Digital Event Strategist

Lesson 1: Digital Event Strategic Planning

LEARNER OUTCOMES:

o l|dentify the differences among a Live, Simu live and On Demand session or event.

e Review a variety of event types and strategies to best align events with the right
technology.

e Explore the types of events that are better-suited for self-service platforms vs. full-service
platforms.

Presented by
Debi Scholar, GLP, GTP, CMM, CMP, SSGB, CTE, CTT, CBST, DES
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BUILDING DIGITAL INTO YOUR MEETING STRATEGY
INCORPORATING DIGITAL EVENTS INTO YOUR MEETING & EVENT STRATEGY

It's an exciting fime in the digital events area with so many technologies, however, we have to
put together the right strategy to be successful and show our successes in a measurable way.

Why is a one-page digital strategy arficulation map important?
e We no longer look at things on an event by event basis
e What does your 3-5 year plan look like2 Not only for your digital event but your entire
organization’s event strategy.

Example

Digital Event Strategy aligned with Meetings & Events

Incorporate Digital and Hybrid Meetings into your Strategic Meetings Management (SMM) Program

Strive to be the world leader in connecting and engaging people to support the Business goals of expanding market
share and demonstrating innovation by building a world class Meetings and Events program for all participants,

in-person and remote.

Achieve our vision through
* Business Partnering

* Customer Engagement

* Optimized Processes and Operations
* Innovative Solutions

Digital Strategy

Technologies

* Innovative Technologies

* Key Performance Indicators
* Self-Service, Full Service,
Synchronous and
Asynchronous

People / Processes

Governance

* Meetings & Events Council

* Leadership Modeling

* Align M&E and digital strategy
to business goals

* Operating Model Standardization
* Change Management,
Communication and Training
Preferred Supplier Roster
Country / Division Toolkits

Implementation * Project Plan and Timelines * Meeting Agency Education * Resource / People Education
* Supplier Strategy * ROI / ROO / ROE metrics * Support Strategy
|+ Broaden brand awareness * Extend reach for speakers and participants * Demonstrate innovation
* Build community * Drive sustainability and social responsibility * Grow revenue / reduce costs

Key areas to articulate:
e Vision & Mission
o Align with your organization goals
o Integrate with your strategy for training, meetings and conventions
o Covers in-person as well as the digital events
o Digital Strategy
o How will you achieve it?
o Do you need a governance model that brings stakeholders together2
o What are you going to do about people, process and technologies?
e Implementation
o Whatis the resource model?
o Support strategy
o Supplier strategy
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o Project plan and timelines - What can we accomplish this year, next year and
five years down the road?
e Benefits
Broaden awareness of product or service
Build community
Expand reach
Drive sustainability and social responsibility
Demonstrate innovation
Grow revenue/reduce costs

0O O O O O O

BUILDING YOUR STRATEGY

Do you have a 3-5 year digital strategy?
A digital meetings and events project charter will help you organize your thoughts.

Example +" Project Charter Template

Digital Meetings & Project Mame Digital !/ Hybrid Mastings Ghbal. Al Dindgions

Events

Prgject Charter Project Leader [Mama] Meatings Counci

Title/description
Digftal/ Hybrid meerings incorporated into all Meeting Types (Marketing, Training, Customer, Exhibits, Leadership, efc.)

Scope-Define the Project Measure-As s vs, Future Deliverables (strateqy, operations)

