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Introduction

Conferences, meetings, and special events have always given 
business people a way to meet new colleagues, learn new 
things, and try new products. Although it was sometimes 

hard to get schedules lined up and budgets in place, people would 
look forward to attending. It was a familiar way we gathered that 
was meaningful to everyone.

As we recover from the pandemic, hybrid events with two distinct 
audiences—in-person and virtual—have become more  popular. 
With the right event technology, you can facilitate two event 
experiences—for in-person attendees and one for virtual ones—
that are seamlessly connected to offer attendees, sponsors, and 
venues many new, engaging opportunities.

About This Book
Welcome to Hybrid Event Strategies For Dummies, Cvent Special 
Edition. This book divulges the steps you need to take to plan 
and execute a successful hybrid event. In addition, we hope that 
venues can use this book to help find new ways to partner with 
planners.

We cover several topics, including the following:

 » Crafting your hybrid event strategy

 » Developing a cross-functional support team for your event

 » Marketing two experiences for one hybrid event

 » Sourcing the right safe venue

 » Creating an agenda relevant and compelling for both 
audiences

 » Creating community and encouraging engagement

 » Helping sponsors realize their goals with new opportunities

 » Collecting the right data to prove the impact of the event

 » Preparing your cross-functional team for the big day
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Icons Used in This Book
Throughout this book, I use different icons to highlight important 
information. Here’s what they mean:

The Tip icon highlights information that can make doing things 
easier or faster.

The Remember icon points out things you need to remember 
when searching your memory bank.

The Warning icon alerts you to things that can be harmful to you 
or your company.

Beyond the Book
This book can help event professionals, marketers, and the hospi-
tality professionals they partner with to deliver great hybrid event 
experiences. If you want resources beyond what this book offers, 
visit www.cvent.com to discover more.

http://www.cvent.com
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Chapter 1

IN THIS CHAPTER

 » Looking at the hybrid event landscape

 » Delivering memorable hybrid events

 » Considering safety measures

Determining Your 
Hybrid Event Strategy

The 2020 pandemic ushered in a worldwide transformation. 
The meeting and events space has seen evolutionary 
changes. According to McKinsey (https://www.mckinsey.

com/business-functions/mckinsey-digital/our-insights/the- 
covid-19-recovery-will-be-digital-a-plan-for-the-first- 
90-days), digitization and technology adoption has leaped 
forwardbyfiveyearsormore.Thisiscertainlytrueinthemeet-
ings and events industry.

Hybrid events offer planners increased flexibility and provide
another tool in your toolkit to drive business outcomes. Hybrid 
events maximize the size of your market and, therefore, the
opportunity to drive more revenue.

This chapter looks at how the event landscape has changed, and 
the strategies you can consider to create a successful hybrid event.

https://www.mckinsey.com/business-functions/mckinsey-digital/our-insights/the-covid-19-recovery-will-be-digital-a-plan-for-the-first-90-days
https://www.mckinsey.com/business-functions/mckinsey-digital/our-insights/the-covid-19-recovery-will-be-digital-a-plan-for-the-first-90-days
https://www.mckinsey.com/business-functions/mckinsey-digital/our-insights/the-covid-19-recovery-will-be-digital-a-plan-for-the-first-90-days
https://www.mckinsey.com/business-functions/mckinsey-digital/our-insights/the-covid-19-recovery-will-be-digital-a-plan-for-the-first-90-days
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Understanding the Hybrid  
Event Landscape

The event space has changed permanently—now, many event 
plannersarechoosingtogohybrid,andareexcitedbytheoppor-
tunitiesitaffordsthem.Tounderstandthechanges,let’sbeginby
acknowledgingthattherearemanyperspectivesonthedefinition
of a hybrid event. However, at the most basic level, most hybrid 
events contain the following:

 » Two distinct audiences who require individual agendas to 
create excitement and spur engagement. (See Chapter 5 for 
more about agenda design.)

 » At least some elements of shared experience between the 
two audiences, so that each feel like part of something 
substantial.

Making a case for hybrid events
Post-pandemic, hybrid events are likely to continue as part of 
the new normal. They combine the deep engagement possible 
withface-to-face,withtheundeniablereachaffordedbyvirtual
technology.

Tounderstandwhat’sinvolvedintransitioningtohybridevents,
startbylookingattheneweventlandscapeshowninFigure 1-1.

FIGURE 1-1: The new hybrid landscape.
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You’restilldealingwithoneevent,butyouhavetoaccommodate
two distinct experiences—in-person and virtual. This addition
means that several things are now true:

 » Attendees are in multiple locations

 » Attendees may or may not mix with each other

 » Content may or may not be consumed at the same 
time, but needs to be optimized for each audience

 » The motivation to attend will be different for each 
audience type

Understanding how hybrid events 
reshape the event landscape
Everyone involved with hosting, planning, and participating in 
eventshastoadjusttheirthinkingnowthatyou’redealingwith
hybrid. Hybrid events are reshaping the event landscape by:

 » Providing an event format that enables event organizers to 
maximize audience reach

 » Enabling organizations to capture more engagement and 
insights from that larger audience

 » Introducing new technology and AV requirements for event 
professionals and venues alike

 » Providing a platform for continuous engagement

 » Ensuring that, in the near- to mid-term, the in-person 
experience is safe and conforms to health guidelines

Your virtual audience is not the same audience you served at in-
person events. They may be less familiar with your products; per-
hapstheyaremorejuniororsenior;andthecontentorexperience
theyarelookingforcouldbetotallydifferent.

Looking at events best suited for hybrid
It’simportanttoacknowledgethatthedecisiontogohybridtypi-
callyaddscomplexity,cost,andresourcestoanevent.Whileany
event can be hybrid, organizations considering a hybrid event 
needtothinkthroughtheROIbasedonthatevent’sgoals.
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For these reasons, larger events can be good candidates for 
hybrid because of the possibility to amortize additional costs and 
resources over a much larger audience potential. Some event for-
mats well-suited to become hybrid events include:

 » Trade shows

 » Conferences

 » Sales kick-offs

 » Global town halls

Smaller events such as seminars may also be candidates for 
hybrid,butthinkcarefullyabouttheincrementalvalueofextend-
ing these events to a virtual audience and right-size your approach 
accordingly.

It’seasytoseehowyoucantransitionthesemeetingsintohybrid
eventsbyplanningfortwodistinctaudienceexperiences.Youjust
needthetimeandattentiontodevelopthem.Inthenextsection,
welookatsixbuildingblocks,orpillars,thatyoucanusetomake
that transition.

Identifying Key Elements Using  
the Six Pillars

Deciding to “go hybrid” means that many familiar planning 
and execution elements just became more complicated. After
all, you’ve introduced a new audience (your virtual one) who
has differentneeds,expectations,andmotivations forattend-
ing your event. So how should you approach planning a hybrid 
event?Takealookatthesixkeyelementsofahybridstrategy,
asshowninFigure 1-2.Youcanusetheseasbuildingblocksfor
your entire plan.

Thesixpillarsare:

 » Marketing: This first pillar is about targeting different 
audiences with the right experience, under one branded 
event. See Chapter 3, “Marketing Two Experiences for One 
Event,” to learn about marketing hybrid events to two 
distinct audiences.
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 » Venue: Partnering with your venue is the second pillar, and 
it covers how to deliver safe onsite experiences and how 
unique venue environments contribute to experience. Check 
out Chapter 4 to find out about “Finding and Working with a 
Hybrid-Capable Venue.”

 » Content: Content is the third pillar. It addresses the issues of 
producing and delivering content for in-person and virtual 
audiences. You can do a lot with your content to make it fit 
each audience experience. See Chapter 5, “Producing 
Content and Agendas for Two Audiences,” to learn about 
content creation and promotion.

 » Community: Community is the fourth pillar and is about 
connecting disparate audiences to shared experiences. In 
Chapter 6, you can find out about “Creating Community and 
Driving Engagement with Hybrid Events.”

 » Sponsors and exhibitors: The fifth pillar is about leveraging 
hybrid’s scale for awareness and lead generation for sponsors 
and exhibitors. See Chapter 7, “Recognizing Increased 
Sponsorship Opportunities and Sponsorship Value,” to learn 
about the new opportunities that hybrid events create for 
sponsors and exhibitors.

 » Insights: The sixth pillar is about capturing and activating 
data across your in-person and virtual audiences to uncover 
new insights. See Chapter 8, “Using Analytics to Maximize 
Value and Prove Impact,” for more about data collection to 
develop new insights.

FIGURE 1-2: The six pillars of successful hybrid event execution.
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Defining Your Event Type, Format,  
and Fit for a Hybrid Approach

It’sessentialtolookatyourhybrideventwithfresheyes.Youneed
totakeintoaccountyourtwodistinctaudiencesandtheexperi-
ence you want to foster for each. Some of the tactics you relied 
uponinthepastjustwon’tworknow.Youneedtoboildownyour
event to its essence and build it back up. Thinking about each 
audience in isolation defeats the purpose of a hybrid event. You 
needtoconsiderbothaudiencesandthesharedexperience.

Examining your overall goals
Asyouplanyourhybridevent,youneedfirsttodetermineyour
purposeandgoals(asyouwouldwithanyevent).Whenyouclar-
ify your purpose, you can begin to build a solid foundation for 
your hybrid strategy.

Here are some questions to consider when setting overall goals 
for your event:

 » What kind of virtual and in-person experience do you need 
to deliver to attract and engage both types of attendees?

 » How will this event and the overall experience reflect your 
organization’s brand?

 » How should the overall tone, messaging, and theming 
impact the content created?

 » How will the environment(s) and delivery formats add value 
and drive engagement?

 » Do you need to drive immediate revenue?

 » How will you provide value and ROI to sponsors?

 » How will you foster lead generation?

 » How can you keep the event momentum going after the 
event?

The need to cater to two distinct audiences is a great opportunity. 
It allows you to achieve a broader set of goals. This is also wel-
comenewstosponsorsandothersupplierswhocanbenefitfrom
these enhanced opportunities.
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Achieving hybrid event goals
To develop a comprehensive plan, start by looking at the goals 
you have for each audience and then evaluate what the combined 
experienceshouldlooklike:

 » Generate leads: When meetings are hybrid, you have the 
opportunity to garner more registrations and potentially come 
out with more leads and customers than in-person-only. Develop 
segmented lists by type to offer the right experience to the  
right list.

 » Drive revenue: You can drive new event revenue by 
increasing registrations and creating the potential for new 
sponsor and exhibitor revenue.

 » Build brand awareness: Events provide a great opportunity 
to be a living embodiment of your brand. This is done by 
creating an experience that ties audiences to appropriate 
theming, messaging, and content and through the environ-
ments and delivery choices you make.

 » Networking: Obviously, networking for your virtual audi-
ence will require that you have additional technology and 
have thought through ways to encourage participation in 
things like virtual happy hours, roundtables, and 
appointments.

 » Deliver content: For your virtual audience, you need to 
focus on shorter sessions, engaging content, and varied 
formats to keep people engaged. This change will probably 
cause you to rethink how the sessions are scheduled for 
in-person attendees as well.

Reviewing the Advantages and 
Considerations Unique to Hybrid Events

Asyouhostmoreandmorehybridevents,you’llbecomemore
comfortable with the value you can create for both audiences. In 
the following sections, we look at the built-in advantages that 
hybrid events have, and the common pitfalls you want to avoid.
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Looking at the benefits of  
hybrid events
Hybrideventsopenupopportunitiesforyoutoexpandyourreach
and generate content that can be used for a variety of ongoing 
promotions. Opportunities include:

 » You can reach a global audience: When geography is not a 
barrier, you can make all your events global. (It’s time-agnostic.)

