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Introduction 

The Recovery Project is the third section of a of three-part series on Virtual Meetings and Events 
facilitated for HTM 664 Innovation in the Experience Economy as part of the Master’s in Meeting & Event 
Management program at the L. Robert Payne School of Hospitality & Tourism Management.  It is 
important to note, this series was held during Stay at Home orders in result of the COVID19 pandemic.  
Session one featured an overview lecture on Virtual Meetings & Events where participants reviewed:  

x Growing opportunity in the virtual segment of meetings and event 
x Embracing technology to provide the means for interaction, education, and engagement when 

meeting in person is not an option or when meeting in person is an option and virtual 
components can enhance the experience  
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x Working virtual into planning conversations from the beginning with live events 
x Advantages/Disadvantages of Virtual Events 
x Identifying roles and recognizing the need for human resources to plan virtual events  

In the second session of the series, students learned from Paul Salinger, VP of Marketing at Oracle, about 
Oracle’s approach to embracing technology (more than before the pandemic), decision-making processes 
for bringing in person events to virtual platforms, organizational plans to move forward post-COVID19, 
preparations for lingering effects of the pandemic, post-COVID sustainability, and skill sets needed by 
event managers and marketers as digital and virtual now become more important and folded into the 
entire portfolio mix of marketing activities.  

The activities in the third session of the Virtual Meetings & Events series, the Recovery Project, leads us 
to the compilation of this document. This project features Tony Lorenz from HeadSail, LLC.  Tony is an 
industry advocate with an impressive background. Students were assigned to:  

1.  READ Tony Lorenz’s article “What’s Next?” written and posted on LinkedIN on April 2nd, 2020 
"What's Next?" by Tony Lorenz on April 2nd, 2020  

2.  WATCH a video update from Tony filmed on May 6th, 2020  
 Interview with Tony Lorenz - May 6th, 2020 

3.  CONSIDER the thoughts and ideas Tony had shared in the “What’s Next?” article, as well as the video 
update and use a series of questions to discuss and reflect on what might be the journey for the 
meetings and events industry moving forward. 

 
Students were asked to try to imagine what the post-COVID19 environment will look like after 
experiencing this three-part session, combined with their own personal experiences.  Will we return to 
exactly as things were before?  Or, will the disruptions from COVID19 linger and change the way business 
is conducted forever?  
 
The results from this assignment were compiled into this document and then shared with Tony Lorenz 
and all participating members of the course to inspire continued discussion and recovery for the meetings 
and events industry.  Tony is a member of the APEX COVID 19 Business Recovery Task Force, and 
although his participation on this task force is confidential, the information, thoughts and insights in this 
document were created with intention to support the recovery of the meeting and events industry and we 
encourage Tony to share and communicate back as necessary or needed.  
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Participants  

Jeff Campbell – San Diego State University (Program Director)  
Mandy Brown - San Diego State University (Guest Lecturer) 
Tony Lorenz – Head Sail, LLC. (Guest Speaker) 

MEM Cohort 1:  
Loretta Adikhai   Carolina Berg    Jennifer Dorholt  
Kristen Gosselin  Shelley Hamilton Bruer  Javanni Kiezer  
Elizabeth Lechner   Lori Pugh Marcum  Deanna Roberts    
Sandra Serrant   Jessie Smith   Kristopher Thompson 
 Kiersten Walker   

 Please Note:  This document is not to be shared or reproduced for publication, as it is intended only for use 
by the participants who contributed to the virtual learning sessions during the program to access the 
thoughts and discussion materials for educational purposes only. 

DISCUSSION #1:  What happens if meeting and event (m+e) professionals put 
their mindset in the frame of Path Two, where we believe we will go back, and 
things will be exactly how they were before?  
 
