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WHY DO WE NEED HYBRID EVENTS?

J U L I U S  S O L A R I S
Editor, EventMB - a Skift Brand

We are now faced with the challenge of essentially planning two events. If you’ve 

been planning virtual events up until today as part of your organization’s recovery 

strategy, you know that planning a virtual event is like planning an event in itself. So, 

as much as the plan and programming for a live event will overlap with that of your 

virtual component, there’s going to be a substantial production effort to execute both 

without making either audience feel left out. 

But planning a hybrid event is not just about planning a live event with an overlapping 

virtual event component; it’s about integrating the two experiences so that they are 

robust in their own right but connected such that one improves the other.

Hybrid event design is about creating something that is 
greater than the sum of its parts.
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Some Hope in Q4 2020, But In-Person Events Are Still 
Risky

Virtual Is Here to Stay, So Buckle Up

There’s still a risk in doing events as we used to, at least until 2021, with some 

in 2020 being trialled from October to December. There is some good news 

in this. Some events are starting to happen, in some capacity, in parts of the 

world where things are more contained. This includes trade shows as well, not 

RIGIWWEVMP]�NYWX�WQEPP�GSRJIVIRGIW��WS�XLIVI�MW�HIƼRMXIP]�TSWMXMZI�QSZIQIRX�

;LMPI�XV]MRK�XS�TVIHMGX�E�XMQIPMRI�KMZIR�WS�QYGL�YRGIVXEMRX]�MW�ZIV]�HMƾGYPX��

here are two indicators that should not be ignored: 

1. Consumer events are happening and turning out to be super spreaders, 
disregarding the rules in some cases, which raises issues around the 
ability and disposition for people to comply with event rules.

2. Business events rely on business participation, and company policies 
regarding travel is stuck until the second or third quarter of 2021. As a 

point of reference, I invite you to look at Skift’s Recovery Index for 

global travel.

We did the research back in July, essentially asking over 1,200 planners when 

they expect to go back to normal and whether they'll keep a virtual component -- 

62 percent said they would. A further 34 percent said they were not sure, with the 

small remaining minority saying they would not.

So about two thirds of the respondents are committed to keeping a virtual 

component as part of a hybrid event, and the remaining third is largely open to it.

While hybrid events have been around for 10 years, we have seen a surge of 

technological development in the past six months. This technology coupled with 

new safety rules and measures for live events is going to be the path forward. But 

XLMW�XIGLRSPSK]�WTEGI�MW�FSSQMRK��ERH�QER]�[LS�EVI�RSX�GSRƼHIRX�MR�XLIMV�EFMPMX]�

to use it will need to get up to speed.

Once you return to physical events, will you continue to employ a 
digital strategy to maintain your virtual audience 
(i.e. make your event hybrid)? 
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It will largely fall on tech providers to help event professionals with this 

transition through onboarding, training, tech support, and virtual AV and 

production assistance.

The vast majority of planners believe that in-person events, when they return, 

will be small. Social distancing rules, impediments to travel, and the logistics 

around testing, F&B, and sanitation will also likely mean they will be local and 

limited to a single day.

How comfortable are you with virtual event tech? RɵƫȸǣƳ�Xɀ�Ɏǝƺ�¨ƏɎǝ�ɎȒ�¨ȸȒˡɎ

,]FVMH�[MPP�FI�RIGIWWEV]�RSX�NYWX�XS�QEOI�E�TVSƼX��FYX�XS�FVIEO�IZIR��=SY�VIEPP]�

have to look at the hybrid and the virtual component, and integrate them in some 

capacity whether it’s to give more people access, to sell more tickets, or to give 

better numbers to your sponsors. You cannot do without the virtual component, 

at least for the next year or so.

Once you will go back to business, your event be:
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J E R E M I A H  OWYA N G
Professional Industry Analyst and Speaker, 

and Founding Partner, Kaleido Insights

WHAT TO WATCH IN HYBRID 
EVENTS

What has your experience with 
virtual events so far indicated about 
where things are going?
Apart from having to purchase the video and audio 

gear, one of the challenges that speakers have had 

is just the lack of empathy — not being there with the 

audience. It can actually be tiring to the speakers.

But there are some upsides. We don’t have to travel. 

We can go to more events at a lower cost instead of 

committing three days to do a single day speech or 

a conference. But with that, events are struggling. 

Speaker fees have come down and there are some 

different ratios I see in the market. Overall, we’re just 

adjusting and we’re rooting for the event organizers.

To prepare for this, I did a poll on Twitter asking my 

following how many events they are being invited 

to: not enough, the right amount, or too many. I had 

over a hundred responses, and 56 percent said too 

many, so trying to differentiate is a challenge. 

What’s your take on how speakers 
can maintain audience engagement? 
I think a long monologue, unless it’s a class A 

celebrity talent, is not going to work. People’s 

attention spans are going to just dissipate. Having 

this two-way dialogue is key

Second, having digital interactions, whether it’s 

shouting out to people in the comments or polls. 

Another technique is splitting people into breakout 

rooms for peer-to-peer collaboration where they can 

talk and generate insights and actions about what 

they just learned, and then bringing that back into 

the main room to discuss the outcomes with the 

main speaker

Encouraging the dialogue to engage attendees with 

others is going to be critical. However, I’ve done 

some keynotes for some very large organizations and 

everything was prerecorded. People could tell, so that 

interaction really wasn’t there. 
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Do you feel that prerecorded video is a little bit like 
cheating? Do you feel like it’s really an event if we’re 
prerecording it? How does recording it impact the FOMO?
This is a challenge because it reduces risk. There are concerns about the bandwidth 

or power, or the quality of the AV supporting speakers. So it’s a way to reduce risk, 

but the trade-off is that it’s just not as vibrant. You just don’t get that same energy. 

The other thing is ephemeral content. Basically, it’s content that is not 

recorded or disappears after a short amount of time. What better way for me 

to get your attention than by telling you that this is not going to be recorded? 

There’s a new app called Clubhouse and many other variants that facilitate 

people having real-time conversations in audio only. The conversations are not 

recorded, and as a result, you have to be present and pay attention because 

it’s happening in real time. So this is a trend we’ve seen in the consumer space 

with millennials. Now it’s going upstream to older markets. 

Virtual platforms have evolved more in the past four 
months than they have in the past 10 years, but we’re 
still missing serendipitous connections. Where do you 
see that going? 
There is serendipity happening in some of these apps where you’re talking to 

WXVERKIVW�XLEX�QMKLX�FI�MR�ER�EƾPMEXI�KVSYT�SV�E�VSSQ�GEXIKSVM^IH�F]�XSTMG��F]�

region, by any interest group. 

My network has actually grown despite the fact that I’m isolated. I’m not going 

anywhere, but I’ve actually grown my network. In fact, Twitter has become 

the messaging tool for Clubhouse, and as a result, I’m following new people 

and they’re following me and we’re messaging each other directly and on my 

Twitter feed. Now, when I open Twitter, it’s mainly people from Clubhouse. 