 » You can experience a higher return on investment (ROI): 
The ability to accommodate a more extensive virtual 
audience allows you to significantly increase the size of your 
audience while saving on in-person meals, staffing, and so 
forth.

 » You can become more sustainable: Because some 
attendees are virtual, you have less travel, meals, and waste 
generated.

 » . . . More accessible: You have fewer barriers to entry which 
fosters inclusion. People who couldn’t attend in person for 
various reasons can comfortably participate virtually.

 » . . . More accommodating: You can have flexible options 
regarding how much people pay and the amount of time 
they commit.

 » You benefit from more significant sponsorship opportu-
nities: Creating a virtual channel provides sponsors and 
suppliers with new opportunities to promote. It also provides 
more data that they can use to understand what the 
audience values.

 » You can extend value beyond the event: Valuable digital 
content—video, audio, and text—can be used well beyond 
the event to engage new prospects.

Avoiding common pitfalls
As you continue to plan hybrid events, you want to make sure that 
youdon’tmakethesecommonmistakes.Theyinclude:



CHAPTER 1  Determining Your Hybrid Event Strategy 11

These materials are © 2021 John Wiley & Sons, Inc. Any dissemination, distribution, or unauthorized use is strictly prohibited.

 » “Peanut butter spread”: This refers to the mistaken effort 
to provide everyone (in-person and virtual) with the same 
experience. You want to provide an enhanced experience 
that takes advantage of each attendee’s unique experience.

 » Isolating virtual attendees: With mobile devices and other 
technology available to all attendees, it is possible to provide 
a full, engaging experience for everyone. Don’t make the 
mistake of merely recording live events and playing them 
back as is. Think about what you can add to make it more 
engaging to a virtual audience.

 » Poor production planning: You need to readjust your 
mindset to take a big picture look at your event. Think 
carefully about the different experiences you can provide 
for each audience. But remember that you also need to think 
about how they might also blend together.

 » Neglecting the money/business case: Holding a hybrid 
event means that you need to make a business case for the 
added expenses you’ll incur. You need to show value for 
everything you intend to add and how it all combines to 
create a better experience.

 » Not leveraging new scale for sponsors: Hybrid events 
open up new opportunities for sponsors and suppliers. Don’t 
forget to work with them to explore new ways to develop 
content and promote it.

Carefullyconsidertheinternalresourcesandexperiencerequired
to deliver hybrid events. They take longer to deliver, as produc-
tion elements may require request for proposals (RFPs) as well 
as creative development. Some of this may be in-house but may 
alsoneedtobeoutsourced,whichaddscomplexityfortheevent
planner.
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Chapter 2

IN THIS CHAPTER

 » Building a cross-functional team

 » Looking at your virtual technology needs

 » Deciding on the right technology for your 
event

Bringing a Cross-
Functional Support 
Team Before and 
During the Event

It’s time to plan another event. You’re all set to call on the  
tried-and-true team members you typically rely on. But a 
hybrid event requires that you rethink your team needs. You 

now have a virtual audience to satisfy too.

In this chapter, we look at the different team members you need 
to add to ensure that you have people with the right skill sets. We 
also look at the technology you need to ensure that your event 
comes off without a hitch.

Creating a Cross-functional Support Team
You want to include several different types of team members to 
make sure you can support all your event constituents. In the fol-
lowing sections, we look at what this entails and what’s changed. 
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There are, however, several things that must be in place to ensure 
that any cross-functional team can work. These include:

 » A designated lead team: Sometimes, decisions must be 
made that are directed from the top. Everyone should know 
what group (and person) has the final say. It should also be 
clear who the lead is for each of the cross-functional teams.

 » A shared understanding of the event’s goals and 
purpose: To ensure that the event foundation is solid, it’s 
vital that all team members understand why you’re holding 
the event and what success means. This way, no one is 
working at cross-purposes.

 » An agreement about the metrics that demonstrate a 
successful outcome: Every team member should know 
which metrics you’ll use to show that the event was a 
success. This knowledge enables them to put effort into the 
activities that matter.

The opportunity to bring in tech specialists and other new team 
members enables you to expand your skill set and break down 
traditional silos. You get to reimagine what is possible, rewrite 
your checklists, and establish a new workflow. Also, make sure 
you document everything to build on it as you plan future events.

Event planning team
The event planning team leads the strategy and overall shape of 
the event. This leadership group deals with sourcing, event reg-
istration, travel, housing, managing budgets, content production, 
staffing, and evaluating feedback.

Event marketing team
The marketing team members are essential to the overall success 
of the event. They are responsible for determining which chan-
nels to use and are in charge of campaigns and information shar-
ing on the web. They handle such things as:

 » Designing and maintaining the event website

 » Email, digital, and SEO campaigns to promote the event

 » Development and use of the mobile app and virtual event 
platform
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With a hybrid event, digital marketers and teams previously 
involved with webinars can be especially helpful in helping shape 
the overall event experience.

Communications team
Your communications team needs to cover:

 » Social media management

 » PR related to the event pre-, during, and post-

 » Know-before-you-go attendee emails: keeping those that have 
registered engaged and informed to encourage their attendance

 » Sales or client-facing teams can help deliver registrations and 
manage attendee expectations leading to an event

Content team
The content function expands when a hybrid event is being planned. 
You have to develop a whole new content library that can be uti-
lized by both the virtual and the in-person audience. You need a:

 » Content and resource expert who will know what’s available 
and will oversee all the content used

 » Person(s) who will be creating, producing, and editing all 
forms of content

 » Person to repurpose content that already exists

Creative team
This group brings the event and your organization’s brand to life 
by ensuring the overall experience is connected through event 
branding, messaging, and tone. They also ensure the consistency 
and quality of the visual elements of both the in-person environ-
ment and virtual audience experience. The creative team may also:

 » Consult with AV and production providers to ensure creative 
elements necessary for in-person translate appropriately

 » Manage media files, including video or other multimedia formats

 » Design and deliver all graphic components, theming, 
branding, signage, and presentations for onsite and for the 
online platform
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Tech specialists/AV provider
This technology team becomes newly important because they will 
now handle all the added technology you need to accommodate 
your virtual audience. They will:

 » Determine and manage software and production tools, 
including virtual platforms, video resources, and streaming 
platforms

 » Run physical equipment such as cameras, lighting, and audio

 » Help produce the run of the show

 » Serve as a tech resource and provide support as needed to 
both a virtual and in-person audience

Decide what level of production you need. For keynotes and 
exclusive VIP interviews, you may want your professional group 
to record them ahead of time to ensure a studio-quality produc-
tion. Also, production companies and creative teams can make the 
entire event a cohesive, unified experience by applying techniques 
like lower thirds (the graphics you see at the bottom of the screen, 
similar to TV news show headlines), transitions, animations, 
music, or other unique graphics. Explore what’s possible with the 
budget you have.

Working on production always takes longer than you think. Make 
sure that you give yourself enough time to set up your teams to 
capture and edit all the video content you need.

Speaker and sponsor management
As you well know, you need to provide lots of support and encour-
agement for your speakers and sponsors. This function requires a 
team that is ready to:

 » Coach speakers regarding content and formats

 » Function as a moderator of events if needed

 » Manage speaker and sponsor deliverables (such as bios, 
headshots, e-signed agreements, and website descriptions)

 » Manage speaker timelines, recording sessions, practice dry 
runs, and so on
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For a more in-depth look at preparing for the event, see  Chapter 9, 
“Getting Your Team and Presenters Ready for the Big Day.”

Venue/hotel staff
The choice of your venue determines the shape of the event you 
plan. If the hotel has the technology and an in-house AV team 
to support you, you won’t have to develop your own production 
team.

For more about choosing a venue and health and safety issues, 
see Chapter 4.

Choosing a Technology Platform  
for a Hybrid Event

When assessing your hybrid event technology needs, primarily 
focus on the attendee and overall user experience you want to 
provide. Look at the type of experience you want all your groups 
to have (in-person registrants, virtual registrants, sponsors, 
attendees, and so on). Consider:

 » Website, registration, and ticketing capabilities: You 
want to look for software that allows for a fully branded, 
easy, yet personalized, registration experience. Difficulty 
here can discourage new prospects from signing up.

 » Attendee engagement: This technology connects both 
audiences together and creates a great experience for 
everyone. Examples include live Q&A, chat, and polling.

 » Attendee insights: Have you thought about scoring 
engagement points for each audience? Not only do you 
have to consider virtual to virtual and in-person to in-person 
interactions, but you also need to determine how to handle 
a mix of the two, and what this engagement means for 
post-event follow up and prioritization. (We look at this in 
more detail in Chapter 3.)
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 » Networking capabilities: When you host in-person-only 
events, networking and happy hours are easier to plan. 
Now that you have to provide an equally engaging virtual 
networking experience, you need to make sure you have the 
technology to support such things as cross-audience happy 
hours or roundtables, for example.

 » Data collection: Make sure your platform can collect all 
the engagement metrics you need to ensure that you can 
determine ROI and gain insights about your audience.

 » Marketing software integration: Be mindful that your 
technology needs to integrate with your CRM and other 
marketing automation software.

Utilizing the Right Technology
For a hybrid meeting, you need to consider various technology 
types for streaming content and audience engagement. In the 
 following sections are several that you probably want to utilize.

Online Event Platform
The online event platform is the shared digital space that con-
nects any audience member to their chosen event experience and 
corresponding programming, based on their registration/ticket 
type – no matter if they are an in-person or virtual attendee.

This is where your attendees can connect and discover content in 
a relevant and personalized way. They can build and customize 
their content viewing schedules and consume content.

It also remains a resource of critical event information and con-
tent, even after your event ends.

Video streaming
Video streaming is used for sharing live or recorded video to an 
online audience. This technology enables you to deliver your 
event content live or on-demand to your audience through a video 
player that can include engagement tools such as chat and Q&A.

Providers include: Cvent, Vimeo, Livestream, Facebook, LinkedIn, 
and Brightcove.
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Video conferencing
Video conferencing is best used for internal meetings, client 
meetings, sales meetings, and breakout rooms. This technology 
shines when you want interactivity, and the size of your audience 
is limited to less than 50–100 people.

Typically, you don’t have a formal presenter (although you can 
if you wish), and you can switch back and forth among attendees 
who can share audio and video. You can also use the chat function. 
Service providers usually have a limit on the number of attendees 
you can have.

Providers include: Cvent, Zoom, WebEx, GoToMeeting, Adobe 
Connect, and Microsoft Teams.

Virtual networking
Virtual networking technology is used for conferences, career 
fairs, meetings, and trade shows. It allows attendees to make 
appointments or visit a virtual booth to network with other 
attendees or meet with exhibitors and sponsors. One benefit of 
this technology is that attendees can engage with exhibitions out-
side of the official sessions.

Providers include: Cvent, Intrado, 6Connex, and vFairs.

EXECUTING THE EVENT USING 
NEW VIRTUAL TECHNOLOGY
You may be dealing with equipment and techniques that are unfamiliar 
to you. Make sure you schedule a time for:

• Lots of practice for everyone involved

• Watching training videos or tutorials as necessary

• Everyone to ask questions as things progress

• Having regular meetings to keep everyone updated

You may want to have a virtual war room so that people can trouble-
shoot, make suggestions, provide updates, and so on. And make sure 
you’re clear about how to deal with the limitations of dealing with 
staff in different locations.
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THE VIRTUAL DIFFERENCE
Adding a virtual element to events creates changes and adds com-
plexity for everyone. Unlike in-person events, hybrid events are:

• Always on: Previously, events were governed by time and place. 
Now, some part of hybrid events can be made available 
on-demand.