“If this is the path chosen by M+E professionals, there will be practically no M+E Industry of 
which to speak.  This global situation is unique and will have lasting impacts.  While there is no 
clear consensus regarding the science of the virus (i.e. does it last on surfaces?, how exactly is it 
transmitted?, what are the actual infection and death numbers?, what is the best course of 
prevention and treatment? etc.), the fact remains that there are people across the globe who 
have a very real fear of this virus.  They are scared to leave their homes to even grocery shop, let 
alone to attend a professional meeting or event.  On the other end of the spectrum, there are 
those people who are fed up and are ready to go back to the normalcy of life – meeting friends 
for dinner and attending a user’s conference.  This diverse continuum is the global M+E audience 
moving forward.  Not that the pre-virus world offered an all-encompassing solution for M+E 
attendees, however, now the budget is not the biggest challenge to an event’s increasing 
registration numbers.  People’s fears must be addressed.  Ignorance will only lead to brand 
degradation and abandonment.  The key to initial and sustained success is in determining the 
M+E approach to accommodate those key attendees and their needs.  Will some key customers 
readily join an in-person meeting?  Probably.  Will extra health measures need to be 
implemented?  Probably?  Will some key attendees not attend an in-person meeting?  Most 
certainly.  This is where the rubber will meet the road.  

As I do not have the solution, I strongly believe that the current environment requires M+E 
professionals, in conjunction with their leadership, have an open mind and be willing to explore 
a number of hybrid approaches to future M+E offerings.  Prior brand strengths and loyalties will 
now need to be bolstered by clear audience (both internal and external) communications 
detailing new precautionary elements as M+Es are rolled out.  There will be some failures, which 
if handled properly will be invaluable 360 learning experiences.  These opportunities will be the 
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priceless path to strengthened customer trust, heightened brand allegiance and well attended 
M+E offerings.” -Shelley Hamilton Bruer  

“There will be some companies that revert to the same event strategy as before COVID-19 if 
they feel they can sustain their business model this way. If another crisis was to hit, then they 
likely couldn’t sustain the blow. Companies who go back to only live event delivery models likely 
do so because they haven’t been able to fully understand and execute virtual events effectively.  
Meeting professionals who were too afraid to step out of their comfort zones and learn the skills 
needed to produce online events will find it very difficult to land promotions over other 
candidates who dove headfirst into learning digital platforms and production best practices. 
Technology will continue to evolve our industry and those who embrace it are more likely to get 
a seat at the senior leadership table than those who focus is only around live event logistics.”  
-Lori Pugh Marcum 

“As an event planning company owner, we proudly created live event experiences for our clients, 
Live events are a welcome distraction from the hustle and stress of daily life. It was essential to 
create experiences that would stay with you well after the fact. Going back to normal would be 
our first thought to recapture what we call the good old days, but we’re living in uncertain 
times. It's hard to know what's next as the world moves towards recovery.  I do not believe all 
meetings and events will revert to the same.  Events will take on a new protocol, much like what 
we saw after 9 -11.  Fear and uncertainties will linger until we have a vaccine. Events may begin 
asking for proof of immunity, take temperatures, and require six-foot distance between 
attendees.  Events will convert to smaller numbers for safety and also combine with a virtual 
component. No matter how you look at this, we are unable to return to the good old days.  

If meetings and events stay the same in a different environment, they run the risk of missing out 
on meeting their attendees/guests' needs. Pre-COVID attendees' needs may have been what you 
offered, but in the new normal, it will be different. If we remain stagnant, our businesses and 
events will eventually flounder. We will need to develop innovative ideas to excite our attendees 
and meet their needs for staying power. They are also missing out on revenue and growth by 
visiting the same in a changing environment.” – Deanna Roberts 

Will m+e revert back to the same as it was before?  
 
“I don’t think meeting and events will ever go back to the way they were before. I do believe 
that we need to prepare for a new normal, not just in business but in our everyday lives. The 
same goes for meetings and events. While I believe this pandemic has shown people the real 
importance and value that meeting face to face have on business and in people, the future of 
meetings is in hybrid. As a planner I am already thinking ahead on how my users conference will 
always have to have a virtual component, I believe that meeting and events will always be 
hybrid from now on.  
 