My social network has grown and many people can’t say the same. So what 

we could do in the hybrid event industry or the virtual event industry is to 

create spaces for ephemeral content where people can chat and have casual 

conversations, and serendipity can emerge out of that.  This would replicate 

the hallway. In fact, that is the metaphor Clubhouse uses: The main room is 

called “the hallway.” It’s actually replicating a conference, but it’s audio. 

8LI�VIEWSR�EYHMS�SRP]�WSGMEP�RIX[SVOW�SV�EYHMS�ƼVWX�IZIRXW�EVI�SR�XLI�VMWI�MW�

because people have Zoom fatigue. The amount of effort that’s required for us 

to participate in Zoom is a disadvantage for the format. For speakers, there’s a 

delay and we’re trying to pick up nonverbal cues that are not there. It is taxing, 

ERH�XLIVI�LEZI�FIIR�E�RYQFIV�SJ�EVXMGPIW�SR�XLEX��%YHMS�ƼVWX�ETTW�VIHYGI�XLI�

HIQERHW�SR�XLI�TPEXJSVQ�ERH�WTIEOIVW�XS�ZSMGI�ERH�WTIEOIV�TVSƼPI�MGSRW��

As it concerns spontaneous networking, people can have conversations while they’re 

walking the dog, while they’re cooking in the kitchen, or taking care of the kids. It’s 

happening in an ambient way, and so this is the “hallway” effect done virtually. 

-QEKMRI�E�ZMVXYEP�IZIRX�VYRRMRK�JSV�ƼZI�HE]W�[MXL�WGEXXIVIH�OI]RSXIW�

throughout, but the audio rooms are open all the time for people to have 

GLEXW��3J�GSYVWI��]SY�RIIH�E�WMKRMƼGERX�RYQFIV�SJ�TISTPI�XS�JEGMPMXEXI�

engaging discussions, or you could have people leading audio discussions. 

It’s a lower-cost and easier way to get people engaged. 

Implementing this as part of a hybrid event could lead to some technical 

challenges, like picking up background noise or white noise, so I think that’s 

an area to be explored, but certainly it needs to be done. 
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HEADING INTO A 
HYBRID FUTURE
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R YA N  C H O U R A
Founder and CEO, Choura

J E N N Y  B I L L A R D
Senior Director of Event Sales, 
SBE Lifestyle Hospitality

KEEPING ATTENDEES SAFE: 
THE FUTURE OF LIVE EVENTS 
CASE STUDY

What made you decide to test 
everybody at the door for your event 
on July 23rd?
Ryan Choura:�8LI�MRHYWXV]�MW�WXMPP�XV]MRK�XS�ƼKYVI�SYX�

how we’re going to gather safely. It can be done, 

even at full capacity. We happen to have chosen 

120 people for our event. It was geared towards 

creating hope and developing a protocol.  

Jenny, how did you feel about 
attending an event where you would 
be tested?
Jenny Billard: My reaction was excitement. As 

IZIRX�TVSJIWWMSREPW��[IƅVI�IEKIV�XS�ƼRH�E�ZMEFPI�

solution for hosting live events. Knowing that every 

single person at the event had to test negative 

created this security blanket. It seemed safer than 

going to your neighborhood grocery store, where 

Joe Smith has his mask down underneath his nose. 

This was a very controlled and organized solution.

How accurate were the tests that you 
used for your event? 
Ryan: It’s important to understand that 
Ɏǝƺ�ɎƺɀɎǣȇǕ�ƺȇɮǣȸȒȇȅƺȇɎ�ǣȇˢɖƺȇƬƺɀ�
accuracy. For instance, our rapid antigen test has 

a 99 percent accuracy rate if the test environment 

is 80 degrees [fahrenheit] or lower. At all our testing 

sites, we control the environment. PCR tests, another 

option, are 99.9 percent accurate.

What was the process like for you, 
Jenny?
Jenny: I received my results in under 20 minutes. 

There were three options for testing times, and I was 

given a 3:30 pm slot with the event starting at 7:00 

pm. I arrived at 3:30 and got my swab done within 10 

minutes. We had to stay in our cars until we received 

our results via text message with a code for checking 

in. It was very easy and felt very safe. Because I 

LEH�XLI�ƼVWX�XMQI�WPSX��-�HMH�LEZI�XS�[EMX�FIX[IIR�

receiving my results and entering the event.
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Is there anything you would’ve done differently in 
hindsight, Ryan? 
Ryan: I would have done a bigger event. If I could do it at 120, I could have 

done 500. Capacity is optics. It’s really about protocol.

Jenny, could you connect with people without a sense of 
fear? Did you still social distance? 
Jenny:�;I�HIƼRMXIP]�TVEGXMGIH�WSGMEP�HMWXERGMRK��'YPXYVEPP]��[IƅVI�EX�E�WLMJX�

where we’re getting to know how to talk to other people with masks on. Even 

though we all knew everybody tested negative, we still kept our distance. We 

had many opportunities to network. It felt great. 

How did you run your testing process, Ryan? 

Ryan: We brought on a doctor to oversee all our tests when we started 

Lifeline Health. We use a rapid antigen test, and we have a permanent 

testing site. We don’t send anything out to a lab.

What happens if someone is positive? 
Ryan: If four people shared a car and one of them tested positive, the entire 

car would not be allowed in.

How would you handle a multi-day event?
Ryan: We’re testing out contact tracing technology for use at multi-day events. 

I’m talking to event organizers planning for 30,000 attendees in 2021. Do they 

test every day? Do they do it as a component of contract tracing?

How expensive are the testing options?
Ryan: Right now, it’s about $150 per person. For PCR testing, it can be $400 

for same-day results. I think the price point will drop to $50. 

Abbott’s new antigen test is $5 to $10, right? 

Ryan: That’s $5 to $10 for the test itself, not including the buildout for the lab 

and the cost to administer it.

Live graphic recording by Chris Shipton - liveillustration.co.uk - 

chris@liveillustration.co.uk - Twitter: @livepens
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THE HYBRID ATTENDEE JOURNEY

How did you pivot your platform from 
live to virtual and now back to live? 
We made a lot of major shifts, like building out 

the Socio web desktop environment, launching 

our RTMP player, and doubling down on live 

session chat for engagement. Keeping the live 

chat alongside the live stream is really important 

as live and virtual audiences need to be able to 

participate in Q&A and live polls in one spot. 

We also launched registration and Communities 

to strengthen ticket segmentation and to connect 

virtual event series together. 

How can all of the attendees 
authentically interact at each touch 
point?
Virtual and hybrid platforms really become the 

main venue, and event design needs to focus on 

C O R E Y  M C C A R T H Y
'LMIJ�1EVOIXMRK�3ƾGIV� Socio

bringing the live and remote experiences together in 

one space as much as possible. 

That said, live and virtual audiences will necessarily 

have a different experience, and you need to design 

a meaningful experience for each. This segmented 

I\TIVMIRGI�WLSYPH�WXEVX�MR�VIKMWXVEXMSR�ERH�ƽS[�

through the rest of the tech each group interacts with. 