+ Dngital ¢ Hybrd Mestings for eternal = Relumn on Ivestment, Relum on Objective, ¢ Divsion and Country Toobot mchsdes:
business mestings inclding brand 1sam Ratum an Engagemant = How o measure success (ROI, ROD, ROE)
meatings, general business mestings, = Spend (Meatings, Evants, Trainng, Traval, = Gowemance struclure, policees
trainang, s6c.; for exiemal meatings such &s elc.} * Resourcas / Operations {people end procasses)
Cuslomes Mestings, Conlerances, alc. = Parficipant and Spaskar onginating = Prafermed suppler roster far esch meeting type
+ Ifapphcehle, define ravarue streems from lacations; identify coporiunity bo leversge Tachmologias avelabla, along with negoiatad rate
digital and hybrid addifional speakers and afandance from cargs
» Al Divisions; &l Countries oiher couniries, virtsaly = Quick Relerance Guldes
= Ofher melrics by meeting fype may be = Treaning for Plamnars, Tramers, Spaskars, e
requarad = Change Managameant Plans {communications,
Hey projectmilestones/activities (Link to project plan) Benefits Expected
Milegliona sclivity Daadling = Adoption fo digial meatings & events wil continue {0 gen momentum
= Align lechnology and supphars 1o Usa Cases by [ircs ait] and resull in ncreesed engagement, grester cppariunities 1o wse
meeling bype fintemal, exemal, congresses) warklwida subjact mater espers, abdity fo demonstrate inndvation, and
* Finaliza aducation and teakits for each maeting ypa recuced costs for paricpants and possibly Sie organizeton.
« Adoglion to dighal mestings = Conlinue to aign project feams,; prodoe angoing communicatians
+ Cultural acceptance io digitel events in some counknas * Develop configurations besad on Use Cases; align right technology
= Country bandwidih and cultural accaptance providers wilh Usa Cesas, engaga Procuramant for strategic somrcing
= Compliance /legal concems = Develop looki{s) based on mesling bype

e Scope - define the project

¢ Measure - current vs. future

e Deliverables

o Key project milestones/activities (project plan)
e Benefits expected

o Key risks and issues

e Next steps

ORGANIZE STAKEHOLDERS
Bring your stakeholders along on your journey! If they help you build it, they will come.
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Who are your stakeholders?
e Marketing

Sales

Meetings/Travel

IT

Procurement

Finance

Listen! So you can create a project charter and vision that represents the entire organization.

Who are the “do-ers” that will help you achieve successe Build your dream team.
e Meetings & events manager/lead
o [T/digital support manager
e Training manager
e Procurement manager

Align leads with supporting work streams
e Marketing and sales
» [T/digital
o Meetings, travel and training
e Procurement
e Change management/communications

NOTES:

BUILDING TECHNICAL CAPABILITIES

Match Meeting Types to Technologies
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Strategy: Match Meeting Types to Technologies

* Training, Education, Development

Con : + Presentation | Wabcast Technologies
erliogs. « 30 Virtual Enviranment Technalogies

» Client-facing Marketing

Supplier Strategy
» Developthe RIGHT Supplier Strategy Globally, Regionally, and Locally based on Meeting Types
= [If applicable] Identify Revenus Streams

Meeting & Event Types Supplier Technology Solutions

- + ZSall-Senice Technologies
R + Collaboraticn Technologies
= Marketing, Sales + Video Canferencing / Telepresence Technologies

Develop the right supplier strategy globally, regionally and locally based on your meeting

types.

Build a program strategy around the five (5) As:
1. Any meeting type
2. Anytime
3. Anywhere
4. Any device
5. Anylanguage

Does the meeting require a presentation or collaboratione Or both?

Presentation
o Presenters (one or more) address attendees
o Typically a one-way dialogue, sometimes two-way

Collaboration
e Collaboration among many presenters or attendees
o Team meeting
o Recruiting session

Select the right technologies for your meeting type based on collaboration vs. presentation.
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Strategy: Selectthe Right Technologies

Meeting Type Collaboration / Presentation Service Provider
Team Meetings Collaboration Usually Self-Service using common
toaols
Training, Education Collaboration with ability to use virtual Self-Service or Supplier-Serviced
break-out rooms, using common tools
trainer back-channels, etc
Recruiting Collaboration but may have unigue Self-Service or Video Conferencing /
requirements for asynchronous TelePresance
uploads for initial interview questions
Marketing, Sales, Presentation, Exhibits, Collaboration Supplier-Serviced, e.g. Webcasis,
Conventions Virtual Exhibits and Symposia
Communications Collaboraticn and Presentation Supplier-Serviced Town Halls, etc.
Ancillary engagement (e.g. social Collaboration and Presentation Self-Service or Supplier-Serviced
media, self-service live vides streams,
ete.)

Meetings, Conventions, and Events may combine multiple technologies and services e.g. a) engagement through
social media, b) webeast, ¢) Twitter, d) Periscope, @) perpetual on-demand environment

It's possible to combine multiple technologies and various services to meet your program

strategy needs.
A variety of solutions can align with your digital event’s needs.