• Non-linear: Events had a specific schedule that everyone fol-
lowed. Now, hybrid events have on-demand assets that can be 
consumed at any time in ways that suit the attendee.

• Personalized for all audiences: With the use of digital content 
and the ability to segment and analyze, you can target specific 
audiences to engage with specific programming or attendees.

• Available multichannel: Hybrid events allow content to be easily 
distributed on multiple channels and multiple devices.

• Asynchronous: Synchronous communication requires that some-
thing happens at the same time. With asynchronous components 
of your events, content and scheduling can be spread out over 
time and across different audiences. For example, online attend-
ees viewing from a different part of the world may have a com-
pletely different experience that is special to them, instead of 
adhering to a specific time that only serves the in-person 
audience.

• Experience-driven: Hybrid events are characterized by the unique 
experiences each attendee has in their own environment. 
Previously, the experience was contained by the venue only.
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Chapter 3

IN THIS CHAPTER

 » Recognizing audience drivers to 
encourage attendance

 » Understanding registration complexity

 » Promoting hybrid events

Marketing Two 
Experiences for 
One Event

Hybrid events introduce many new opportunities for every-
one. But, to create a single event that genuinely satisfies 
both your virtual and in-person audience, you need to re-

adjust your mindset. You must think deeply about each audience 
type’s experience—how you can make each experience exciting 
and valuable in its own right.

This chapter looks at each audience’s (virtual and in-person) 
motivation for attending, and considers how you can effectively 
promote two experiences within the context of one event.

Building an Event That Understands 
Audience Drivers

For any event to be a success, your marketing needs to showcase 
the learning, networking, and other engagement possible for the 
audience. But when you decide to offer a hybrid event, you need 
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to communicate a compelling value proposition for the event to 
two distinct audiences, all in the context of one event promise. 
Importantly, these audiences are evaluating whether they want to 
attend your event through two very different lenses.

Your hybrid event has a clear value proposition: “One event, two 
experiences.” To make the event a success, you need to showcase 
the deep engagement possible for each audience.

Figure  3-1 shows the experiences you have to accommodate  
and the drivers for each: the in-person experience, the virtual 
experience, and the shared digital experience that connects both 
audiences to one another. In the next sections, we look at them 
in more detail.

Looking at the motivations for  
people to attend in person
Some attendees will be willing to attend in person because virtual 
attendance won’t satisfy their needs. They just need to be con-
vinced that the learning, networking, and business value will be 
worth the cost, travel, and time out of the office. Marketing to 
in-person attendees can focus on:

FIGURE 3-1: One event, but two experiences.
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 » Deeper relationships: Some attendees who are well-known 
users of company products will want to meet with their 
colleagues and grow their relationships.

 » Learning opportunities: Some attendees may want to get 
hands-on training or speak to the trained product people 
who can give them insights on how to get the most from the 
product. They may also simply be interested in getting 
educational, industry-related content.

 » Travel: Some attendees may look forward to the fun aspects 
of traveling.

 » Fear of missing out (FOMO): Some people involved with the 
product may want to make sure they don’t miss an event or 
an experience and want to be there in person.

 » Immersive, sensory experiences: To some customers, 
getting the tactile experience of using the product, or attend-
ing the event, is essential, and they’ll want to attend in person.

 » VIP exclusive access: If you can offer some of your attendees 
a memorable experience based on their standing or relation-
ship with your company, they may be motivated to attend.

 » Proximity: Some attendees who live close to the event may 
feel more comfortable attending in person if they don’t have to 
fly or travel a long way. They may also appreciate the opportu-
nity to see co-workers who have been working remotely.

Marketing to virtual attendees
Attending virtually gives many more new attendees an opportu-
nity to experience your event. They may not be able to participate 
in person, but here are some reasons they might consider a virtual 
experience:

 » Introduction to your brand: Attendees may have heard 
about your brand and are curious to evaluate your organiza-
tion and/or your offerings.

 » Budget savings: In the time of tighter marketing and travel 
budgets, companies might be more hesitant to send an 
employee to the in-person event, but are happy to have 
them spend a few hours experiencing it virtually.
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 » Time savings: Obviously, attendees can save time if they 
don’t have to arrange transportation, accommodation, and 
time away from home or the office.

 » Learning: Virtual or in-person: Learning about new 
products and services is always a driver for people to attend. 
Your virtual and your in-person programming will need to 
deliver on this need.

 » Flexibility: Many folks attend parts of events based on their 
availability and interest in certain topics.

 » Dynamic/digital interactions: Using technology to attend 
events may appeal to specific groups like millennials, who 
like working digitally, or introverts, who like to engage 
socially in their own way.

Post-event engagement can reinforce the event planner’s  message 
and promote a shared digital consumption of content.

Examining the Essentials of Hybrid  
Event Promotion

Your promotion opportunities are greatly expanded with the 
advent of hybrid events. To take full advantage of these opportu-
nities, explore the four key elements that drive registrations, and 
are covered in this section.

Knowing your audience
Before you create content, it’s vital that you understand your 
audience segments. You want to know what drives their behavior 
and create content directly targeted at that. If you have created 
new personas for the event, make sure to create content specifi-
cally for them.

When considering potential virtual attendees, build a targeted list 
and consider those who are:

 » Lightly engaged versus highly engaged: Treat those people 
who are interested in your offerings but aren’t prepared to 
make a big time or cost commitment differently than those 
who are already committed to your brand.
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 » Higher-level positions (VP and C-Suite): These folks might 
be too busy to make a significant time commitment but are 
ideal to attend virtually when compared to their less senior 
counterparts who may be more willing to commit to longer 
time out of office required by your event.

 » People from the same company: The virtual option enables 
attendance for stakeholders from the same organization to 
also participate in the event, who may otherwise be limited by 
budget or health concerns.

Choosing the right tactics
Marketing your event takes hard work to ensure that everyone 
interested in attending is able to see your promotions. Here are 
some tactics to consider that can help you draw registrations:

 » Email promotions: Email campaigns no doubt figure 
heavily in your promotions. For this reason, brand cohesion 
is essential. Your campaigns promote brand awareness as 
well as the event itself.

Make sure to regularly analyze open and click-through rates 
throughout the promotion to gain insights and optimize your 
messaging.

 » Social media: On social media, interaction is critical. You 
want to use hashtags, create contests, and use social media 
ambassadors who volunteer to promote events before, 
during, and after the event.

 » Partner/influencer marketing: Plan in advance to contact 
influencers and partners who might benefit from co-promoting 
your event and whose brand you’d want to tie to your own. 
Also, don’t forget your sponsors. Get them involved as soon as 
possible.

 » Paid digital promotions: Depending on your budget, you 
may want to consider paid advertisements on social media 
as well as pay-per-click campaigns on search engines.

Leveraging attendee-facing teams
Don’t forget that you can leverage your sales and member-
ship teams to give special attention to those people who might 
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consider in-person attendance. These teams know the players 
and can probably suggest the best way to approach them.

These potential attendees may have a pre-existing relationship 
with your organization, or perhaps they’re looking for a more  
in-depth experience with your products, trainers, or sales team.

Plan to have sales or membership teams send emails or conduct 
calling campaigns using the right messaging to reach this high-
value audience. This contact also enables them to deepen their 
customer relationships.

EVENT WEBSITE MUST-HAVES
A quality event website is crucial to the promotion of your event. 
Virtual attendees will go back to it repeatedly to find the answers to 
questions they have, or use it to plan and revise their schedules.

Website design and web performance are also crucial. This is true for 
every event, hybrid or not. You’re selling your event visually. You need 
exciting graphics and fast-loading content. A less than professional 
experience on your website can impact your chances of success. Here 
is a checklist of things your website needs to include:

• Company or event branding, messaging, and tone

• Visual appeal, including compelling graphics and photo imagery

• Clear labeling of time and date

• Event purpose and slogan or theme

• Business case for attending the event in person or virtually

• Cost of the event

• Registration options and pricing

• Agenda and speaker information

• FAQ page

• Guide to attending the virtual experience versus the in-person 
experience

• Contact information

• Technology requirements for accessing the event online
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Think about cross-promoting the event registration opportunity 
within existing promotions and across channels.

Optimizing a hybrid event website
Your event website should make it easy for your prospects to 
understand the different experiences you’re offering and the 
prices associated with each experience. You want to earn their 
interest and go from interested to registered.

Managing audience and registration 
complexity
The key to providing an excellent hybrid event registration expe-
rience, and convert an interested party to a registered party, is to 
ensure that each registration type sees the correct information 
and that it is easy to use. This requires multiple registration paths 
but that only show what’s pertinent to their experience.

Your ability to have a great registration experience depends on 
the robustness of your registration software. It has to be flexi-
ble and powerful enough to accommodate the various registration 
configurations. You need to provide custom registration paths and 
personalized registration sections for each attendee type.
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Chapter 4

IN THIS CHAPTER

 » Choosing a hybrid-capable venue

 » Leveraging venue expertise

 » Relying on venues as total event partners

Finding and Working 
with a Hybrid-Capable 
Venue

Picking the right venue for your hybrid event is one of the 
most important steps in delivering an exciting, immersive, 
and engaging event. While it might seem like a simple mat-

ter of having audio-visual (AV) capability and bandwidth 
resources, there’s often more to the decision. To deliver on the 
promise of one event with two experiences, the venue itself 
becomes crucial because it holds the keys to leveraging the prop-
erty, rooms, and technology. A capable venue is a partner you can 
turn to for guidance, support, and expertise across all aspects of a 
hybrid event.

For hotels and venues, the hybrid format might mean fewer 
people at the property. But it’s an excellent opportunity to build 
stronger relationships with event professionals, show expertise 
in expanded event types, and promote the property for future 
in-person attendance. This chapter looks at what you need to 
consider when choosing a venue for your hybrid event, and how 
venues can provide support during the entire experience.
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Evaluating and Sourcing the Best Venue 
for a Hybrid Event

Understanding the size of the hybrid event you need is key to 
matching up your venue’s capabilities. For example, if you’re 
planning a small regional sales meeting, your technology require-
ments may be limited to a video-ready conference room. Larger 
meetings would, of course, require a more complex setup. A basic 
rule of thumb is to assess venues based on their ability to meet your 
content and experience needs. Here are some things to consider:

 » Small events: Smaller, frequent events might be easily 
supported with limited production capabilities. A simple room 
setup that can connect two audiences with limited production 
is a great start to connect the two audiences at your space.

 » Medium-sized events: As you work your way up to larger 
events (that occur with less frequency), more enhanced 
production environments and AV specialties may be 
necessary. This could include leveraging an in-house or 
partner AV company to assist with your needs.

 » Large events: Think of these as infrequently hosted 
conferences that likely have the largest budget with required 
investment in the most advanced production capabilities. 
This investment might include working with an additional 
creative agency alongside the existing AV company.

According to the 2021 Q1 Cvent Sentiment Survey, 95% of plan-
ners surveyed said that venues were an important part of the pro-
duction of a hybrid event. Of those, 54% considered venues to be 
“very important.”