In the case of virtual attendees, there might be a 

special moment of delight reserved for the virtual 

attendees. Those moments can add value and make 

the virtual attendees feel like they’re special as well, 

since there may be a temptation to privilege live 

attendees.

In terms of connecting the two audiences, live chat 

is going to be one of the great equalizers and even 

potentially the accidental star of the tech stack. 
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What is the learning curve for event planners and how 
can they achieve economies of scale in this situation?
I think we’re in the steepest part of the learning curve right now. If you’ve been 

able to launch successful virtual events, you have a head start on mastering 

L]FVMH�IZIRXW��8LI�ƼVWX�XLMRK�XLEX�SVKERM^IVW�RIIH�XS�HS�MW�VIZMI[�XLIMV�ZMVXYEP�

and in-person event stacks to reduce duplicate systems. The ideal is to have 

SRI�W]WXIQ�JSV�IZIV]FSH]�XS�ƽS[�MRXS�JVSQ�XLI�EXXIRHII�TIVWTIGXMZI��FYX�

otherwise your tools need to play well with others. 

From the economies of scale perspective, once your event template is built 

using a system where everything lives in one place, organizers can save a lot 

of time by not having to reengineer or continuously reinvent the wheel every 

time they do an event. 

And, of course, it’s better if the platform is already intuitive and easy to use.

��¬ŇŠgle Platform for VŇrtual, 
HybrŇd, îŠd IŠ-PersoŠ EveŠts

Connect wŇth your audŇence across the 
entŇre event lŇfecycle, no matter “where.”

See How

AD
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PLANNING COMPLEX HYBRID 
EVENTS

J E L M E R  VA N  A S T
CEO and Founder, Conference Compass

What are you seeing as the challenges 
with hybrid events?
There are so many challenges to getting a hybrid event 

right. Some of your stakeholders (speakers, exhibitors, 

attendees, etc.) are meeting in person, and some are 

joining remotely. One of the main challenges here is 

how to equally involve and foster connections between 

on-site and online stakeholders. In addition, complex 

events have a lot of content to disseminate, so another 

challenge is how to do so in a multi-track program. 

How can you handle the multi-track, 
multi-session aspect of hybrid events? 
This is about designing your event for what we call “One 

Community.” That means accommodating those online 

and on-site attendees, speakers, and other stakeholders 

as equal citizens. There are a few strategies that are very 

important in order to achieve this. 

8LI�ƼVWX�WXVEXIK]�MW�XS�FYMPH�]SYV�ZMVXYEP�IZIRX�TPEXJSVQ�

like a venue. This means building multiple rooms 

to allow for parallel sessions, as well as including 

XLI�I\LMFMXSV�ƽSSV�ERH�E�TVSTIV�LIPT�HIWO��%RH�

JSV�WGMIRXMƼG�GSRJIVIRGIW��TSWXIV�LEPPW�EVI�ZIV]�

important. So you’ve got to build your platform with 

that in mind. 

The second strategy is that you need to cater to all 

types of devices. It’s not just a web, it’s also mobile, 

and they need to work in unison. You’re going to 

have some of your people in the room with their 

devices, chatting, sending in questions, voting, etc., 

and the people joining remotely are going to do 

the same. And these should not be two separate 

communities — they should tap into the same 

experience. 

This also refers to the third strategy. You have to 

really think about the live streaming and the services 

you use. This means making sure that there are 

minimal delays in the live stream for the people 

attending the event remotely. If you have a vote, a 
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polling question, etc., and you want your online attendees to join as well, there 

cannot be a 20 or 30-second delay. It has to be real-time. That is going to be key 

to getting it right. 

What’s your take on engagement and facilitating that 
one-to-one connection?
I think engagement and networking for a hybrid event all starts with tapping into 

XLI�WXVIRKXLW�SJ�]SYV�IZIRX�ERH�ƼRHMRK�[E]W�XS�FVMRK�TISTPI�XSKIXLIV��FSXL�SR�WMXI�

and online.

That includes incorporating virtual rooms for basically everything. Build in virtual 

rooms for your plenary, for your parallel sessions, for your round table meetings, 

for your poster presentations. Keep in mind that you don’t need to go from zero to 

a hundred in one event. We’re going to build up towards fully hybrid events during 

the course of 2021. It’s not going to happen from one day to the next.

What’s key here is having devices work in unison, as I mentioned earlier. When it 

comes to networking, that means that they have to be based on one platform that 

allows people to actually connect before the event, perhaps when everybody is still 

remote, to continue that connection even when some people are on-site and others 

are online, and then to follow up after the event when everybody is back online. 

And that engagement is not just about sending a chat message — it’s also about 

meeting each other. Video is key here for one-to-one meetings: on-site attendees 

need to be able to use their smartphone with the same platform, the same app, 

to connect to a one-to-one video meeting with an online attendee. I think that 

connection is incredibly important.

AD
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SHIFTING TO HYBRID: 
PLANNING CONSIDERATIONS

M E S C H I D A  P H I L I P
Festival Director, 1261 Grenadian Film Festival

What motivated you to transition 
ɵȒɖȸ�ˡǼȅ�ǔƺɀɎǣɮƏǼ�ɎȒ�Ə�ǝɵƫȸǣƳ�ȅȒƳƺǼّ�
Our festival was initially scheduled for May of 

������XLIR�'SZMH�LETTIRIH�ERH�[I�LEH�XS�ƼKYVI�

it out. We are a niche market — we’re focused on 

'EVMFFIER�ERH�%JVMGER�ƼPQQEOIVW�Ƃ�ERH�E�PSX�SJ�

the other Caribbean festivals started to show their 

ƼPQW��WS�[I�GSYPHRƅX�[EMX�YRXMP�������;I�LEH�XS�ƼRH�

FVERH�RI[�SYXHSSV�ZIRYIW��;I�LEH�XS�ƼRH�FVERH�

new sponsors.

How are you planning to recreate the 
ƺɴȵƺȸǣƺȇƬƺ�Ȓǔ�Ə�ȸƺǕɖǼƏȸ�ˡǼȅ�ǔƺɀɎǣɮƏǼ�
with a hybrid model?
We’re having private theaters showcase different 

FPSGOW�SJ�ƼPQW�XS�IRGSYVEKI�KVSYT�TEVXMGMTEXMSR��

We also partnered up with some tech companies 

that can safeguard the intellectual property of the 

ƼPQQEOIVW�ERH�GVIEXI�ER�MQQIVWMZI�I\TIVMIRGI��

You can interact with other audience members 

EW�[IPP�EW�XLI�ƼPQQEOIVW��;IƅVI�EPWS�WXVIEQMRK�

concerts — we’re showcasing one at a waterfall. We 

had to reimagine our venues.

What can you do to ramp up 
production value on a budget? 

I’m utilizing the landscape as a way of 
saving. Indoor venues are expensive, 
but if you are looking at exterior 
venues and working with forestries or 
community organizations, that’s one 
way of saving.