For example:

Educational meeting in Madrid, Spain

200 on-site attendees

Broadcast to two remote sites with 50 attendees each
Record content for on-demand viewing

Education or Communication —content streamed from one ariginating site to two remote locations live and remote

Madrid, Spain
Solution * Madrid (main site) =2 remote locations were live (Italy and Germany)
* On-Demand will be reguired
+ Simulated YWebcast will be made avalable

Live Broadcast On-Demand

Jafuien o aif cowninias al sames ime amd recanded) favalanie o0 SODEAs BhGS MAUTRY — T me ST Al E0arTh; Fme wih muiicls
g ong Boafion ol o Vme, oowd inclede & VTS OF WIS ST PRa-ECOGTRT SIMCATOGLEd
Vv pampaear baf sod synohvoniaed COMinel Elao M Do S5ed & Prosies wai oD
SOVERE DOUA TS OF Wiakars) EA-CETTR G OF E WS T WV SRS 1 Sl

i‘_ }m B e e
‘_._,_,..-? mBde Sl te cOR e B B BIMGAmes B 0T
= Expect 5 pp aach [
[E-2
200 i = m P
peaphe ansite BNt 100 TOm Spart D
» B = aia@ch el
[ o ] il 1
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parsicipants

2l

= 1 pp expacted
Opticn 1.2: Price: §$ Option 5.1: Price: § Option 3.2 Price: 3

Communicating the options and suppliers to your stakeholders
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o |dentify 2-5 options per meeting type
e Price out the options using your preferred meeting providers
e Encourage innovative approaches

Strategy: Offer Options with Simple Pricing
Hybrid Configurations

1. Live meeting originating in one location with one or several remote locations (ne individual remote
presenters or participants)

Option#1.1 - no video _ » Less Cost
i/’ > + Less Bandwidih
' + Less Engagement
i-”“‘b_’ & *_ * May be best for some couniries, venues

Option#1.2 = 1-way video

» Less Bandwidth with Video 1-way
« Less Engagement for Remote Sites
= Less chance of not working

3T

Orignating Sits

* More engagement

E’J * More bandwidth, more complex

Ny hﬂlqii wanme apaons o develop Sie ight solation

Hybrid Configurations

2. Live meeting originating in one location with one or several remote locations and remote participants;
possibility of remote presenter(s))
Less Bandwidth

oo e ==
,E'/’ & Less Engagement
f}_ﬁi—b . ] May be best for same countries, venues

and presenters.

Less Cost

8 % =

Option #2.2— 1-way video
i il
mm‘gﬁz et

Option #2.3 - multi-way video

b <

Less Bandwidth with Video 1-way
Remate presenters could use webcam
Less Engagement for Remote Sites
Less chance of not warking

Meore engagement
More bandwidth, more complex
Mare options

® 5 8 =

Mora costhy
[L5T] hul._f; TS GPEONS 1D BaveoE T righl sekilisn
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Hybrid Configurations

3. Pre-Recorded (“simulated live” or “simulive”) criginating from Streaming Supplierto one or several remote
lecations and remote participants, possibility of live or remote presenters during agenda

1 =+ Unedited or Edited Recording streamed o
Option #3.1 - no video — f — Remote Venue(s)
i :i_ Lk ansia * Recording may be accessed through URL or
winengie | Portal
andir Famate |+ Levss costly without video for onsite
EHI‘NI‘H

] * Same as above except
— i' ] remote participants will
e have live exparence with

with on.sile vides as part of agenda
| streamed to them
Rarmale

participanis

Liw anaia

* Same as above except if 2

i-‘_l ar more remote venues, each
location has camera

* More costly

Virtual Configurations

4. All Virtual criginating from studio or remote presenters to remote participants

Option#4.1 - Speakers in Studi
pion e ofs) + Live Presenters may be in one or more Production Studics

* Video live broadcast/sireaming or slides with stafic picture of
presenter(s)
« Quality production will improve output and experience

+ Same as above with remote presenters
+ Record either 4.1 or 4.2 for on-demand

On-Demand Configurations (Perpetual Environment)

5. Virtual, On-Demand content for all remote participants
Option #5.1 = Gn-Demand 247

« Edit Content for improved guality

+ Portal options avallable

* Questions can be asked and responded to within a
reasonable amount
of time

+ Live virtual session can be scheduled
pencdically for
those participants who attend the on-demand
SeELions

