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BUSINESS EVENTS BEYOND COVID-19



RADICALLY DIGITAL

Organisers

SWITCH TO FAST FORWARD

Prior to COVID, 27% of organisers
considered a hybrid event as the
way forward. By November 2020,
/6% were planning their next
event as a virtual one.

Pre COVID | November 2020

For the first time, one

conducted virtually.

In March 2020, 620 trade
fairs were cancelled or
postponed in Germany.

Between March and June 2020, MS Teams experienced growth of 89 I O/o.

third of all conferences were

The value of
"/Zoom"” shares
rose by 400%

IN the first six
months of 2020.

%

Since March 2020, 69% of
business trips have been
replaced by virtual meetings.
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s the digitisation of business events a
temporary phenomenon? No, because the
experience ot digital events 1s overwhelmingly
a positive one. Although personal discussions
at live events remain important, now they take
place on a greatly restricted scale compared
to In the past.



PHYSICAL, VIRTUAL OR HYBRID?

In reality, there is still (beyond COVID) a place for them all.
One question that is frequently asked is how do recreate

a Physical Event in a virtual world? Rather than answering
a replacement challenge, is there actually a great
opportunity to embrace new ways to engage with
people never afforded by the Physical Event?

PHYSICAL

Price is scaled depending on
the number of participants

* Host and participants:
In the same location

* Physically imited, exclusive or
associated (fairs, congresses)

= Predominantly two-way interaction

HYBRID

Price is flexible dependent on
ratio between physical and online

» Host and participant: both in the
same location as well as digitally

* Physically limited, digitally flexible,
exclusive or public

» [nteraction one or two-way

DIGITAL AND VIRTUAL

Price scalability

* Host and participants:
in different locations

= Event can only be experienced
digitally, usually exclusively

= V1: no physical space (only
webcam iImages or presented
content)

» V2: physical space
(stage, lounge, studio)

= V3: virtual space (green screen,
3D rendering, virtual public/
avatar upload)

= V4: Combination of different
scenarios (e. g. AR elements
set to real scene)

= [nteraction one or two-way



DIGITALISING THE WHOLE PROCESS
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Digitised events
create entirely new

ways to engage = |nvitation by e-mall (as part = Stream the event (public = Automated thank you = Announcements of
with target groups of a marketing automation or private) e-mails with material follow-up events
—and in doing so vvor_|<ﬂovv) ar_1d socia _ = |nteraction for additional dovvnloe_ad (marketing = |nvitation to follow on
strengthen the media (organic and paid) insights/data automation Tor lead social channels
integratipn qf the = Use of interactive ad (surveys/Q&A) nurturing) . P . f oth
communications formats such as LinkedIn . o1 " = Short market research ron:o Ir?rl ?’tp er”
ecosystem. Conversation Ad or lead tol networking, survey about the event events that 111 In we

with the theme (webinar,
= [nformation about similar blog post, etc.)

events, appropriate
content (newsletters/
blogs) and social media

gen forms breakout groups

= Different levels with
different offerings (paid in
full or in part)

* Analog experiential
accompaniment to the
digital event

= Retargeting event visitors

= Digital previews/
keyholes as teasers

= |mpressive effects
(like personal hologram
invitations)




CHOOSING THE RIGH

Live streaming: Meetings (small groups): There are tools to meet all needs, but
having so many tools can be a challenge.
kwitch ¥ O Periscope OEQ G BlueJeans clseo’ Webex Assessing the plethora of tools against the

event requirements (and budget) Is a key
part of the planning process. The crucial
criteria are generally the achievability
@ J Z00m sz slack of communication goals, the existing
marketing and system landscape
as well as the resources available.

° Youlube VM ﬁ Q TeamViewer ml

Whereby

Digital conferences and webinars Virtual trade fairs/ spaces:
(many of the tools mentioned above

offer extensions): CAMAILOT
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Sales and marketing
communication link:
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AMILIAR FORMALT,
NEW IMPLEMENTATION

» WORKSHOPS & SEMINARS
» PRESS CONFERENCES

» STAFF EVENTS

» CORPORATE EVENTS




The right combination
of different tools will
increase the motivation
and involvement of your
participants.

WORK ON THE
WHITEBOARD USING MIRO,
SAMEPAGE AND BLUESCAPE

= Participants can work on the
whiteboard and see changes In
real time.

= This creates a feeling not of
iIsolated work, but of close
collaboration.

» Moderation takes place directly
on the whiteboard without any
Interruptions.

AUDIENCE INTERACTION
RISES WITH MENTIMETER
OR SLI.DO

* Participants log in to the live
survey via their own browser.

= Moderation Is able to activate
the display of the results itself.

* This way, the audience Is actively
iInvolved in a meaningful way.

TEAM COOPERATION IN
BREAKOUT ROOMS

= Attendees participating In a
virtual lecture can switch to
individual rooms.

» Examples: subtasks, group
work, individual discussions

= Once the work is finished,
the participants can return
to the big meeting.



Digital press conferences offer a whole host
of new opportunities. The combination of
real and virtual elements can offer a lot of
added value, as does the presentation of
info-snippets in various formats in real time.

EXAMPLE

MERCEDES-BENZ GLA PRESENTATION

= Mercedes-Benz is using a digital press conference to
unveil the new GLA.

= Set-up: Stage with green screen, automated
cameras, 3D motion tracking.

= Ola Kalanius stands in the “real” studio, with the car
on a turntable.

= 3D elements appear like holograms above one of the
VIEWS.

= \/lewers can select their favourite view themselves.

= Native screenshots can be exported from the
livestream at any time.




You can rapidly and effectively involve
your staff by using a creative event kit.
Here too, digital participation is a specific
factor: Conducting live surveys and work-
ing collaboratively on a digital whiteboard
increases motivation and participation.

EXAMPLE

DIGITAL TOWN HALLS

= Turn the corner of the lobby into a permanent studio
(and use It for internal digital communication).

= Online streaming (with registration), where the
company IT is not suitable (e.g Whova)

» Recordings avallable on the intranet

» [ncorporate interactions like short employee surveys
(e.g. Mentimeter or \Whova)

= \Wherever possible, always integrate chat to act
as a feedback channel to increase engagement




The stage is yours! Your imagination is

limitless here. It can be in-house digital trade
shows, keynote live appearances around the
globe, or integrated sales and CRM activities
using tools like Hubspot to tie in participants
in the long term:The future of events is now.

EXAMPLE

DIGITAL X DIGITAL EDITION

= Deutsche Telekom'’s digitisation initiative, DIGITAL X,

which 1s normally a physical event, was held virtually
In 2020.

= The set-up: A mix of lectures and talks on virtual
stages, studio contributions with moderation and live
broadcasts.

= Exhibitors in a virtual exhibition space can use a
chat room to virtually connect with “stand visitors”




THE RIGHT =
EVENT FOR oy
cVERY NEED

demographics etc.
THE MOST IMPORTANT QUESTIONS YOU
SHOULD BE ASKING YOURSELF

Tools, funnels etc.

Are there any
economies of
scale that make

Agents, catering, technical sense’?

service providers etc.

Elimination of the need
for tools, requirements
for server locations,

video recordings, GDPR
approvals.

What experiences
from the past can be
drawn on?

Bandwidth, video
equipment, developer
for AR effects, location
for recordings, target
hardware, app-based or
browserbased

Information, sales
or networking



WHETHER IT'S HYBRID, DIGITAL OR VIRTUAL:
WITH US, YOU CAN COVER
ALL EVENTUALITIES.
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https://www.palmerhargreaves.de/en
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HP Creators of Tomorrow: https://www.youtube.com/
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