Another is to see how you can cross-promote your 

panelists and duplicate their appearances. Have your 

partners become promoters of your event. In your 

swag bags, let them provide giveaways because 

everyone is trying to reimagine ways of creating 

touchpoints.
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How do you think hybrid events will affect diversity and 
inclusion in the industry? 
This year I am seeing a lot more people of color being invited to talk on forums 

like this one. Prior to Covid, I’m not sure that I would have gotten this opportunity 

to speak  on an international platform about a young festival in the Caribbean.

What concerns you most about the transition to hybrid 
events?
What concerns me is attendance, especially in-person. Because we are 

limited in attendees, we’re catering for a much smaller group of people. You 

cannot have a huge return on investment. On the virtual side, we need to 

retain the interest of the people who should be tapping in. We’re not sure if our 

QEVOIXMRK�[MPP�FI�WYƾGMIRX�XS�VIXEMR�XLEX�EYHMIRGI�

Will the festival also be doing a Q&A with directors and 
ƏƬɎȒȸɀ�ǔȸȒȅ�Ɏǝƺ�ǔƺɀɎǣɮƏǼټɀ�ǔƺƏɎɖȸƺƳ�ˡǼȅɀّ�
We have a really immersive experience planned out. Not only will people 

KIX�XS�WII�XLI�ƼPQW��FYX�XLI]�[MPP�EPWS�KIX�XS�MRXIVEGX�[MXL�HMJJIVIRX�MRHYWXV]�

experts and directors. In addition to that, we’re showcasing a virtual exhibition 

featuring photographers, visual artists, and painters. 

Are there any different activities that you’re integrating 
into this full schedule of content? 
We’re also integrating workshops and music. We value children and 

educational development, so we have dedicated sessions for children. We’re 

bringing in storytellers, the elders telling their stories and passing down 

traditions. We’re also hosting virtual dance parties for kids.
Live graphic recording by Chris Shipton - liveillustration.co.uk - 

chris@liveillustration.co.uk - Twitter: @livepens
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MASTERING HYBRID 
EVENTS
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PLANNING HYBRID EVENTS 
WITH ALL AUDIENCES IN MIND

VA N E S S A  L OVAT T
Chief Evangelist, Glisser

How does your company help 
planners manage hybrid events?
First and foremost, we prioritise building our team 

with amazing people who have previously worked in 

the event sector, either as a planner themselves or 

as somebody who has sponsored events. We know 

what planners are going through right now as we’ve 

walked the walk and talked the talk ourselves. This 

means that we have their event goals top-of-mind 

and understand how to help bring them to life. 

With these goals in mind, audience engagement and 

event monetisation is what we’re most passionate 

about. This is where we are truly best-in-class 

and are providing an inclusive and holistic event 

experience for both virtual and in-room attendees.

We offer very tailored support packages to suit 

planners and events covering everything from basic 

platform training through to video production and live 

streaming advice to Train-The-Trainer programmes 

(many of our clients like to have their own internal 

super users), and all the way through to hybrid event 

design consultancy. We aren’t just a newly-built tech 

platform; we understand the entire event ecosystem and 

can support our customers at every step of their journey.

What should planners do to connect 
live and virtual audiences? 
Plan with the end in mind. Try not to think about what 

you would ‘normally’ do at a real-life event. In fact, just 

stop using the word ‘normal’ to describe your events. 

What would be much better is to home in on what 

your attendees (and sponsors if you have them) want, 

and then work back from there – considering at every 

stage how you can expand each idea you have to be 

a meaningful experience for both virtual and in-room 

attendees. Key questions I would ask yourself are:

1. Why would somebody attend virtually and in-person 
and what may their different expectations be?

2. How can you ensure that your in-person 
EXXIRHIIW�FIRIƼX�JVSQ�[LEX�[MPP�PMOIP]�FI�E�LYKI�
virtual community joining in?

3. 'ER�]SYV�ZMVXYEP�EXXIRHIIW�FIRIƼX�JVSQ�]SYV�
in-room attendees too? How can you ensure 
XLEX�XLI]�FIRIƼX�JVSQ�XLMW�GSPPIGXMZI�QEWW�SJ�
knowledge?

4. Is a multi-hub event your best option? Why be 
geo-restricted these days?
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AD5. Sponsorship! How do you expand your monetisation options as a result of 
multiple environments?

6. How can this be delivered?

%PP�XSS�SJXIR�[I�WXEVX�[MXL�XLMW�PEWX�UYIWXMSR��FYX�ƽMT�MX�VSYRH�ERH�GLEPPIRKI�]SYVWIPZIW�XS�

push the boundaries to keep making this new style of events better than the old style.

What is the best way to engage virtual audiences with 
hybrid activations?
There are three things that I’d recommend you focus on:

1. Make your attendees want to be involved because the content is good 
enough. This has to be the top priority and we’re facing a moment of 
reckoning for any average content. It won’t cut the mustard in a hybrid event, 
so it’s time to kill it and push yourselves to make your content outstanding. 
This might mean educating your sponsors on this too, so be prepared to have 
those conversations and help them understand why this is important too.

2. Make it easy by having front and centre engagement features. Make sure 
that these are embedded into panel sessions and presentations. Don’t ask 
people to click into a sidebar or something and expect them not to lose 
focus; it’s got to be part of the proceedings to keep them engaged

3. Keep them in your hybrid event eco-system with CTAs that lead them 
through the journey you designed. This applies for both in-person and 
virtual attendees. Always ask yourself what you want them to do next, and 
then make sure you have the functionality to help them do just that. Offer 
them the links, related content, or in-room recommendations that will keep 
them moving along your event journey.

At the moment, attendees are more open to your recommendations than ever, so 

grab this opportunity and use it to expand your event opportunities and bring your 

event goals to life.
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D A H L I A  E L  G A Z Z A R
Tech Evangelist and Idea Igniteur, DAHLIA+Agency

M A R C O  G I B E R T I
Founder and CEO, Vesuvio Ventures

THE HYBRID EVENT 
TECHNOLOGY STACK

What tech challenges will we need to 
face with hybrid? 
Marco Giberti: Honestly, technology shouldn’t be 

the challenge. The real challenge is unlearning 

what we know and learning again from scratch. 

We’re moving from operational skills to community 

management skills. 

The market for events is way bigger 
because of virtual. All those audiences 
are growing super fast, and that 
augmented market will create a ton 
of opportunity. We need to learn 
how to monetize and adjust those 
opportunities, and technology is our 
best friend.

Dahlia El Gazzar:�8LI�FMKKIWX�GLEPPIRKI�MW�HIƼRMRK�

what hybrid means to each organization, because 

part of that design is what infrastructure or 

technology solutions you’re going to put in place. 

Another big challenge is the content creators. For 

example, you don’t have a lot of control over the 

speakers you bring in unless you onboard them 

correctly and vet the technology they have in place. 