Asking the right questions
Hybrid events are different from your previous in-person events. 
They require creativity, sleuthing, and some additional legwork 
during the sourcing process. Here are several questions to ask 
venues to help you decide which one is right for you:

 » Is AV support in-house or through a recommended vendor? 
And how familiar are they with your property?
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 » Do you have spaces that can accommodate two sets of 
cameras and sound equipment?

 » Can you provide a green room for speakers?

 » Will your event space allow for clean sightlines for virtual 
attendees?

 » Can your bandwidth handle a speaker and a room full of 
people on their mobile devices?

 » Are there any outdoor settings to use for activities for 
in-person attendees (networking) and virtual participants 
(interviews, man on the street video interviews, and so on)?

 » How can you help make virtual attendees feel like they are a 
part of the event community?

 » Can you provide a diagram of the room setup for the hybrid 
event?

 » Can you offer flexibility around in-person registration, 
attrition, and so on?

 » Are you able to help share the branded experience across 
virtual audiences?

The questions you ask need to hone in on the venue’s ability to 
help design the right space and create an inclusive environment 
able to meet event needs.

Finding a hybrid-capable venue
Finding a venue with the expertise to help you create your vision of the 
“one event, two experiences” model takes time and careful sourcing.

Look for venues that use the Cvent Supplier Network (CSN) to 
inform planners about their hybrid capabilities.

Use the following checkpoints to confirm that your preferred ven-
ues are capable of pulling off the event:

 » Do you feel confident that they can support a hybrid event 
before submitting an RFP request? Are they including specific 
hybrid detail like AV capabilities, bandwidth, and revised 
room capacities in their marketing and communications? 
Look for hybrid information on the venue’s online sourcing 
profile, website, search marketing, and other areas.
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 » Are they offering insights and recommendations during 
sales conversations? That includes practical examples from 
previous events, case studies, and testimonials. Can they 
show you an event diagram during a call?

 » Are they able to bring vendors together early in the process? For 
example, can they easily accommodate event changes based on 
shifts between virtual and in-person attendance? That can 
include things like room modifications, rental, setup charges, 
attrition thresholds, and attendee headcount deadlines.

Above all else, make sure venues are able to support the in-person 
event and facilitate the virtual experience. Look for a venue com-
mitted to understanding your expectations and able to demon-
strate how they will be able to meet your needs.

Planners (and venues) can get specialized training on how to 
design and build a hybrid event. Cvent has a certification course 
for planners, and a training program for venues.

Recognizing technology as  
a core competence
The best possible in-person and virtual experience must include 
the right technology as well as competent, knowledgeable sup-
port. When you evaluate potential venues, make sure they mea-
sure up and have the ability to meet the technical requirements of 
your event. Here’s a brief checklist of must-have technology and 
supporting items:

 » High-speed and secure Wi-Fi: Not just for speakers, but 
also for in-person attendees.

 » Event diagramming and venue layouts for attendees: It’s 
important to design the optimal space, attendee traffic flow, 
and sightlines for the total event experience. That includes 
meeting requirements around spacing and capacity. 
Remember, as well, that mapping space requires vendor, 
venue, and planner collaboration as early as possible.

 » Live streaming and remote video capabilities: This includes 
projectors, dongles, and cameras. It also includes the studio 
setting or other appropriate backdrops with multiple cameras 
and high-quality microphones. Some venues might not have 
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these onsite, but they can be installed or brought in by an AV 
production company.

 » High-quality lighting and sound equipment: This includes 
mixer/soundboards, microphones, transmitters, and receivers.

 » Technical equipment space: Consider that you must 
accommodate AV equipment and tech staff. That’s extra 
space and accommodations from the venue—you don’t 
want to hike a mile to fetch a camera!

For venues, technology competence also includes the under-
standing of how space is used by equipment and people. As your 
partner, they need to be able to provide a practical and ideal tech-
nology footprint.

Designing and Executing Your Hybrid 
Event Using Venue Expertise

Hotels and venues know their spaces—make sure you use their 
expertise. Increasingly, venues are now using space planning 
software to show you exactly how your event will look. There are 
interactive floor plans that help with mapping, and 3D software 
that can diagram a photorealistic environment and provide a vir-
tual walkthrough of the space. It’s an example of how technology 
helps bring the event experience to life long before it takes place.

Looking at space requirements
Work with the venue to map out seating and space requirements 
for the entire event agenda. There are at least two categories of 
venue spaces that you need to consider:

 » Meeting spaces for attendees: As mentioned earlier, in the 
short term, areas such as check-in kiosks, exhibit spaces, and 
dining areas may need to have social distancing and hygiene 
protocols in place. You need to manage everything—even 
ingress and egress flow—and the venue plays an essential role 
in helping with signage, partitions, staff, and diagrams. Longer 
term, managing your meeting space is just as important. 
Remember that you’re making room for two audiences, with 
two sets of cameras and two distinct experiences. Because of 
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that, how the room is configured can be the difference 
between success and failure.

 » Technical equipment and production spaces: Hybrid 
events can mean additional AV equipment and tech staff.  
It can also mean more rehearsals and other speakers.  
This requires more room for storage, practice, prep, and 
much more. Your venue can help keep people and needed 
equipment close to the action.

Meeting social distancing and Duty of Care requirements is an 
important short-term consideration for in-person attendees. 
Make sure your venues have an established protocol that answers 
all concerns.

Utilizing tools to conduct remote site 
tours in photo-realistic 3D
So, what can you do to ensure that your event space is configured 
exactly as you would like when you can only visit once before the 
event—and have limited contact with vendors and staff? Some 
venues use venue diagramming software and provide detailed 
schematics of their meeting rooms, as shown in Figure  4-1. 
These visual depictions ensure that the venue adheres to capacity 
requirements. When you diagram your space, you can use regis-
tration data to automate seating and meal preferences. You can 
also collaborate with other stakeholders in multiple locations.

FIGURE 4-1: Diagramming your space.
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Technology like diagramming software helps make hybrid events 
possible because it enables flexibility and collaboration into event 
configuration. As mentioned, things can change rapidly with two 
sets of attendees, so being able to make changes on the fly—as 
early as possible—is an important requirement. Using these tools, 
hotels can provide planners with virtual tours and 3D renderings.

Using event diagramming software with the venue, event profes-
sionals can identify optimal camera placement and other require-
ments for both audiences.

Partnering with Your Venue
Remember “back in the day” when planning a meeting was as 
simple as getting a ballroom diagram with capacity limits? It’s a 
new world now, and as an event professional, you face challenges 
that defy four walls and a buffet line. That’s where your venue 
can become a true partner and help you to design creative space 
solutions. It doesn’t matter if your hybrid event is large, medium, 
or small. Work with the venue to go a step further: Can you break 
up the event into smaller, more cozy meeting rooms with fewer 
people? What about using social or common areas such as the 
lobby, atrium, or lounge, or getting outdoors? The venue may 
have the perfect poolside or courtyard location for both in-person 
networking and virtual interviews. Ask the following questions:

 » What types of backdrops and scenes can you use for the 
event production?

 » You can livestream from the meeting room with two or more 
cameras, but can you do interludes outside the room?

 » Can you have a studio presenter or anchor desk set up 
inside a boardroom?

Don’t forget about small meetings, as well. Ask your venue how 
you can bring networking opportunities to the virtual audience, 
or additional content such as speaker interviews during breaks. 
Don’t be shy about asking for AV and creative team input. They 
know the venue better than anyone and can play a key support-
ing role in delivering the experience you have in mind. Hotels and 
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venues can help planners achieve high levels of engagement with 
creative thinking that leverages the venue property for both in-
person and virtual attendees.

Important keys to venue partnership
Throughout the chapter, we’ve discussed how venues can help 
through increased collaboration, flexibility, and expanded com-
petence around key technology requirements. When considering 
a venue, keep the following three keys front of mind in order to 
ensure an effective partnership:

 » Master of space: The accommodation of space and planning 
comes from the hotel’s expertise and experience with its space 
and usage opportunities. Venues have the knowledge and 
experience to show planners how to maximize the use of their 
room layouts and configurations through virtual tours, 
diagramming, and 3D rendering. This planning should be done 
during sourcing, sales, and throughout the process.

 » Catalyst of services: Understanding the technology demands 
of a hybrid event is now a core competency for venues. They 
need to provide guidance and baseline requirements, answer 
your questions as early as possible, and connect you with 
experts who can help them assess their AV and technology 
needs. You want assurances that a hotel or venue can meet 
your virtual requirements while sourcing so that you can 
determine bandwidth, support, and AV capability.

 » Captain of hospitality: As you build a hybrid experience 
based on the six pillars (refer to Chapter 1), make sure to 
leverage the venue’s hospitality expertise. Is it possible to set 
up studio space for speakers and MCs? How can the venue 
use their property to elevate the experience? The key to an 
unforgettable experience for both audiences is to tap into 
opportunities beyond the ballroom.

Ultimately, you need hotels and venues to become partners in 
creating a hybrid event. They have the experience and the exper-
tise—from onsite audio-visual teams to convention services and 
more—to be a true difference-maker in creating a memorable 
hybrid event.
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Chapter 5

IN THIS CHAPTER

 » Looking at the building blocks of a hybrid 
event

 » Viewing new content types

 » Utilizing virtual event platforms

Producing Content 
and Agendas for Two 
Audiences

Ask any event professional about content for a hybrid event, 
and you’re likely to get eye rolls  .  .  .  or worse. That’s 
because once you’ve determined that your event will be 

hybrid, your content planning and execution job just got more 
complicated. It’s more than merely creating extra sessions.

This chapter explores the critical building blocks you need to 
 utilize to make your hybrid event a success.

Understanding Hybrid Event  
Building Blocks

To start, you need to create audience-based agendas that can 
attract and engage both your in-person and virtual audiences. 
These distinct audiences likely have equally distinct content 
needs.
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But in addition to mapping out agendas for each audience, you 
want to determine the programming elements you wish to have 
available to both audiences. So, in addition to determining the 
content you want to pre-record, it also means choosing which 
sessions you want to livestream (make available to both in- 
person and virtual audiences simultaneously). You need the 
technology and tools to capture and deliver that content to your 
 virtual audience. Ultimately, each hybrid event’s content strategy 
and session plan will be as unique as the event itself. However, 
there are a few standard building blocks that can help demys-
tify hybrid content execution. Following are the three key hybrid 
 content building blocks:

 » Content delivery: Content must now serve both audiences.

 » Production technologies and tools: They produce and 
format your content for in-person and virtual audiences.

 » Virtual event platforms: This is where attendees find and 
experience live and on-demand content.

Once you’ve mastered these building blocks, you’re well on your 
way to delivering a great content experience to all your audiences.

Examining Content Types
Let’s start with an overview of typical hybrid event content types, 
as shown in Figure 5-1. We discuss each in turn.

FIGURE 5-1: Hybrid event content formats.
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In-person / live
Like they always have, in-person audiences will primarily 
 consume content live at keynotes, breakout sessions, training 
sessions, and so on. At the outset, consider which of these live 
sessions you want to livestream to your virtual audience. It can be 
cost-prohibitive to livestream every in-person session to a virtual 
audience, so you may choose to livestream only select marquee 
content to virtual audiences.

You may want to designate specific “livestream” session rooms, 
outfitted in advance with the required AV support, and schedule 
any livestream session in these rooms to contain costs and ensure 
a good online viewing experience.

In-person / on-demand
Increasingly, even in-person attendees are likely to consume 
recorded sessions to augment their in-person experience. Offer-
ing robust digital content to your in-person audience gives the 
event organizer the ability to extend engagement before, during, 
and after the event.