* Remete presenters may be in one or more
Production
Studios or Remote and present via Audio
and/or Webcam

i

mamsian
with remobe

= Bl Suspiior portal hasts

comen oi-damand
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Education or Communication —content streamedfrom ane originating site to two remote locations live and remote

Madrid, Spain
Solution « Madrid (main site) - 2 remcte lecations were ive (ltaly and Germany)
* On-Demand will be required
* Simulated Webcastwill be made avalable

Live Broadcast On-Demand
Jatumn b il counfras &l same e and reconded) faralanle oniie, So0SSS WhGT MUy —  (Tres e St Al ZDerEh; Fme ph muticks

g one boafon of a ¥, oould nckede & VNGRS OF WSS SSAT0 SO0-SCONIN SITCATOAISd
R S T D0 S0 & PSS RS dait 10 D
: = Expect 50 pp aach
f3a € =
-3
3
200 peaple ansite Exgezct 100 rom Spai
e G5 peoaiaech el

o composadt baf Aol synchvended
SOTAES OOUATTES OF Witiers)
minde nalatie pox event & B4y BMGmA e 0
daraslueiras]

TR OF i WORETS WY Vi SOTASS I Pl
'ﬁ Remcte

furchoaaiy. Ofd ferussny necered v avd
parsicipants

= 100 pg expacted
Option 1.2: Price: $ Option 5.1: Price: § Option 3.2: Price: §

Configuration Options:

1. Hybrid - Live meeting originating in one location with one or several remote locations
(NO individual remote presenters or participants)
1. No video
2. One-way video
3. Multi-way video
2. Hybrid - Live meeting originating in one location with one or several remote locations
AND remote participants, possibility of remote presenters
1. Novideo
2. One-way video
3. Multi-way video
3. Hybrid - Pre-recorded (“simulated live” or simulive”)
1. No video
2. One-way video
3. Multi-way video
4. All Virtual
1. Speakerin studio(s)
2. Speakers in studio(s) or remote
5. On-Demand (Perpetual Environments)
1. On-Demand 24/7
2. On-Demand 24/7 with virtual, scheduled live session

Using the different meeting types and configurations and digital event providers, you can pull
together a digital event strategy for any meeting type using the right suppliers in the right
location for the right services.
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BUILDING THE RIGHT RESOURCE MODEL

What are the different resources you may need for one or meeting types in your digital event

strategy?e
Will you buy the services you need from one supplier or multiple?
If multiple suppliers, who will oversee and manage the whole project?

Strategy: |dentify your Resource Requirements

Design a Strategy — Decouple suppliers or Combine suppliers based on need {e.g. hybrid, all virtual, etc.)

Mesting Management Creative or Content Agency Virtual / Digital Event Agency
* Prajct mansgement; oversight of all supplers » Program developmeant amnd consuting = Widea confarencing, sireaming
= Source vanue, may b agancy o sakact athar + Spaskar managamant = Virugd booths, emaronmants
supplicas including virtual | digitel + Cragive (invitabons, communmcations, = Codecs (or &) supphar)
* Pra-planming, onsite Imglkementation engagemeant, wrual booths, e )

= Enginears, Producers
= Aandea managamant, budgat, mastng apps + Writers, aganda managamant, rahaarsals

» Post-mesting analysis Trom &l suppliers

= Maetng apphcatons, provsonad iPads, atc.
= Pogt-production edils

Audio Visual [ On Site Production Exhibits [ Booths Portal / Archive Platfiorm
+ Imroom AN, .. microphones, compulers, + Wirtsal and ! or virtsal booshs for convention ar * Portal / wabsia that conlans links to conbant
SEresans, ﬂlpﬁl'dl'&'.'lﬂ. cameras, wireless chokers wirlual esmaranmeant reposfaries

o edhviance slides, speaker phones, e

+ \idan codacs for avant are oflen supplied by &Y
supphber for the wlual supplier

+ Ay techmicians

LWL links o sireameng
= Coateait Digiribaticn Mebaork (SO

+ Drayaga, storaga, support

» Boath design amd budd = Entefprise vided confent mamagemant whea e

Cwerssght af the suppliers may be pravided by the Meabing Managemaent Agency, Praject Manager, or Virteal Meating Plannaer | Praducer