Then you have the challenge of the cost and the 

budget because you’re essentially running two 

events simultaneously: virtual and on-site. Finally, we 

need a Plan B and a Plan C more than anything right 

now to be prepared if the connection goes down, or 

the platform goes down, etc. And that is a demand 

on technology, and also on budget and manpower. 

What technology is essential to a 
virtual event tech stack? 
Dahlia: I have three essential components for a 

virtual event tech stack:

1. Integration capabilities. There is no one Holy 
Grail type of solution out there. You’re going to 
have to have add-ons to it. 



̪̪ THE HYBRID EVENT REVOLUTION

2. Tech to support speakers. Content and speakers are going to be one of the 
biggest differentiators of your event, so having the tech in place to support 
them will be key.

3. Data collection. If you’re not doing a great job right now of understanding 
your data and what metrics you’re tracking, this is the time to take a look at 
all of that.

Marco: I think the critical components for a hybrid stack are going to be related 

to your community needs. If you’re a good organizer, you understand your 

community, you can customize the needs, and technology will follow. 

Then there are the education and networking components. We need a 

GSQFMREXMSR�FIX[IIR�E�WSPMH�ERH�ƽI\MFPI�TPEXJSVQ�JSV�WXVIEQMRK�XLEX�EPPS[W�YW�

to move the audience from keynote to workshops to one-on-one in an easy way. 

In addition, a good matchmaking solution can change the ROI for the event and 

provide added value for the whole community. 

Finally, for me, the real hybrid concept is going to be moving 
from two or three days to 365. There is now an opportunity 
to keep your community engaged way longer than a couple 
of days, and demonstrating the associated ROI should be 
much easier and more powerful.
 
If you’re an organizer and you’re not showing your sponsors, exhibitors, and 

visitors the clear ROI from participating in your event, you’re going to lose and 

be less relevant for that community. I think  hybrid should allow us to keep the 

conversation open for longer and generate better leads, better connections, and 

more business opportunities. 
Live graphic recording by Chris Shipton - liveillustration.co.uk - 

chris@liveillustration.co.uk - Twitter: @livepens
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LEVERAGE VIRTUAL TO 
MAXIMIZE ENGAGEMENT FOR 
BOTH AUDIENCES

T O M  G A R D I N E R
Head of Product Marketing, SpotMe

How does your company help 
planners manage hybrid events?
Hybrid events by their very nature have both in-person 

and virtual attendees. As a result, there needs to be 

a seamless brand experience delivered on web and 

native apps. We help clients deliver one branded 

experience for the entire audience. This includes the 

ability to publish a branded app in the app stores.

Our platform has always been focused on solving 

for audience engagement. Originally, this consisted 

of clients using apps to drive engagement with 

personalized agendas, interactivity (e.g. live 

TSPPMRK��RIX[SVOMRK��ERH�KEQMƼGEXMSR��2S[��[I�

have extended all of these capabilities and added 

more (e.g. two-way video, live streaming and on-

demand content) to our virtual event platform. 

What this means is that event planners have one 

solution that can be used to drive engagement for 

all their audiences.

The other aspect of the hybrid experience is that 

it should not just be a single moment. Instead, the 

focus should be on creating an experience that helps 

that audience or attendee move from prospect to 

customer, from beginner to intermediate, etc. With 

SpotMe, you can create campaigns that last across 

the entire journey of the individual. From small live 

shows to larger hybrid events to virtual summits, 

everything can be in one platform.

What should planners do to connect 
live and virtual audiences? 
8LI�JSGYW�WLSYPH�FI�SR�ƼRHMRK�EYXLIRXMG�[E]W�JSV�

people to connect. We have all seen the robots 

on wheels darting around the in-person event, 

attempting to connect virtual attendees with their 

in-person peers. Not the most effective.

What is needed is really thinking about how and 

when virtual and live audiences should and could 

meaningfully connect. 
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Here are some things we have seen work well:

1. +EQMƼGEXMSR�XS�IRGSYVEKI�GSRRIGXMSRW� Getting the audience into the 
experience prior to the hybrid event is a good idea, especially with hybrid 
audiences. But you need to be ready for them. Have on-demand content 
EZEMPEFPI��HMWGYWWMSR�JSVYQW�EGXMZEXIH��WII�FIPS[��ERH�KEQMƼGEXMSR�WIX�YT��
;MXL�KEQMƼGEXMSR��IRGSYVEKI�RIX[SVOMRK�EX�XLMW�IEVP]�WXEKI�[LIR�IZIV]SRI�
is virtual.

2. Discussion forums to foster focused conversations. Prior to the live date, 
have all your audience members engage in discussion forums. Again at 
this stage, everyone is virtual. Tip: Staff the discussion forums to make 
WYVI�XLEX�XLI�GSRZIVWEXMSRW�KIX�WXEVXIH�ERH�OIIT�ƽS[MRK�

3. Home feed. Get live and virtual audiences to engage with the home feed. 
Encourage attendees to post photos or videos to the feed, perhaps as part 
of a competition for all attendees.

 

What is the best way to engage virtual audiences with 
hybrid activations?
You need to think about the virtual experience differently than the live/in-person 

experience you create. Virtual attendees have different expectations and limitations 

than their in-person peers. This all starts with crafting the right agenda for the virtual 

audience. Think hard about what makes sense for the virtual audience to be a part 

of. Having a virtual audience spend hours online might not be optimal. 

Perhaps not everything that is live and in-person should be offered virtually? Perhaps 

virtual audiences should have additional on-demand content to supplement the 

experience? Perhaps you should carve out dedicated virtual audience networking time? 

Do not just be tempted into delivering the same exact model for both audiences.

.

AD
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C H R I S T O P H E R  G E R H A R T
President, Crescent Event Productions

WA L L A C E  L .  J O H N S O N , 
C S P
Principal, WLJ Consulting

PRODUCING ENGAGING 
VIRTUAL EXPERIENCES

What are the requirements for hybrid 
events in the world we’re living in 
right now?
Wallace L. Johnson: The big thing is that you’re 
going to need producers for both environments 
— one who’s focused on producing the live 
environment, and one who’s producing the virtual 
environment. 

The way we’ve looked at hybrid in the past is simply 
live streaming what’s happening in the ballroom 
to an online audience. And that’s really going to 
change now, because you’re going to have people 
who aren’t necessarily looking to travel right away, 
but still want to be part of a conference. That 
experience overall has to be two separate produced 
elements for each audience.

Christopher Gerhart: I think not only do you need 
the two experiences produced separately, but you 
EPWS�RIIH�XS�XLMRO�XLVSYKL�XLI�WTEGI�ƼPPIV�JSV�E�
virtual event versus a live event. At a live event, 

E�WTEGI�ƼPPIV�GER�FI�E�GSJJII�FVIEO�[LIVI�TISTPI�
network, but what do you do with a virtual audience? 

You have to think through other elements of the 
event that weren’t historically required. With the 
advent of purely virtual events through Covid-19, 
there’s an expectation that you’re going to create 
an engaging, interactive experience. And now that’s 
going to have to spill over to the hybrid experience. 