Perhaps an in-person attendee wants to watch, reference, or 
share a session they missed later that evening or the next day, or 
re-watch a session they found particularly interesting. It’s essen-
tial to give in-person attendees a digital “home base” where they 
can easily search for content related to the event and consume it 
at their convenience (more on this in the later section “Creating a 
digital event lobby”).

Virtual / livestream
There’s a reason that a live concert feels more immersive and 
impactful than watching the music video. Live sessions can drive 
deeper engagement by giving in-person and virtual audiences the 
sense of something communal and substantial.

This often entails livestreaming select in-person sessions, but 
you can also consider livestreaming sessions exclusively for your 
virtual audience. Some examples might include:

 » An emcee for your virtual audience who can recap key moments 
and ground virtual attendees in what’s coming up next.
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 » “Man-on-the-street” interviews can help capture and stream 
the excitement of a show floor or even conduct exclusive 
interviews with keynote speakers.

Livestreaming can be fraught with technical and user experi-
ence challenges. So, it’s crucial to have experienced AV, produc-
tion, and creative team resources and enterprise-class streaming 
capabilities to ensure your content looks and sounds great to all 
your online audiences.

Virtual / simu-to-live
Much of your virtual attendees’ content experience will be via 
recorded sessions. These sessions can be entirely pre-recorded 
and scheduled for a specific time. However, in an attempt for 
 better audience engagement, many event organizers opt for  
simu-to-live options that play the recorded content but leave time 
at the end for the presenters to join live for discussion or Q&A.

One of the lessons learned in 2020 is that virtual audience engage-
ment and satisfaction require dynamic, professional-looking 
content. Similar to your livestream strategy, don’t underpower 
the production effort.

Learning About New Technology  
and Tools

Executing a hybrid event requires producing and delivering con-
tent across all of the formats discussed in the previous section. 
Most event professionals have deep experience delivering live 
content to a live audience. It’s the process of capturing and deliv-
ering content to virtual audiences that introduce the new systems, 
tools, workflows, and even partnerships that may be new to many 
planners. For this reason, we’ll focus there.

Let’s start with a simplified view of the key systems required for 
virtual content, as shown in Figure 5-2, and discuss each in turn.
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Capturing content
Capture is the process of recording the sights and sounds of your 
session. Like many of your content decisions, your capture tools 
are primarily determined by the type of production quality and 
experience you want to deliver.

In its simplest form, capture can simply be sitting down at your 
computer and recording a presentation on Zoom, something we’ve 
all done many times by now! These basic recordings are quick 
and easy to do but can lack the production polish, dynamism, and 
interactivity to keep virtual audiences engaged. Typically, these 
recordings are saved in an RTMP (Real-Time Messaging Protocol) 
format, allowing them to be easily shared with streaming systems 
that can deliver the audio and video content to your audience.

The requirements can be quite sophisticated for more marquee 
content, with speaker prep rooms, multiple cameras to cap-
ture different angles, teleprompters, high-end sound and light-
ing, and advanced mixing capabilities. Most recording studios 
are purpose-built with all of these tools. However, if you intend 
to livestream from the hotel event spaces or conference center, 
make sure you understand the venue’s infrastructure to support 
these requirements.

Many venues are investing in upgrading existing space and cre-
ating new dedicated spaces to handle planners’ increased needs 
for livestreaming and recording. Some venues partner with 

FIGURE 5-2: Simplified virtual content systems.
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full-service production companies who can work with you to 
understand your requirements and help with onsite AV needs. 
Their familiarity with the venue can be a big help, but you may 
also choose to select your own AV provider who can work with you 
and the venue.

As your production needs become more sophisticated, you should 
seriously consider partnering with an AV or production company 
working in tandem with creative teams who specialize in virtual 
event production. These companies have deep technical and artis-
tic experience in everything from set design and camera positions 
to audio and video formatting to optimize it for streaming.

A good idea is to leverage your venue for a recommendation, as 
they may have existing relationships that can help with your 
selection and content plans. This can provide benefits in terms 
of possible pricing discounts and event space recommendations. 
Remember, the venue has a lot vested in the event going well in 
terms of repeat business and referral opportunities.

While using these companies undoubtedly adds to your event’s 
costs, your content is likely to be far more polished, interactive, 
and engaging. Your virtual audience will certainly be able to tell 
the difference.

Designing and producing
Think of the last newscast you watched on TV. It likely had the 
professional graphics, intros and outro videos, artful visual tran-
sitions from segment to segment, and maybe even a scrolling 
“what’s next” bar at the bottom of the screen. These elements, 
managed by a production company, are added to your raw content 
to give it more polish and keep the viewing audience engaged. 
They can make the difference between holding your online view-
ing audience’s attention and that audience tuning you out.

Production services range from self-service tools all the way up to 
professional agencies. The choice of which to use depends on your 
budget and what sessions require enhanced production. For a CEO 
keynote session you may choose to invest in a professional agency 
that can take the raw, recorded content and work with your team 
to turn it into a high production quality experience.
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Production companies can help determine the best camera shots 
to use and stitch these together to keep the content looking 
dynamic. They can apply lower thirds (the graphics you see at the 
bottom of the screen, similar to TV news show headlines) or other 
graphics to augment your content and give it polish, and they can 
help make the transitions from segment to segment look cohe-
sive and smooth. Hiring a production company to work across all 
your sessions can help the entire event feel like a unified, branded 
experience, as they are aware of how your entire event’s content 
fits together.

The production processes described here can be time- consuming. 
Many planners underestimate the time it takes to compile, edit, 
review, and re-edit before all stakeholders are happy with the 
finished product. For a typical session, this process can take a 
week or more from the time filming is complete, especially if you 
do this across multiple sessions. Make sure to adjust your sched-
ules accordingly.

Streaming your content
You’ve captured your content and made it look great. Now it’s 
time to get that content in front of your attendees. Enter the video 
hosting and streaming provider, the digital highway between 
your content and the users who want to see it. Here, livestream or 
recorded video is uploaded to a centralized hosting location, pre-
pared, and then sent out over the internet, usually via a Content 

THINKING ABOUT SELF-SERVICE 
TOOLS?
Not all of your hybrid content likely needs Oscar-winning production. 
For breakout sessions or any programming targeted at a more niche 
audience, self-service tools can add dynamism and graphical compo-
nents to spice up recorded content. These technologies enable you to 
upload your presentation materials and then select from a series of 
pre-configured “views” for how that content will look to the viewing 
audience. This can be particularly useful if you have multiple speakers 
and want to switch back and forth between views or slides. Many of 
these tools allow you to apply minor graphical elements like Name, 
Title, and so on, to add a degree of professionalism to the experience.
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Delivery Network (CDN) to the player where the end-user will 
watch the content. Sounds simple, right? Not so fast. There’s a lot 
more here than meets the eye.

In our daily lives, we’ve all been frustrated by poorly streamed 
content. The streamed film that looks fuzzy, buffers, or won’t 
play at all is a typical example. In a hybrid event setting, the con-
sequences can be all that and worse. A CEO keynote speech that 
crashes isn’t just embarrassing; it has commercial and brand 
consequences. Attendees abandon the event. Sponsors are angry. 
Engagement is lost. In addition, if the streams aren’t secure, they 
can end up on platforms—and in front of people—never intended 
to see them.

Reputable video hosting and streaming providers are a critical 
link in delivering your content. Here are some reasons why:

 » They ensure the streams are delivered with high quality of 
service (QOS) to eliminate buffering, and playback issues—
and are secure.

 » Their infrastructure supports the ability to deliver content to 
thousands of concurrent users, an essential factor for larger 
events.

 » They enable your content to be delivered to multiple device 
types (laptops, tablets, and phones).

 » They have the intelligence to restrict videos to certain classes 
of users and provide insight and analytics on video 
consumption.

In some instances, it might make sense to have a pre-recorded 
backup in case of any technical difficulties with livestreaming 
quality or abilities.

Consuming Content on Virtual  
Event Platforms

The goal of a well-run hybrid event should be to create two expe-
riences (a virtual experience and an online experience) in the 
context of a single event.
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Creating a digital event lobby
An essential part of achieving that sense of shared experience is 
a unified, branded “digital event lobby” where all attendees dis-
cover and consume the event’s content. This environment should 
be relevant to, and usable by, both audiences. Even in a lobby 
accessible to all attendees, many organizations will want the flex-
ibility to show only specific sessions to certain groups of attend-
ees, so be sure your event platform supports that functionality.

This digital event lobby provides a home base for your virtual 
audience to easily find and register or locate for sessions. But 
even the in-person attendee will likely want to access the events’ 
recorded content, so this hub allows them a place to find and view 
sessions they may have missed, allowing for continued engage-
ment either at or after the event.

As crucial as this digital event lobby is for your in-person attend-
ees, it’s essential for your virtual audience. In a very real way, the 
technology is the venue for your virtual attendees. It’s here where 
they go to get essential session information, see what sessions 
are playing now, what sessions are next, and dates and times for 
future sessions. It’s also here where they access livestreamed or 
recorded content.

Determining the viewing environment
The critical “last mile” in the content experience is the player 
itself. We discussed the importance of the streaming provider 
in delivering a reliable, high-quality content experience. The 
viewing environment should support livestreamed or video- 
on-demand content and simulcasting to allow you to share your 
live content with social media platforms like Facebook, Twitter, 
YouTube, and LinkedIn Live. For larger events, be sure that the 
viewing environment can support many concurrent viewers with-
out buffering or crashing.

Finally, it’s here in the player where your virtual attendees will 
spend most of their time and where all your attendees will return 
to experience on-demand content. As a result, the player itself 
is an essential point of engagement and should be a place where 
audiences can interact with the content and each other and where 
that engagement can be captured. Find more details on that in 
Chapters 6 and 8.
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THE CONTENT BOTTOM LINE
Hybrid events require programming for two distinct audiences, each 
with specific needs. At the same time, you’ll need the ability to bring 
those two audiences together in a shared content experience when 
necessary. This requires new content types and the technology and 
tools to deliver that content from initial content capture to playback.

Think hard about the best mix of live and recorded content for your 
audiences. Livestreaming drives great engagement and brings audi-
ences together, but at a cost. As much as budget allows, invest in your 
content’s design/production.

Content is the only way virtual audiences experience an event in a 
meaningful way the in-person audience will. For your virtual audience, 
the technology is the venue. Be sure you have an enterprise-class 
 virtual event platform for your audiences to discover and consume 
your content.
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Chapter 6

IN THIS CHAPTER

 » Building a strategy for community

 » Creating connections with content and 
programming

 » Encouraging engagement through 
technology

Creating Community 
and Driving Engagement 
with Hybrid Events

A feeling of community is what makes an in-person event 
truly meaningful. Those shared experiences and memories 
connect people holistically. That’s why the larger commu-

nity within hybrid events needs to foster valuable connections to 
content and other people.

It’s important to acknowledge that the connections people cre-
ate when face-to-face is not directly translatable to the virtual 
space. Onsite, attendees benefit from infrastructure that naturally 
supports community building. They share informal networking 
opportunities during sessions or in the hallway, and can partic-
ipate in dedicated onsite events like roundtables or happy hours. 
They can have organic conversations that establish meaningful 
connections which can extend beyond the event itself.