Digital Meeting Planner Digital Content Designer Procuremant
= Consulls wil requesier » Eslablishes requirements and confirms tarpel = Teams wilh Education, Development, IT,
« Recaivas requast, adds to cakndar audienca Malatngs Trenel, and athar stekaholders to
+ May act as project managar * Iganéiies al ROl / ROO / ROE raquirements design Digtal Strategy Program
Budgets T I amd how o caplure the metnics = Owns supphber strateqy for oross-divissanal,
. , Aporovals, 8 o of suppliers, . ' . i
feams wih in-person mesling Pannars i + Dasigns storybaarding of digitel event, workiwida, long-tarm digtal progrem
iti& & separae laam Synchranows and esyehiong s = Negalisles conbracts, KPIs, SLAS, and leads
o muararty Businass Rewaw meslings
* Uncarsiands e gosls, objectives, and may : Pr;?‘:r.ﬁ' benchmarking data from ather
ek through the poesble answers for “45 SIS T
Questions fo Ask® briefing document  Part of creative team . : .
) ) ) . * Prowidess fechmical guidance dunng supplier
* Prapare communications, "seve the dales” and  + Idankfies creative ways to angage with seleclion process
aland icipants in- d digitally befare, d
ranges s it el fy befare, dU¥0 | fams wil sl relevent stakenclders 1o suppor
* Prapares nesk miigation sirstagy LI il supplier siratagy
« Managas pra-event, durmg-avent, and past- + Dabmaf wih al feam membars on successas and e o e e
event acthuilies nproverments

within mfrastrciurg
+ Dot analysis and reparting of logishics strategy Date: enalyss and reportng of content stratagy - Aligns WA supplar sirstagy

Cwerssght af the suppliers may be pravided by the Meabing Managemaent Agency, Praject Manager, or Virteal Meating Plannaer | Praducer
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PROCESSES
¢ How do you build the processes for all of the activities required for your digital event?
¢ Whois going to oversee the end to end process?
e Which suppliers need to be involved?

Strategy: Supplier Roles and Processes

Expand suppliers existing management of in-person meeting activities to include virtual or remote mestings
Collaborate with all suppliers to make your event a success

;

Eubmitad
{ayatem, call amail)

m Project managemant Meeting Management Agency(s) (Venue/Logistics)
entHa-end meehing F' .
[FF avd vitual resect management of all suppliers including virbeal suppler for reporting

Venue and Vinual sowncing paired sothat Venue bandwidth capacity meets requirernents of Virtual Suppber and that vinual consulting is ndiated
before venws sowrcing contract is signed
‘irtual supplier may also ke the “Lead”agency and / or may also be managed by a mesting planning [ kagistics company

GETTING STAKEHOLDER BUY-IN

Communicate the benefits of your digital event to build adoption.
What's in it for your organizatione What drives that stakeholder?

Try one of these scripts to guide your conversation.

Preference - “Many associates (or customers) often prefer virtual meetings because it allows
them to remain in their offices, retain productivity, and align with work/life balance and
travel.”

Reduce costs - “A digital or hybrid meeting will provide you with an opportunity to see, hear,
and talk with each other, and share information while saving the organization. Savings are
recognized by reducing travel and meeting costs; cost avoidance is recognized by reaching
more attendees. We have experts and technologies that will help you transition your face-to-
face meetings into a successful digital meeting.”

Reach more attendees - “A digital or hybrid meeting gives you the opportunity to
communicate with more people around the world quickly and consistently.”
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Compete within the industry/be innovative - "Digital and hybrid meetings are used by other
associations (or companies) and other industries as innovative solutions and as part of their
digital transformation.”

Sustainability - “Digital and hybrid meetings reduce our carbon emissions impact by reducing
our travel.”