Safety will also be at the forefront. I see more health protocols around our meetings, ensuring 
people stay healthy. We are already seeing how live meetings have stringent temperature 
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checks, hand sanitizer stations and are changing how meals are served etc. I think these types of 
things are going to always be part of meetings and events. “ – Carolina Berg  
 
“No, the industry cannot and will not go back to the way it was before.  This pandemic/state of 
the world is an opportunity to take the best of the past and embrace the new opportunities and 
technology in front of us and weave them together to improve our industry as a whole and 
promote more impactful, successful event programs moving forward. “ – Kristen Gosselin 
 
“Only if it wants to go the way of the ice delivery man.  Wrongfully or rightfully, this virus has 
forever changed the world.  There is no “same as before” for anything.  Millions of people have 
altered their approach to everyday necessities – from shopping to working to neighborly 
exchanges to recreational activities.  Their approach to the “nice to haves,” such as conferences, 
most certainly will be affected.  With the seemingly overnight dependence upon all things 
virtual, M+E professionals must heed this shift and determine how to embrace, and dare it be 
said, exploit the technological applications, at least during the early stages of the industry 
recovery.” -Shelley Hamilton Bruer  

“No, not at all. The industry will fail if we go back to the way things were before. Not only did 
COVID-19 bring a halt to our industry but it also stopped the entire country and forced us to 
figure out other ways to stay connected at a distance, creating the new term social distancing. If 
anything, the need and importance of virtual platforms has moved to the forefront and has 
quickly shown us it’s time to start implementing virtual components into the industry now.” - 
Javanni Kiezer 

“If this happens, then our industry will become stalled. Unless event professionals are willing to 
wait til end of 2021 or 2022, there will be a need for change. Until then, meetings and events 
that are strictly in-person will not take place to the extent it use to. Attendees will view it as 
unsafe to go to these events for quite a while.” -Sandra Serrant  

“I hope that meeting and events do not revert to the same as what it was before. I think that it 
will have a large financial impact on the industry if it does. I believe the path to recovery in our 
industry is to offer hybrid options for all events. This will allow people who miss the in-person 
relationship to have that interaction but will also give other attendees who may not feel 
comfortable with in person the ability to enjoy the meeting or event. I believe that the success in 
meetings is to have empathy for all attendees whether they are a potential attending, an in-
person attendee or an online attendee.” -Jessie Smith 

“There will be a desire to return to the what we knew, return to what was comfortable. In this 
time, there feels like a strong desire to return to comfortable. However, we must embrace the 
revisions that we experienced during this time when we were unable to meet in-person.”  
– Kristopher Thompson  

“For some, no. This time was transformative. They’ve reevaluated budgets, goals, status quo, 
public perception, office politics, etc. They’ve removed all limitations and barriers to what’s 
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“possible” and have reimagined how people meet. Things have changed and even if society 
reverts to the way it was, some organizations and planners never will.  

For others, yes. Because it’s all they know and they aren’t open to change. Once restrictions are 
lifted, they’ll pick up status quo and keep moving. They’ll implement physical distancing or 
temperature checks or whatever other guidelines are required, but the foundation for how they 
do business, will be the same.” – Kiersten Walker 

If an m+e professionals goes back to operating the same, what opportunities will they 
miss out on?  
 
“To me, the silver lining of what we are going through in our industry is that endless possibilities 
and change that are coming to our industry.  I mentioned above about meetings always having 
to be hybrid in the future. I think if a professional goes back to operating the same, they will not 
only miss out on the skills sets needed to be a successful meeting and events professional in the 
future but will also miss out on getting to be at the forefront of creating that change. I think for 
our industry, event planners especially, will now have to not only have the planning skillset but 
will also have to be event technologists. Someone who refuses or doesn’t think they need that 
skill set will quickly find themselves obsolete in their role.” – Carolina Berg  
 
“They will miss out on this window that we’re in RIGHT NOW to stop, reflect, and seek out the 
many, many collaboration offerings and trainings that are being offered to all of us for personal 
and professional development.” – Kristen Gosselin 