What do you feel are the technology 
ȅɖɀɎٮǝƏɮƺɀ�ɎȒ�ȵȸȒƳɖƬƺ�Ə�ɖȇǣˡƺƳ�
experience? 
Christopher: This is largely about the event support 
materials. At an event in the past, you might have 
done an event app. Now, a lot of virtual events are 
running through web dashboards or something 
similar. Figuring out as many ways as possible to 
integrate the two is going to be key to making sure 
that a portion of your audience doesn’t feel left out 
of the experience. It will allow virtual attendees to 
engage with live attendees and enable you to do 
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things like take a virtual Q&A in a live audience setting. 

What do we need to focus on as planners to ensure we’re 
not treating virtual attendees as a  second-class audience?
Wallace:  The virtual conference app is a huge factor in this. You’re going to 
have to bridge the gap between the live audience and the remote audience 
by engaging them in the same platform and enabling them to use tools like 
matchmaking, chat, and birds of a feather networking groups. 

And then in the live space, you can’t forget about the remote audience. AV 
companies invested heavily in LED pre-COVID because it was trending in event 
design. So if you can only have a limited number of people in the live audience, 
why not use some of the extra space for LED to put virtual people in seats in the 
room? 

It’s really about thinking of your event as a highly produced show in order to 
engage and entertain attendees. It’s not enough to have a big screen in a room 
and hope that the content and the excitement of being there is what engages the 
audience. For the remote audience, it has to be about bringing them into that in-
room remote experience as much as possible.

Live graphic recording by Chris Shipton - liveillustration.co.uk - 

chris@liveillustration.co.uk - Twitter: @livepens
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WE’VE BEEN DOING IT 
I�«�ç0�«³0³ �ٳ�Á�Rç «X(�
PRACTICES FROM CISCO

G E R D  D E  B R U YC K E R
Marketing Director, Cisco Systems

How are hybrid events today different 
from a few years ago?
In the past, the broadcast was a “secondhand” 

experience. Now, in the hybrid experience, the live 

and online components are both given the same 

amount of attention. They will be elements that are 

combined to create different experiences.

If you’re planning a physical event, a hybrid event, 

a virtual event, or any marketing activity really, you 

always need to ask the same two questions:

1. Who is my target audience?

2. What do I want to achieve? 

Then you can determine the right channel to do 

that. This can be a digital campaign, a physical 

event, or a hybrid experience. What it comes down 

to is really thinking about what you want to achieve 

and who you want to reach. 

And of course, with this pandemic, there has been 

a whole new cycle of innovation and evolution that 

we’ve been forced into, and we’re learning much 

more quickly. We need to think about how to promote 

interactivity and keep the connection going after the 

event. In addition, we now live in a completely virtual 

[SVPH�[MXL�HEXE�EX�SYV�ƼRKIVXMTW��WS�[I�GER�IEWMP]�

prove ROI. So we need to consider all of these things, 

but I really think that in this new and future hybrid 

experience, we’ll have much more attention paid to 

the virtual component so that both the in-person and 

online  elements will be at the same level.

How have you adapted to different 
event cycles, whether live, fully
 virtual, or hybrid?
I think everyone agrees that the next cycle will be 

hybrid events. And the full extent of what’s possible 

will depend on local legislation. I always come back 

to the two questions I mentioned earlier. Through all 
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this innovation, I consider that we as event planners now have more elements 

in our event toolbox, so to speak, to deliver on those two questions and to 

decide what the right strategy is moving forward. Events are all part of an 

SZIVEPP�QEVOIXMRK�QM\�Ƃ�XLEXƅW�[LIVI�XLI]�RIIH�XS�ƼX�MR��%RH�XLEXƅW�TEVX�SJ�SYV�

toolbox: physical, virtual, and hybrid together. 

Multi-hub events, i.e. smaller meetings in different parts 
of the world, are probably a very viable model for our 
current situation. What are some of the issues in terms of 
engagement and dynamics that you’ve seen with multi-
hub events? 
In a multi-hub environment, you’ll typically have really good interaction 

hub by hub, but it’s more challenging to combine the hubs. When you have 

physical events and everyone from the whole world comes together, you’re 

automatically going to network with people you don’t know from other 

countries. If you stay within your country and come together physically but 

listen to the broadcast from other hubs, you still connect with the same 

people you work with every day. So in our experience it’s much better to bring 

everyone together outside of hubs to achieve that networking element.

Live graphic recording by Chris Shipton - liveillustration.co.uk - 

chris@liveillustration.co.uk - Twitter: @livepens



̪̱ THE HYBRID EVENT REVOLUTION

HYBRID REVOLUTION 
BULLET POINT 

SESSIONS



̨̫ THE HYBRID EVENT REVOLUTION

LIVE EXPERIENCE BEST PRACTICES

J U L I E T  T R I P P
Senior Events Manager, Chemical Watch

1. Communicate Safety
Communicate the safety points that you are 

integrating into your event again and again. 

Delegates could be pretty nervous, so be kind here 

and show them that you care, that you are going 

the extra mile to make them feel comfortable, 

welcomed and encouraged. 

That safety is your priority because as much as we 

don’t like it, this virus is sticking around for a little 

while and we need to make sure that we’re doing 

everything we can to communicate safety to our 

audiences. So don’t be afraid to ask them simple 

questions and encourage your team to do the same. 

Are you okay? Is there anything I can do for you?

2. Attract Star Talent
If content is King, delivery is Queen. There’s so much 

more to consider in virtual events, but especially for 

very content heavy events, we need to ensure that 

the delivery is an 11 out of 10.

Get star moderators and speakers that can own 

the virtual setting and encourage engagement 

throughout the whole hybrid world of the event. Do 

your research to optimize who is delivering your 

content and how; the atmosphere in a socially 

distanced meeting room may be lacking. 

3. No Silos, No FOMO 
For years, we’ve tried to foster FOMO. We want to 

make sure that everyone not attending feels that 

they’re missing out. But between our live and virtual 

audiences, we do not want FOMO. We do not want 

silos. 

Get in the mindset that every delegate is important 

and encourage both live and remote audiences to 

engage. Make sure live delegates are adopting that 

mindset too, and that they know how important it 

is for them to engage with those virtual delegates 

sitting at home.
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LIVE EXPERIENCE BEST PRACTICES

S H AW N  C H E N G ,  C M P  D E S
Project Manager, MCI Group

1. Emphasize the Live Event USP
My three tips are all centered around the same idea: 

the hybrid war. We need to give the audience better 

reasons to choose to participate in person, rather 

than watch them comfortably at home. Although 

the future is still cloudy, I do believe the virtual event 

experience is going to get better and better. 

We are getting better offerings for the learning and 

networking experience for our virtual attendees. 

When it comes to live event components, we will need 

to offer much more for our community to choose 

to attend events in person. This could be as simple 

as attempting to break a Guinness World Record 

(even a very silly one). Alternatively, home in on the 

unique opportunities presented by the destination 

— for example, biologists might appreciate a unique 

opportunity to travel to São Paulo to attend an 

international convention, especially if there is a 

research tour to the Amazon after the event.