PRICING STRATEGIES & SELECTION CRITERIA

Should you RFP for one event or a one year contract that spans several events2 3-5 years to
reduce costse

How will you price that strategy? How will you select the supplierse

o Decouple/unbundle meeting logistics from virtual suppliers
e Ask foritemized pricing for:

o Technology/equipment
Production
Creative
Resources/engineers/producers
Registration/communication/reporting
Portal/URLs/archives
Editing/add-on meetings (i.e., simulive)

O O O O O O

Identify the best pricing method:
e Rate per the event, day, hour
e Rate per person
e Rate per month (i.e., archiving)
e Rater perinvited guest
e Pass through costs

Build toolkits to help make others in your organization more self-sufficient when it comes to your
digital event best practices, including:
e Meeting types and options, include visuals and pictures
Suppliers and functionality
Pricing/rate cards
Pre and post meeting asynchronous and synchronous activities
Savings methodologies
Case studies/examples
FAQs
Contacts, resources, links to regulatory and legal parameters
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45 QUESTIONS TO ASK WHEN PLANNING A DIGITAL EVENT

What type of virtual or hybrid meeting do you want to create?
Then talk to the requester to really understand the goals, objectives, and the experience they
want to create.

Basic Meeting Questions

1. When is the meeting? (Some meetings require hours to set up, some require months to plan)
2. What type of meeting is it¢ What is the Use Case?

3. What do you want to say about the meeting after the participants attend?

4. How will the success be measured?

5. What is your budget?

Presenter / Speaker Questions

6. Who are the presenterse (External? Internal staffg)

7. Where will the speakers be located? (in office? Or remotee What countries?)
8. What languages are required?

9. How many speakers are expected to present?

10. Do presenters / speakers require training to be able to present (on content or
technology?); Will the PowerPoint be joined together with other presentationse

Experience Questions

11. What type of virtual or hybrid meeting do you want to create¢ (Collaboration?
presentation?)

12. Will video (live or pre-recorded) be used?

13. One way or two way audio?

14. Do you want participants to be able to communicate with each other?

15. Do you want other functionality? (E.g. polling, webcams, screen sharing, white boarding,
chat, etc.) How will online users and people in the hotel or venue audience ask

questions? Through App only? (If there is a meeting app) What if they raise their hand? How
will that information get pushed to other hotels and online users?

16. What is the duration of the meeting? (Can it be chunked into shorter sessions?)

17.1s this meeting part of a series?

What type of branding / theming will be used?

Security / Compliance Considerations

18. Recording of content / discoverability / archive

Client’s approval of delivery method (do they have to agree to be on camera?2 Show
speakers only?)

19. Meeting content rules (what is allowable on camera and in archive?)

20. Data dissemination rules

21. Intellectual capital rules

22. Copyright acceptance disclaimer, repeat onscreen, slides copyrighted

23. Data privacy (e.g. collecting data for registration)

24. Participants and local country requirements
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Participant Questions

25. Who are the participants? (Internale External?)

26. Where will the participants be located? (In office? Orremote? What countries?)
27. How many participants are expected to attend?

28. What languages are required?

29. How will we invite the participants?

30. Will registration be required to attend the virtual meeting? (Secured? Unsecured?)

Venue Questions

31. Where will the speaker(s) be located?

32. Does the venue have the appropriate bandwidth based on the supplier’s
recommendations?

33. Is it dedicated bandwidth?¢ (Both to upload and download?)

34. Is wired available? Or only wireless?

35. How much will connectivity cost? Improve it?

Technology Questions

36. What equipment will be used by the attendees? (E.g. computer, tablet, phone)

37. Do the attendees need any additional equipmente (E.g. webcam, headsets, other)

38. What does your interface/display look like for the usere May we see examples?2

39. Are there firewalls that may restrict accesse What type of security is required? E.g.
passwords to access site, etc.

40. What support needed? May be answered by supplier - (creative director, producer, event
manager, communications, technical support)

41. Does technology need to integrate with other technologies¢ (E.g. Content Distribution
Network, SalesForce, Starcite, Cvent, etc.)

Content Questions

42.Is content already developed that can be repurposed? Or what needs to be developed?
(E.g. invitations, reminders, testing of the interface with attendees memos, accreditation,
disclaimers, video transcripts, abstracts, other)

43. What format is the content in2 (Content may require storyboarding for engagement,
different method of delivery, etc.)

Reporting Questions

44. What type of reporting is necessarye (E.g. participants joined, when and how long were
they engaged, poll questions asked / answered, survey pre and post, satisfaction ratings,
conftributions by uploads / downloads, etc.)

45. Does reporting need to be exported to another tool? (E.g. SalesForce, Cvent, Lanyon'’s
Starcite, Business Intelligence tool, etc.)
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