consortium Health Plans
Michael Doane, Source of Knowledge
Michelle Johnfinn, Association for Psychological Science
Michelle Lee, Hubb
Nancy Troxel, APQC
Nicholas Antunes, APS
Nicole Armstrong, MITRE
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Nina Martinez, K.I.T. Group GmbH
Oliver Gubba, Frankfurt University of Applied Sciences
Patti White, PHP Event Services
Penny Goldsberry, Event One Meetings
Phil Graham, Hubb
Poliana Lopes, Enterprise Business Development Innovation
Priscilla Blevins, JR Global Events
Rachel Caho, Play with a Purpose
Ramon Alvero, Alvero Event Management LLC
Rebecca Sims, CHG Healthcare
Rebecca Zent, Hubb
Robert Huckstep, Capture Technologies
Robin Anne Ellis, UW Medicine Advancement
Robin Baldwin, The WILLOW GROUP
Robson Lisboa, Midiacode
Russell LoPinto, ON Services
Sally McComic, SmartSource
Samantha Pierce, Evia
SangHyun Kim, SAS Institute
Sarah Brush, Sage North America

SarahEmily Pina, National Consumer Law Center
Scott Kerr, INVNT
Seiko Monahan, Sage Intacct
Shannon Levandosky, CPA Alberta
Sharon Radziewski, American Bankers Association
Sourabh Kothari, Mindcurrent
Stephanie Menashe, TD Ameritrade
Stephanie Rogers, Deltek
Stephanie Wells, Workday
Suzanne Draper, Teladoc Health
Tammy Faucher, Broadcom
Ted Hacker, American Freedom Foundation
Tess Vismale, iSocialX
Tony Lorenz, HeadSail, LLC
Tori Hoiland, Nuance Communications
Tricia Perez, Sage

Veroniqueca James, Federal Deposit Insurance Corporation

Victoria Petersen, E3 Planning
Wendy Fong, SHRM

Thank you to our Digitally Integrated Production Circle Partner Evia!
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LOVE THESE IDEAS?

Join us at the Fall UNTETHERED event for more ideas, inspiration, and
innovation! Go to untethered.events to learn more.