2. See and Be Seen
Make the audience part of the show. The live 

audience is a secret weapon when creating engaging 

content. For speaker-heavy events like conferences, 

audience interaction can be a great way to create a 

break in your programming for your virtual audience 

and keep their attention on the screen. If your budget 

allows, have a camera dedicated to capturing the 

reactions from the crowd in the room; that’s great 

background material for enhancing the message 

your event wants to push. The opportunity to be 

part of the show is also a great differential between 

in-person and virtual attendees. Being able to say 

“mom, I’m on TV” might be enough for some people 

to travel to your event. 

Many suggest taking the approach of a broadcast 

producer rather than logistics coordinator, and I fully 

agree. I would even suggest we should be more 

WTIGMƼG�ERH�FI�QSVI�PMOI�E�VIEPMX]�WLS[�TVSHYGIV��

3. Experience the Experience
One element the virtual world can never fully 

replace is the surrounding environment, whether 

it’s a Caribbean Island your guests need to travel 10 

hours to get to, or the banquet hall a few subway 

stations down the road — they are not in their living 

rooms. A virtual background can never fully replace 

the feeling of touching the warm ocean. All the 

efforts of staying at home and social distancing are 

very important, but do not lose sight of why we do 

all this: to meet again. 

Make sure to leverage the magic of the destination 

to create an immersive experience so the audience 

will want to be here rather than at home.
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LIVE EXPERIENCE BEST PRACTICES

A A R O N  KA U F M A N
President, Fifth Element Group

1. Know Your Audience and Where
They Are
The challenge of people traveling less means that 

even an international hybrid event’s live delegates 

will be local. Your challenge is then to get speakers 

and content that speaks to the small or medium 

markets your live attendees will be operating in. 

If you know your audience and where they are, you 

GER�XEMPSV�XLI�GSRXIRX�WTIGMƼGEPP]�XS�QEOI�WYVI�XLEX�

everyone is getting what they need out of it and 

feeling like they’re getting localized information. 

2. Peer to Peer for the Win 
One of the unique things that we can bring to 

the table is the idea of peer-to-peer connection. 

How can you create that one-on-one interaction 

whereby a live attendee can collaborate with or 

even act as a proxy for somebody online? Perhaps 

they can work together to come up with questions 

or comments. Maybe the people in the audience 

are also wearing cameras so they can interact with 

each other and respond to requests from virtual 

participants. 

3. Keep the Conversation Going
We have the opportunity to engage people through 

social media, through online platforms, and to be 

able to connect people pre- and post-conference. The 

conference doesn’t have to start and stop at 9:00 AM 

to 5:00 PM. Make sure to promote pre- and post-event 

activities and conversations. In the context of bringing 

the two audiences together, maybe the in-person 

attendees got a sense of some opportunities that the 

remote people wouldn’t have, and maybe there’s an 

opportunity for them to record and share videos. 

There are a lot of ways for us to bring the few in-

person people to a lot of virtual participants, and 

really give them the sense, especially for future 

events, that they really want to attend. 
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LIVE EXPERIENCE BEST PRACTICES

M A H O G A N E Y  J O N E S
Founder and Principal Planner, Event Specialists

1. Safe Room Layout
We’re in a time when hybrid is bringing up a lot of 

fear, anxiety and excitement, to both the remote 

and in-person audiences. To put everyone at ease, 

really showcase your in-person set up to be safe, 

accessible, and inclusive. Your furniture setup should 

allow for social distancing; your mask-wearing policy 

should be enforced; your venue’s safety measures 

should be communicated. Look for ways to make 

attendees feel comfortable in the space. 

We wouldn’t want anyone in the online audience 

to look at this in-person experience and say, “I 

wouldn’t feel safe myself in that environment.” 

2. Lighting for Success
We’re used to lighting for in-person audiences, and 

some of us may even be used to lighting for a TV 

audience or other types of remote viewers, but the 

challenge is how to bring that together in a hybrid 

experience. Why don’t we look at lighting as a fun 

way to add an experiential element to the in-person 

audience that our virtual audience can also appreciate?

If we add a beautiful stage wash that has reds or 

yellows, why not add that to the virtual platform so the 

online audience can also feel the same thing? Lighting 

can be a vehicle for your theme or branding that should 

FI�VIƽIGXIH�MR�]SYV�SRPMRI�TPEXJSVQ��

3. Take Advantage of Small Audiences
Hybrid events should be seen neither as a second 

choice nor a default. Looking at hybrid from a 

micro-experience standpoint, depending on local 

restrictions, our in-person audience is dictated by 

various regulations on gathering sizes. 

Let’s use that to our advantage instead of thinking of 

it as a negative. Rather than leading the conversation 

with, “we can only host 50 people in person,” why not 

lead by saying “we’ve created a VIP experience for 

only 50 people.” 

Let’s reframe the conversation so that we maximize 

our capabilities and what we have at our disposal. To 

maximize live attendance, let’s really emphasize the 

exclusivity of that micro experience and make it extra 

special for the in-person audience. 

Convey to virtual audiences that special care went 

into the live experience design that is then translated 

to the virtual audience, and that will really help 

to elevate the quality of the event without feeling 

hindered or relegated to a smaller event or live 

audience because of the regulations. 
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Live graphic recording by Chris Shipton - liveillustration.co.uk - 

chris@liveillustration.co.uk - Twitter: @livepens
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ONLINE EXPERIENCE BEST PRACTICES

R O N A L D  L I M
Co-founder and Event Producer, Think Tank Productions

1. Know Your Attendees
Beyond a great lineup of speakers and topics, we 

also need to look into the attendee experience. 

Choosing the right platform is key. There are just 

too many virtual event platforms in the market, 

and everyone is pitching their latest features. Many 

clients and brands focus too much on having 

features, forgetting the ROI for the events and also 

seeing more attendees dropping off. 

At our recent virtual event, we had about 400 healthcare 

professionals attend. Prior to that, we actually engaged 

with the healthcare professionals to understand what 

will and will not work for them. We found that 64 

percent of them would be watching the session on their 

mobile devices rather than on PCs. So if all 50 percent 

of the attendees will be watching from their mobile 

devices, what would be the best delivery format? Well, 

a 3D lobby, auditorium, and trade show booths work 

for this group. We focussed a lot more on practical 

engagement: Q&A, polling, easy-to-read slides. 

Crowdsourcing for information from the attendees is a 

good way to understand what they want to learn, the pain 

points they are facing, or even ideas that work for them.

2. Virtual Host Interactions
One of the main reasons attendees drop off is that 

they are forgotten. Have a virtual host interact with 

the virtual attendees separately during coffee breaks, 

change of stage set-up, lunch breaks, or even if you 

LEZI�XIGLRMGEP�KPMXGLIW�XS�Ƽ\��-QEKMRI�E�WIGSRH�ZMVXYEP�

stage in live events where the host can actually do a 

short interview with virtual attendees, or a quick ‘get to 

know the speakers’ for the next day, a quick poll to get 

feedback on the previous sessions, or even a behind-

the-scenes interview with organizers.