The right tools provide valuable ways to bring this same sense 
of community to your virtual audience. You want to create ways 
for virtual attendees to feel emotionally engaged with your event 
brand, content, and one another. And you need to power those 
opportunities with the right digital tools.
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This chapter looks at how you can develop shared experi-
ences that foster a sense of belonging and emotional connection 
throughout—and beyond—your hybrid event.

Building a Strategy for Community
You need to plan your event strategy to maximize engagement 
for each audience while finding the right opportunities for shared 
experiences. You may host a select number of sessions specific to 
one audience while choosing to livestream high-impact sessions 
as a means of connecting virtual and in-person viewers.

While great tools can ensure your virtual audiences aren’t passive 
viewers, you have easy ways to make sure your virtual and onsite 
audiences feel equally engaged. You can:

 » Include virtual speakers in live sessions

 » Have panels to encourage dialogue across audiences

 » Create interactive sessions, such as fireside chats and 
roundtables

Bringing virtual presenters into the room is a fantastic way to 
build a community across your two audiences. This use of vir-
tual presenters gives virtual attendees direct visibility with onsite 
audiences. It’s also an excellent alternative for any issues with 
onsite speaker logistics like unpredictable weather. Ensure that 
you have a backup plan for any potential technology glitches and 
work with your AV provider to enable the right tools.

Interactive sessions such as panels, roundtables, and fireside 
chats can also connect attendees across the digital divide. Both 
your virtual and in-person audiences can help drive the discus-
sion using tools like live Q&A and polling. Equally important, your 
speakers can engage directly with both groups at the same time to 
get a complete picture of audience sentiment.

Creating connections with content  
and programming
Onsite, your attendees can join breakout sessions with smaller 
groups for more intimate discussions. Don’t forget to provide this 
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option to your virtual attendees through collaborative sessions 
supported by video conferencing tools. These may be best suited 
for:

 » Training

 » Workshops

 » Small group discussions

 » Roundtables

You want to create the right session type for your audience’s 
viewing experience. Those onsite may not be able to find the right 
space or time to connect with those online. Creating virtual-only 
collaborative sessions enables those attendees to share, network, 
and highlight key takeaways for a stronger communal identity.

Offering networking opportunities
Consider offering networking opportunities that are specific to 
each audience. Your onsite attendees will likely enjoy elevated 
food, beverage, and entertainment. While not directly translat-
able, there are creative ways to offer similar experiences for your 
remote attendees. For example, you can give these attendees meal 
vouchers for a virtual luncheon, book a virtual concert, or provide 
an online mixology class. Together, these strategies can help you 
create the right experience for each audience at the right time.

Encouraging Engagement through 
Technology

You can enhance the attendee experience to create a sense of 
belonging with the right tools in place, no matter where attend-
ees are located. These tools should be woven into the fabric of 
your event and integrated with your chosen platforms. There are 
several key ways you can create a sense of community using these 
tools, including:

 » Managing one-on-one appointments

 » Leveraging polling for in-session engagement

 » Using live Q&A for audience insights
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 » Encouraging communication through session chat

 » Gamifying the event experience

In the following sections, we take a look at each of these tools 
and the ways you can use them to maximize attendee engagement 
with the larger community.

Managing and attending appointments
Dedicate opportunities for attendees to connect onsite as well 
as with sales teams or exhibitors. Using technology to support 
appointment-based programming allows in-person attendees 
to self-manage their appointment schedule directly through the 
mobile event app.

You can use embedded appointment scheduling within your vir-
tual platform to block off times on your attendees’ calendars for 
networking for remote attendees. Attendees can also self-manage 
appointments with other contacts through the virtual platform. 
This capability is especially valuable during a hybrid event when 
attendees are located across the globe.

If virtual and in-person attendees want to meet, they can eas-
ily connect through the shared virtual hub. These technology 
tools allow planners to manage the capacity and timing of atten-
dee interactions onsite and virtually—one system to manage the 
appointments across both experiences.

Using live polling for in-session 
engagement
Make sessions engaging across both of your audiences using live 
polling features in your hybrid event platform. Polling enables 
presenters to get a better sense of their onsite attendees’ feedback 
while bringing virtual attendees directly into the conversation.

Polls can be integrated into the session content to encourage 
engagement from both in the room and online. You can check 
attendee understanding of session topics while gathering feed-
back from both audiences. Embedded polling features allow your 
attendees to engage with one another by viewing answers in real 
time to create a shared experience.
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Engaging audiences with live Q&A
Use live Q&A to help audiences connect with session content, one 
another, and your speaker. With live Q&A, attendees can:

 » Ask questions in real time

 » Upvote favorites to drive the conversation

 » View written responses for a deeper understanding

Questions can be asked and answered in real time during a ses-
sion. They can also be answered during a dedicated Q&A session 
for the virtual audience. If your Q&A tool includes the ability to 
answer with written responses, this gives your team a direct con-
nection to virtual attendees.

Using features like upvoting, attendees can validate their peers’ 
thoughts. It also gives presenters insights into what’s top-of- 
mind for their audience. Moreover, this creates a type of emo-
tional engagement between the two audiences that’s valuable for 
community building.

Giving attendees the ability to chat
Session chat is another great way to help attendees engage with 
one another across the digital divide. Remote attendees can dis-
cuss relevant topics and share essential information regardless of 
their location. They can even use emoticon reactions for deeper 
emotional connections. While not the same as a face-to-face 
conversation, chat helps create a sense of dialogue across the 
community.

Gamifying the attendee experience
Gamification has long been a popular way of engaging with 
attendees onsite. Through mobile event apps, you can create 
challenges that encourage specific actions such as:

 » Posting event photos to social platforms

 » Visiting exhibitor booths

 » Attending a specific number of appointments
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 » Exchanging contact info with other attendees

 » Joining certain sessions

 » Completing surveys

You can create similar challenges for virtual attendees such as 
setting virtual appointments, taking polls, and completing ses-
sion surveys. These actions can be tracked through the virtual 
platform to help prove the value of community engagement 
across the entire hybrid event.

Gamification is also a great way to bridge your in-person and 
virtual audiences through shared experiences like social posts or 
session attendance. You can even create challenges around other 
engagement tools, Q&A, or polling.

Leaderboards let attendees view everyone’s progress directly 
within the hub. You just need to make sure that each set of chal-
lenges helps create maximum impact for your event.

Driving Connections to Sponsors  
and Exhibitors

Your event will likely showcase sponsors and exhibitors onsite 
through signage, sponsored sessions, and physical booths. 
Attendees can explore collateral or take advantage of walk-up or 
pre-set appointments to connect with reps. Automated diagram-
ming and seating solutions can meet required onsite protocols 
such as minimum distances between booths so attendees and 
staff can meet safely.

Virtual walk-up visitors may be limited, so sponsors and exhibi-
tors will want to proactively set appointments. They’ll also want 
to use visually engaging collateral to entice attendee engagement. 
Attendees can self-schedule appointments through embed-
ded video conferencing tools or submit their interests directly to 
exhibitors as inbound leads. You can capture and store all data 
in a single location so sponsors can extend their conversations 
after the close of the event using on-demand reporting and digital 
engagement scores.
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Fostering Post-Event Engagement
You can extend the sense of community you’ve built throughout 
your hybrid event through the virtual environment once the event 
has ended. You can provide attendees with on-demand content 
and additional opportunities to stay engaged with you and your 
message—whether that’s through marketing campaigns, internal 
newsletters, or other communication channels. Continue to rein-
force your message and stay top of mind to drive active participa-
tion within the community you’ve built across the event.

The digital “home base” gives all of your attendees a singular 
place to access all recorded content and continues to engage with 
your brand after the close of the event. Equally important, these 
experiences continue to engage attendees while providing impor-
tant data points for your team to understand what attendees find 
valuable and where their interests lie.

By using these strategies to create a sense of belonging and 
shared experience for your virtual and in-person audiences, your 
attendees can remain engaged with the content and with others 
throughout the event lifecycle.

People choose to attend and stay engaged with your events because 
they want to learn and build a sense of connection to like-minded 
peers. Creating intentional practices for community building 
across and within your two audiences only helps to extend their 
engagement with your organization and your brand long after the 
close of your event.
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Chapter 7

IN THIS CHAPTER

 » Evaluating lead generation for sponsors

 » Creating new opportunities for everyone

 » Developing a final report for sponsors

Recognizing Increased 
Sponsorship 
Opportunities and 
Sponsorship Value

Hybrid events introduce lots of new opportunities for 
 sponsors and exhibitors to meet and engage new virtual 
audiences. This is great for everyone. However, unlike your 

in-person sponsors with whom you have worked in the past, you 
have the opportunity to think about how hybrid events expand 
your choices.

You might find that sponsors who were not previously attracted 
to your company are now showing interest. They see the  addition 
of a new virtual audience as a way to expand their own horizons. 
This factor can also be true for exhibitors eager to expand their 
reach with a virtual sponsorship. Consider re-adjusting your 
mindset to see sponsors and exhibitors with fresh eyes.

This chapter looks at how hybrid events create increased spon-
sor and exhibitor opportunities and how you can ensure that you 
make their participation successful.
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Evaluating Hybrid Sponsors
When choosing sponsors, you always want those who (1) Pro-
vide a value-add to the conference as a whole; (2) Align with 
your  company’s values; and (3) Connect with your message. That 
 hasn’t changed. But now, you have the opportunity to seek out 
new sponsors and exhibitors who may find that hybrid events are 
even more valuable than in-person-only ones. If the event used 
to be 1,000 people in-person, now it has the potential to include 
many more attendees virtually. This expanded reach puts you in a 
great position to make choices now that your audience is seen as 
an even more valuable entity.

Pursuing Brand Awareness and Lead 
Generation for Sponsors

Two critical things that sponsors and exhibitors want when they 
participate in your event are brand awareness and new leads. You 
can serve both of these goals by creating sponsor packages that 
cater to virtual audiences’ addition of services.

Figure 7-1 shows how you can increase the event value for both 
sponsors and exhibitors by looking at the brand awareness-lead 
gen continuum and calling out all the virtual opportunities now 
available to them.

FIGURE 7-1: Creating more value for sponsors and exhibitors.
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The continuum shown in Figure 7-1 consists of brand awareness 
and lead generation. Added virtual opportunities on the con-
tinuum’s brand awareness side include sponsor interviews, vir-
tual booth visits, and expanded opportunities for advertising and 
sponsored sessions. On the lead gen side of the continuum are 
inbound leads and virtual appointments. These are new avenues 
not available before.

Helping Sponsors Showcase Their Brands
Consider how you can provide brand awareness and lead gen 
opportunities for sponsors and exhibitors by looking at ways to 
accommodate both audiences throughout the event.

Offering pre-event branding
Before the event begins, you have many different options you can 
offer to your exhibitors that can work for both audiences (virtual 
and in-person) because they all involve logging on to the event 
website to get information, register, or promote on social media. 
These options for sponsors and exhibitors can include:

 » Logo on the registration log-in screen and digital lobby

 » Check-in branding

 » Branded survey questions during registration

 » Splash pages

 » Banner ads

 » Social media mentions of sponsors with a link to them

 » Content downloads with sponsor branding

 » Dedicated pre-event email communications about a specific 
sponsor
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Branding during the event
During the event, you can find a variety of ways to promote your 
sponsors and exhibitors. Here are several:

 » Sponsored sessions where the sponsor delivers content

 » Sponsored keynotes where you bring in someone they have 
a relationship with that you may not

 » Branding on the trade show booths (virtual and in-person)

 » Sponsored listings and highlighted exhibitors

 » Session background branding

 » Sponsored posts on the activity feed

 » Sponsor interstitials or commercials before or after sessions 
or during breaks.