3. Human Connection Is Key
Whether for virtual or live audiences, it is not just 

about ensuring the attendees get connected on the 

platform, but actually interact and get engaged. We 

must think of how to actually create opportunities for 

both live and virtual attendees to connect with one 

another, have conversations, tap into each other’s 

thoughts, and to encourage learning from each 

other. How can we drive this through the platform 

or mobile app that we use, whether through virtual 

happy hours, topic-based networking opportunities, 

or brain dates?
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ONLINE EXPERIENCE BEST PRACTICES

E L E N A  C L OW E S
Creative Events Producer

1. Purpose
I want to talk about the three P’s of creating a hybrid 
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“purpose.” In this climate, it can be so tempting to 
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our events just to stay up to date. It’s important to 

remember that we don’t need to include anything 

just for its own sake, especially when we work with 

the mindset that we need to create a seamless and 

similar experience for both in-person and digital 

attendees. We’ve found the best way to achieve this 

synchronicity is to decide what is and isn’t necessary 

from the very beginning of the event conception. 

By drilling down into the core objectives of the event, 

and also really bearing in mind the guest journey 
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elements that have a purpose — that enhance that 

guest journey. 

2. Place
Treat your online space as a venue. For example, 

this week Fortnite announced that they are creating 

a concert space with the ultimate goal that artists 

consider it as a genuine stop on their music tours. 

The virtual event platform is more than just an 

interface where guests access their webinar. We 

really want them to feel the way that they do when 

they arrive at our IRL venues. If you do not have 

the budget to create some of the beautiful spaces 

we have seen brands create recently, such as the 

online House of Fenty, you can still place guests 

online in more subtle ways. For example, shoot pre-

event videos that give guests the feeling of arriving 

somewhere and create the buildup of excitement 

before they walk through the doors. 

3. People
No matter where your guests are tuning in from and 

visually stunning your platform is, all people engage 

in a similar way. At the end of the day, a recent study 

on human behavior showed that the primary goal of 

marketing and event campaigns used to be just to 

evoke emotions. Now, that has switched to actually 

encoding memories within them to deepen the brand 

connection and enhance their experience. 

So bear this in mind while you are creating the digital 

aspect of your event: Your guests still crave a human 

touch. This is achievable through those serendipitous 

networking spaces that we’ve talked about, but we 

need to keep them engaged throughout via tailored 

and carefully considered touch points that align with 

your brand story. Make sure these are in sync with 

your physical event and, ideally, they will be able to 

coexist so that both audiences can feel like one.
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ONLINE EXPERIENCE BEST PRACTICES

A N D R E W  R O B Y
Event Planner, Andy Roby Events

1. Serve as a Broadcaster
It’s critical to go over writing and rehearsing the 

scripts with your speakers, and outlining the different 

roles they can take on virtually. It’s also critical to 

understand how to conduct really great interviews 

and make sure that they’re engaging. No one wants 

to fall asleep during the event, nor do they want to 

hear a boring speaker, so you have to be able to 

coach them and understand how that works. 

2. Improve Your Weakest Link
Your speakers and your clients tend to be your 

weakest links. Speakers may not have experience 

in speaking virtually; they’re used to the energy in 

the live experience, but it does not translate to your 

virtual experience. It’s up to the speakers to make 

up that gap. Simple things like making sure they are 

looking into the camera and not at their notes.

 

3. Do Events Within Events
Navigate the virtual experience world is hard 

already, but we have to go a step further with hybrid 

and virtual events, and that means using your VIP 

experiences. It’s not just about what takes place 

during your event; think about what’s happening 

before and after your event that can further elevate 

the attendee experience. 

Your breakout rooms should not be twins. They are not 

an opportunity for everyone just to break out and do the 

same thing. These represent targeted opportunities for 

you to really delve down into the niche topics that your 

attendees really want to learn about. 

Mini masterclasses are a hit. Use this opportunity 

during your virtual events to make sure your key 

players are giving great masterclasses right during 

your event. Your audience is going to love it because 

it’s unexpected. 
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1. Invest in Audio
It’s hard to believe that, six months into virtual, 

we’re still seeing up-the-nose shots on live 

television. Invest in your audio. It’s so much easier 

to shift your attention elsewhere if a session is 

HMƾGYPX�XS�LIEV�Ƃ�FYX�MJ�MXƅW�GVMWT��MJ�MXƅW�GPIER��MXƅW�

easy to listen to. 

Don’t just assume that a really expensive solution 

is going to be really good. Apple products are 

notoriously expensive, but not all that good when it 

comes to cameras and audio and things like that. 

I have a pair of Bluetooth headphones that cost 

$300, and they make me sound like a 1960s phone 

engineer. Dig through your drawers, try everything.

ONLINE EXPERIENCE BEST PRACTICES

B R A N D T  K R U E G E R
Technical Producer and Consultant, Event Technology Consulting

2. Test Your Lighting
Phone a friend. We are not good judges of our own 

appearance, so hop on a call with someone you trust 

and try out different locations in your environment 
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No windows behind you, no bright backlight that just 

turns presenters into shadows. Get the light source 

in front of you, behind the camera, and position it up 

above you to shine light down on you. 

Be sure to test at the time of day that you’re going 

to be speaking as well. We frequently schedule 

these calls when it’s convenient for our speakers, 

but we really need to be testing them at the time 

of day that they’re going to be speaking so we can 

understand the natural light situation. Check for any 

weird shadows or sun streaming in and putting a 

big beam of light right across their face. 

3. Experiment With Your Video
Once again, try everything. Apple products have 

had notoriously bad cameras in them. You might 

spend $3,000 on this glorious Macbook Pro only to 

discover that you look like there’s Vaseline smeared 

all over the camera. Try all your different devices.

Hop into a Zoom call and begin recording yourself 

as you switch different devices and see what looks 

and sounds best. Work on camera placement, try 

and get your notes behind it, try and get any screens 

behind it. What I like to do is actually take my 

monitor, angle it a little bit, and then put the camera 

on a tripod in front of it. So you can actually look 

past the camera and see all of the other people on 

the call.
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Live graphic recording by Chris Shipton - liveillustration.co.uk - 

chris@liveillustration.co.uk - Twitter: @livepens
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CMP CREDITS
EventMB is a CMP Preferred Provider accredited 
by the Events Industry Council and provides 
Continuing Education credits for learning activities. 

This report is worth 2 CE Credits.

To acquire CE credits through this or other reports, 
webinars and reading material from EventMB, please 
refer to https://www.eventmanagerblog.com/cmp.

For more information about the CMP credential or 
Preferred Provider Program, please visit https://
www.eventscouncil.org/.

DISCLAIMER
This report is based on the content in our 
September 10 event, The Hybrid Revolution 
Summit.

While this resource has been sponsored, the 
contents are completely unbiased.

If you wish to sponsor our future publications or 
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in touch with Carmen Boscolo at cb@skift.com.