 » Branding on email marketing opportunities

 » Surveys and interactive polling

 » Branding on games and contests

 » Push notifications with sponsor branding

Branding after the event
You can offer sponsors and exhibitors additional opportunities on 
the event site if you keep it running after the event ends. These 
include:

 » Surveys

 » Blog posts

 » On-demand content

If appropriate for your event, consider letting sponsors create 
their own virtual workshops (perhaps with new content to sell). 
Also, they may want to supply their own swag bag with virtual 
goodies.
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Providing Virtual-Only Opportunities  
for Exhibitors and Sponsors

Although hybrid events bring new opportunities for exhibitors, 
you need to consider what to create for two complete experi-
ences—one for virtual attendees and one for in-person ones. 
First, you need to help sponsors discover what the hook will be to 
get attendees to engage with their brand. Will they visit a virtual 
booth? Will the fact that they paid a registration fee encourage 
them? Is there some interactive element they can provide? Figur-
ing out the motivation to attend a virtual booth is the most chal-
lenging part to solve.

Consider what you need to add to support this experience. You 
need the ability to provide:

 » Self-scheduling for virtual appointments and the ability for 
attendees to instantly share contact information with 
exhibitors.

 » Technology for a virtual booth that can accommodate 
one-to-one or one-to-several visitors.

 » Breakout room capability for virtual booths.

 » The ability to capture inbound leads for exhibitors.

 » Exhibitor’s video-on-demand (VOD) content, sponsored ads, 
and other collateral video right from the virtual booth area.

Your choice of event platform not only determines how well you 
support your attendees. It also helps you create a robust expe-
rience for your sponsors and exhibitors. You don’t want to turn 
down some added benefit to sponsors and exhibitors because you 
don’t have the technical ability to deliver.

Creating an ROI Report for Your Sponsors
Sponsors want the same thing that exhibitors and event 
producers want, and that’s being able to show their management 
an impressive return on investment (ROI). According to the 2020 
“Virtual Event Tech Guide” from EventMB/CMP, approximately 
25% of tech providers don’t offer analytics for proving sponsor 
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ROI. This is a significant oversight. You need to make sure you use 
an event platform that enables you to collect all the data you need 
to demonstrate value to your sponsors and exhibitors.

A smart business choice is to create a personalized ROI report 
for each sponsor to let them know how their participation was 
received. You can include specific quantitative data like the num-
ber of attendees, attendee demographics, leads captured, polling 
and survey results, page visits, the number of links clicked, and 
the content downloads. (For more about specific metrics to cap-
ture, see Chapter 8.)

To make the report more personalized, you can also include:

 » Highlights: Give sponsors your feedback about what they 
did well and how you think the event supported them. This 
can also open a discussion on what you can do to support 
them in the future.

 » Verbatim feedback: Actual responses from participants 
help sponsors and exhibitors craft their message and 
determine what jargon or other specific language to use.

 » Photos of sponsor items/space: Sponsors appreciate 
having you take photos of their in-person area. Professional 
photographers are a value-add.

 » Sponsor mentions on social media: You’re surveying and 
collecting data from social media. Make sure to provide 
sponsors with their data.

 » Indications of brand awareness from attendees: Share 
any data you have about how well sponsor messages broke 
through.
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Chapter 8

IN THIS CHAPTER

 » Looking at different types of hybrid 
event data

 » Tracking metrics to demonstrate success

 » Examining the attendee journey

Using Analytics to 
Maximize Value and 
Prove Impact

The abundance of data available to us today is staggering. 
You can capture analytics about every part of your hybrid 
event. The key to success is capturing the right data to pro-

vide you with the insights you need to optimize and continuously 
improve future events and better understand attendee and account  
behaviors.

In this chapter, we look at the types of event data you should 
 collect and the value of using that data.

Determining Which Event Data to 
Capture and Why

If you fail to capture the right data, you may miss an opportunity 
to monetize an offering or provide value to your own organization 
or your event sponsors. In the following sections, we consider 
three general types of data to collect: event data, profile data, and 
engagement data.
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Event data
Event data is about the event itself and includes event type cost 
data, location choices, session totals, and registration count. This 
data gives you the ability to compare performance from one event 
to another. Over time, you’ll not only be able to better assess 
meeting spend, you’ll get a much cleaer picture of what types of 
events, locations, dates etc. are the best performing.

From the very start of event promotion to the end of the last ses-
sion and beyond, try to train yourself to look at the type of event 
data available to you and go after it. You’ll never be sorry that you 
collected analytics that you don’t use. But you will be sorry if you 
don’t collect an essential piece of data that may be lost forever.

Profile data
Profile data tells you about your audiences. It’s imperative to col-
lect all the data you can, but be mindful of the data security and 
privacy regulations that govern your event. Anything that you can 
learn about your attendees will help you create a better event and 
optimize for the future. You can collect:

 » Demographic data: This describes the attendee and their 
name, address, email address, and so on.

 » Firmographic data: This data tells you about the company 
the attendee works for. It can alert you to a new vertical or 
attendee type to target if you can spot patterns.

Engagement data
Engagement data helps give you a clearer picture of the interests 
of individual attendees, and the organization and accounts they 
represent. This engagement data means you can build a relation-
ship with them based on genuine interests and needs, not just 
perceived ones. See the later section on “Capturing data along the 
hybrid attendee journey” for more about engagement activity.

You can collect lots of engagement data as people register for the 
event, attend and engage with sessions, choose their agenda ses-
sions, make appointments, and utilize your mobile app.
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Focusing on the Hybrid Attendee Journey
To understand the data you can collect at every stage of the event, 
it’s helpful to begin by examining the actual behaviors you want 
your customer to take on their attendee journey, whether that 
journey is in-person or virtual. The following sections look at the 
four different stages and outline some of the actions you want 
both your in-person and virtual attendees to accomplish that 
will deliver interest data (which we’ll talk more about in the next 
section).

Registering for the hybrid event
You want your event website to create a great first impression. 
As discussed in Chapter 3, your website should look professional 
and include all the inspiring messages and information that make 
your customer want to sign up. You want to encourage them to:

 » Respond to pre-event marketing: All the marketing you’ve 
done, including such things as advertising, social media, and 
emails, should bring them to your website. This provides an 
early signal about the attendees’ intent to attend virtually or 
in person.

 » Choose the experience that’s right for them: Your 
registration needs to give clear options to attend in person 
or virtually so the individual chooses to sign up to attend.

At this point, you have an opportunity to personalize content and 
programming based on the choices they make in registration. 
Personalized content helps people feel welcome and engaged.

Preparing to attend
You want to do everything you can to sustain excitement for the 
event and cut down on no-shows. Think carefully about what you 
want people to do between signing up and attending. You may 
want attendees to:

 » Review the agenda and online event guide: You want 
people to discover as much as possible about the event as a 
whole, and the learning potential.
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 » Build their schedule: It’s essential to get attendees to take 
the time to know what to expect, see what sessions are 
available to them and who the speakers are. You want to 
make sure they don’t get so busy that they lose interest.

 » Request appointments with exhibitors and sponsors: 
The sooner attendees make commitments to meet exhibi-
tors and sponsors, the more likely you’ll create new opportu-
nities for everyone.

 » Understand safety measures: As attendees prepare to 
attend the in-person experience, ensure you’re providing 
them with the information they need to feel secure in their 
travels and when they arrive onsite.

 » Download your event app: If you have an app, you want 
to make sure they download it right away so that they can 
receive all the necessary event information, even on-the-go.

Attending the event
At this stage, you want all attendees to not only come to your 
event, but to stay engaged. Here are some actions you want both 
audiences to take to ensure that they stay engaged:

 » View session content from in-person rooms, live 
streams, or recordings on-demand: You want them to be 
aware of all live sessions they can access, view, and know 
where they can find on-demand recordings.

 » Interact with live Q&A, polls, and surveys: This is real-time 
data that can help you gauge how well the event is going.

 » Create virtual networking connections: The in-person 
audience can more easily network and make connections to 
others. Virtual attendees welcome ways to network virtually 
as well. Make sure they know how.

 » Look at push notifications and social sharing on the 
activity feed: Helping all attendees see the wealth of action 
happening both in-person and online is essential.

Re-engaging after the event
After the event, you want to make sure that you provide a myriad 
of ways for attendees to stay connected. Here are a few behaviors 
you can encourage them to do:
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 » Engage in post-event surveys and other marketing 
activities: This helps you get valuable feedback and keeps 
you in touch with attendees after the event.

 » Follow up with new contacts: You want attendees to 
enhance their opinion of the event by contacting new 
connections. Don’t overlook the need to make after-event 
networking easy.

 » Review on-demand recordings: This will keep them 
returning to the event for continued learning and engage-
ment even after the event.

 » Receive credits and certificates: Make sure you follow up 
with attendees to recognize their participation.

Capturing data along the hybrid  
attendee journey
Identifying and collecting attendee data from all parts of the 
event is essential—pre, during, and post. Consider the following 
suggestions of specific touchpoints from which you can collect 
data that will help you analyze the event’s ability to provide value 
to everyone:

 » Pre-event data elements: Audience segmentation, 
registration status, registration data, registration questions, 
pre-event surveys, session enrollment, campaign opens, 
clicks, views, form fills, and conversions.

 » During-event data elements: Event check-in, venue floor 
traffic, online event login, app downloads and logins, session 
attendance, session duration, session feedback, speaker 
rating, session rating, polling responses, questions submit-
ted, chat interactions, social posts, clicks and downloads, 
page and booth visits, leads captured, form fills, and 
appointment status.

 » Post-event data elements: Attendee SAT scores, survey 
responses, engagement scores, CEU credits, event costs, 
event revenue, and event ROI.
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Evaluating Engagement Data
From the invitation to the post-event survey, each event interac-
tion is an opportunity to engage with your attendees and learn 
more about them. Now that you’ve looked at the behaviors you 
want your attendees to engage in, and what data elements are 
associated to each phase, you can turn your attention to evaluat-
ing valuable data along each of the event touchpoints.

To determine how engaged your attendee is, you can score their 
actions using an engagement scoring tool that enables you to 
assign points to attendee behavior to determine how involved 
they are and what they value. Doing so helps you get a snapshot 
of the event and ensures that you deliver the next best offer based 
on their level of engagement with your event.

Check whether your event technology provider offers this capa-
bility. It should be easy to use and help you gain a real under-
standing of your attendees’ interests.

In Figure 8-1, you see a representation of each of the actions an 
attendee has taken as she moves through the event. You set up 
which actions you want to score. They can include such things as 
keynote attended, appointments scheduled, and survey answered.

FIGURE 8-1: Analyzing activity data.



CHAPTER 8  Using Analytics to Maximize Value and Prove Impact      67

These materials are © 2021 John Wiley & Sons, Inc. Any dissemination, distribution, or unauthorized use is strictly prohibited.

Using Data to Prove the Impact
The pandemic has brought many changes to the event space, 
and many of those changes will remain. What won’t change is 
your need to prove a return on investment (ROI). For this reason, 
you need to prepare well in advance of your event to determine 
the data that will satisfy management. You need to determine 
the exact metrics you’ll track to follow your customer along the 
attendee journey.

Focusing on data to prove the impact
Some specific metrics can help you prove to management that 
your event was a success. Here are several to consider:

 » Attendee and lead counts: Number of attendees, new 
leads captured, deals closed.

 » Direct and indirect revenue: Registration fees, new 
pipeline added, deals closed, donations.

 » Brand awareness: Brand mentions on social media and by 
other influencers and other media.

 » Event Cost: Total event cost including all venue-related 
costs, travel, programming, and professional services.

 » Direct audience engagement: Questions submitted, chat 
participation, poll results.

 » Content Consumption ad satisfaction: Sessions attended, 
views, clicks, duration, downloads of content, and watching 
on-demand content.

 » Feedback: Attendee satisfaction, feedback from speakers, 
sponsors, and other stakeholders.

 » Sponsor Satisfaction: Booth visits, new leads, and deals 
closed.

Integrating data with customer  
relationship management (CRM) 
software
Importantly, your event data platform must be able to integrate 
with your CRM and other marketing automation software to ensure 
that you maximize the value of engagement data you captured.
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After many events, an organization’s Marketing and Sales teams 
play central roles in following up with attendees to continue 
the  conversation in the hopes of securing additional sales or 
 donations. These teams live in, and rely on, CRM and market-
ing automation tools to house key buyer information and help 
automate and personalize their post-event follow-up. As event 
engagement  data adds to the buyer profiles already in these 
 systems, a much clearer picture of attendee interest emerges, 
helping your sales and marketing teams take the next best action.

Do you want to be able to develop actionable insights after the 
event? When you unify your data and combine it with your 
 customer’s full profile, you can quickly follow up.
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Chapter 9

IN THIS CHAPTER

 » Working with your team and your venue 
to prepare for the event

 » Helping speakers get familiar with the 
technology at the venue and virtually

 » Planning rehearsals for in-person and 
virtual speakers

Getting Your Team 
and Presenters Ready 
for the Big Day

You want your event to be a runaway success. This requires 
lots of planning and effort to ensure that everyone has what 
they need to do their best work.

In this chapter, we look at how to make sure your cross- 
functional team and your speakers (both in-person and virtual) 
are ready to go on the big day.

Preparing Your Team
In Chapter 2, we discussed creating the cross-functional team you 
need to support a hybrid event. We looked at the different skill 
sets required to accommodate additional technology and teams in 
multiple locations.
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Consider the three main areas that must be covered when you get 
to the big day as a refresh. They are:

 » Clear designated roles: Everyone must be clear about the 
role they will play. There shouldn’t be any confusion about 
who is responsible for each part of the event and whether 
they’re supporting a virtual or in-person component, or both. 
You may need to make considerations for temp staff or 
tapping into new team skills to appropriately support your 
new event scope.

 » Communication protocols: Because your team is on the 
ground and virtual, everyone should know what they need to 
do to contact a member or send notices about updates.

 » Contingency plans: As an experienced event manager, you 
know that you need to put documented contingency plans in 
place for all parts of the event. This may mean enhanced 
tech backup plans in case of issues. Hopefully, team 
members will have read those documents and are ready to 
take action if needed.

Working with Virtual Speakers
As an event planner, you probably have experience working  
with in-person speakers. Now that hybrid events are a fact of life, 
you need to add new tactics to accommodate virtual speakers. 

CONSIDERATIONS FOR IN-PERSON 
SPEAKERS
Consider that in-person speakers now have different considerations, 
with the virtual audience being active listeners. Think about how 
live Q&A can be fielded from both in-person and online attendees. 
How can the speaker make the online audience feel included, 
acknowledged, and engaged?

Also, they may need to be more familiar with how their content will be 
viewed online, especially if livestreamed, simulive, or even on-
demand. What type of technical support might they need?
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They may be new to a virtual speaking audience, so you want to 
make sure you have prepared them well.

Preparing speaker content
As you prepare your virtual speakers, you need to remind them 
that they have to think differently about their presentations. They 
need to evaluate how their virtual audience will receive their talk 
in real time versus on-demand.

They also need to remember to turn off all notifications before 
they start and to remember that their presentation materials and 
slides have to be ready and downloadable for a virtual audience 
before the session.

Discussing the technology
It’s imperative that speakers become familiar with the technology 
that will be used for their session. A speaker manager should plan 
to have a few calls ahead of the event to field questions and help 
them to feel comfortable with their session’s requirements.

Typically, the questions they have may include:

 » Audience: What is visible to them as they speak? Can they 
see their audience? Will they be able to see the questions 
being asked?

 » Content: Are they controlling what’s on the screen, or will 
they have an assistant? Is there an emcee?

 » Live polls and surveys: Do they know how to deal with such 
things as polls or surveys taken during their talk?

 » Support: What kind of technical support will be available 
during the session?

Practicing using the technology
To practice using the technology itself, have your speaker follow a 
checklist that might look like the following:

 » Download the virtual event technology: A best practice is 
to make sure they download it in advance to practice.
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 » Test their internet speed: Their speed should be at least 
10Mbps upload. Have them use a link like https://fast.
com/ to test it.

 » Test ‘going live’: Have them start a meeting or livestream so 
they become familiar with the user/speaker interface.

 » Become familiar with audio and video settings: Ask them to 
use the “Mute/Unmute” button and the “Start Video” button.

 » Practice how to screen share: Have them practice sharing 
their screen with the “Share Screen” button.

There are also several other things you want to consider. Do your 
speakers know:

 » How Q&A will be handled?

 » How chat sessions will be monitored?

 » How (and if) teleprompters will be used?

 » If a studio is being leveraged, and what are the consider-
ations for that?

 » Will some folks be live in the onsite room?

 » What do attendees and venues need to think through to 
accommodate?

Make sure to address these issues to ensure that your presenters 
are well-prepared.

Paying attention to timing
As anyone who attends conferences and events knows, session 
timing is key to a smooth-running event. Once the schedule is 
thrown off, the entire day gets more confusing for attendees and 
other speakers. Have the speaker track the presentation’s length 
and encourage them to memorize as much as possible.

If you’re working with a speaker who is unsure about their 
 presentation, you may wish to pre-record it and then take 
live questions. If a speaker is going to speak live, you want to 
make sure that they’re comfortable with the amount of time they 
have to talk.

https://fast.com/
https://fast.com/
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Choosing the right environment
New speakers, whether virtual or in-person, are not often versed 
in the kind of environment that would be best for their presenta-
tion. Here are some suggestions for them to consider. Have them:

 » Select a room that has minimal echo and distractions

 » Use natural lighting to brighten the room

 » Position the camera at eye-level and avoid moving forward 
into the camera

Consider what your background looks like. Choose something 
simple rather than a virtual background, which may distort your 
image, and takes a lot of computing power.

Scheduling rehearsals
Encourage speakers to rehearse with their content on the screen 
so that you and they feel comfortable. Go over their slides with 
them to ensure that they’re readable on-screen. If they’re going 
to use a script, they need to practice reading it at eye-level so 
their face can be seen.

Also, make sure that they understand where the cameras will be 
and how the presentation will be recorded.

Helping speakers achieve their  
goals as well as yours
Speakers usually have several goals when speaking at an event. 
They may want to promote something of their own or simply 
develop brand awareness. Find out how you can assist them in 
achieving their goals. Perhaps you could interview them after the 
event, or provide a link to some downloadable content. Remember 
to ask what you can do to help them.
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Chapter 10

IN THIS CHAPTER

 » Evaluating your hybrid team

 » Picking a hybrid-capable stage

 » Looking at measuring value and proving 
impact

Ten (Okay, Nine) Steps to 
Successful Hybrid Events

Looking for simple takeaways to consider when thinking 
about hybrid events? Here are nine for you to consider as you 
begin to plan and prepare.

 » Strategy—Deciding to Go Hybrid: Hybrid events formats 
offer planners increased flexibility—a powerful tool in your 
toolkit to drive business outcomes. Hybrid events are opti-
mized to reach the largest audience possible and provide the 
opportunity to drive even more revenue than in-person-only 
or virtual-exclusive events. Chapter 1 has more on this.

 » Teamwork—Think Carefully About Your Hybrid Event 
Team: Ensure that you have people with the right skill sets. 
They need to be tech-savvy and have the ability to perform 
across functions. Your team may need new skill sets in 
addition to those needed for traditional event planning. 
Always include a designated team lead and a shared under-
standing of the event’s goals and purpose. It’s vital that all 
team members understand why you’re holding the event 
and what success means. Head to Chapter 2 for more about 
crafting a cross-functional team.
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 » Marketing—Two Experiences, One Event: Creating a single 
event that satisfies virtual and in-person attendees requires 
a mindset adjustment. Think about each audience type and 
their experience—then ask how you can make each exciting 
and valuable in its own right. Your event objectives and 
outcomes should set the stage to deliver the right program-
ming to the right audience. Be sure to deliver a cohesive 
branded approach across all marketing touchpoints, from 
email and registration website to mobile app and feedback 
survey. Chapter 3 goes into more detail.

 » Venue—Find a Hybrid-Capable Stage: Picking the right 
venue helps deliver a safe, exciting, immersive, and engaging 
environment for in-person and virtual attendees. You want 
to be sure that the venue you select can accommodate the 
right technology and adjust their space to meet your total 
event needs. Most of all, look for a venue that’s collaborative 
throughout the entire event planning process. Read 
Chapter 4 for more about finding the right venue.

 » Content—It’s All About the Show: Once you’ve decided 
that your event will be hybrid, content planning and execu-
tion gets more complicated. You need to create audience-
based agendas that attract and captivate both in-person 
and virtual audiences with distinct, compelling content and 
programming. In addition to mapping out agendas for 
each audience, you want to determine what programming 
elements you want to be available to both audiences. You 
also need to determine how that content will be produced, 
delivered, and consumed to optimize all experiences. 
Chapter 5 delves deeper into all things content related.

 » Community—Driving Engagement Within Hybrid Events: 
That feeling of community is what makes an in-person event 
truly meaningful. It’s important to acknowledge that the 
connections we create when face-to-face are not directly 
translatable to the virtual space. However, there are valuable 
ways to bring this same sense of community to your virtual 
audience. It’s about helping virtual attendees feel emotion-
ally connected to your brand, content, and with one another. 
Lean into interactive engagement opportunities and 
experiential elements. With your event facilitating these 
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deeper connections, organizations will see better engage-
ment with their event and ultimately deliver ROI. Refer to 
Chapter 6 for more about community and engagement.

 » Sponsors and Exhibitors—Take Advantage of Increased 
Opportunities: A hybrid event is an opportunity to sell more 
sponsorships—and a chance for exhibitors to expand their 
reach exponentially. You need to change your mindset to 
deliver new value to sponsors and exhibitors. You do this by 
leveraging new technology to prove their participation is a 
success. Don’t forget to take inventory of the new branding 
and lead generation opportunities you now have available. 
Consider creating a video ad roll or interstitial loop to thank 
and showcase your sponsors and drive traffic to their 
booths. Head to Chapter 7 for more.

 » Insights—Measure Value and Prove Impact: Hybrid 
events offer an abundance of data about virtually every 
aspect of the event. The key to success is capturing the right 
data to provide insights that optimize and inform future 
events and your business. This includes event data, profile 
data, and engagement data. Find out about using analytics 
and more in Chapter 8.

 » Planning—Make Sure Attendees and Presenters are 
Well-Prepared: It goes without saying that in this new world, 
helping your team and your speakers get familiar with new 
technologies both virtually and at the venue is critical to 
success. That includes rehearsals for in-person and virtual 
speakers, prepping your team, clarifying communication 
protocols, and designing contingency plans. Refer to 
Chapter 9 for all you need to know about getting everyone 
ready for the big day.
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