Should this be the approach, the M+E professional will basically forfeit their paycheck.  A 
company, currently struggling with various levels of budget shortfalls and headcount concerns, 
will have little, if any, tolerance for outdated and poorly attended events.  This will be simply 
viewed as overhead, with zero influence upon pipeline growth nor customer retention.  If left to 
linger too long, the ultimate result will be costly brand desertion. -Shelley Hamilton Bruer 

“The two big things are new/current business and building relationships with others. Companies 
that don’t get on board will no longer exist. As we’ve learned, virtual events have the same 
characteristics of in person events. So, by going back to operating the same way we’ll miss out 
on generating income, gaining new sponsors, the chance to gain new attendees/members, and 
opportunities to market to new and current clients. Most importantly the industry will miss out 
on an opportunity to stay relevant and innovate. If we don’t continue to grow attendees and 
clients will no longer see the need for meetings and events.” - Javanni Kiezer 

“As he said we do need to redefine the industry.  Redefine it to include some new aspects 
including digital media, and I think going ‘live’ on social media could also be included in that.” -
Sandra Serrant 

“Opportunities that a meeting and events professional who goes back to operating the same will 
miss out on are the missing out on potential clients which will lead to a financial loss. The 
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meeting and event professional will also miss out on the potential for additional attendees 
through digital attendance at their current events. There is also the loss of opportunity to 
remain relevant in a changing industry. I believe the future of meetings is the inclusion of live, 
hybrid and digital meetings.”-Jessie Smith 

“If we move back to the same, we will now see a smaller or narrower reach for the attendance. 
By only offering in-person meetings, you are missing the attendee who may not be able to take 
that much time away from the office, ability to travel, or doesn’t have that large of a budget to 
cover the travel. By offering an opportunity for a virtual event, you add more 
companies/attendees into your overall marketing funnel.” -Kristopher Thompson 

“Engaging a broader audience. More people can be reached through virtual channels.   

Shifting the perspective and focus on human connection, irrespective of venue, scheduling, meal 
breaks etc. This time should be spent doing a complete overhaul of not just your company’s 
events, but the way events are done, in general. Your entire perspective on how people engage 
(with each other, with your brand, with your sponsors, etc.) should be dissected and rebuilt 
without the limitations of physical space.” -Kiersten Walker 

DISCUSSION #2: What happens if we embrace technology in the delivery model, 
shift, redefine and fully utilize digital platforms in concert with physical events to 
grow the pie of opportunity in the m+e industry as Tony describes in Path One?  

“Simply put – opportunity.  Just as the global response to this virus is uncharted, so, too, is the 
path to future evolution.  There are a number of drivers in the current economic environment – 
largely unknown virus, depressed budgets, personal apprehension, governmental restrictions, 
etc.  The solution for future M+E growth and expanded opportunity will require much more than 
decreased pricing and amazing swag bags.  M+E professionals must dive deeply into the 
technological platforms and exploit any avenues of implementation.  In conjunction, the industry 
will need to be unified and open to benchmarking.  This will not be a time to wave the cloak of 
secrecy.  All M+E professionals need to stand alongside their colleagues to earn the global trust 
of the global audience.  In order for the industry phoenix to rise, this is a time for the “us” 
approach to M+E.  Anything to the contrary will not just sabotage the competition, but all M+E 
professionals.” -Shelley Hamilton Bruer 

“However, companies that want to grow and reallocate their resources and project revenues in 
diversified means of event delivery will grow faster and will be able to sustain major crises in the 
future. At MPI, we have been producing digital and hybrid events for over 5 years. While 
attendance never came close to the in-person attendance numbers, the reason that we offered 
it was because we were able to have attendees who wouldn’t have never traveled to our large 
conferences in the past get to participate in our World Education Congress Hybrid event. We 
found that people who attended the WEC hybrid event were inspired and came in person to 
WEC the following year. We used the Hybrid events as a conversion tool. 
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Post COVID-19 escalated the evolution of people attending digital events. MPI has produced the 
Global Meetings Industry Day Broadcast for the last 3 years. In the first 2 years, the virtual 
viewing audience was approximately 450 people with about 20% being non-members. We 
considered the virtual event a success because we promoted a discount code for membership 
and showcased our educational value to the community and typically converted non-members 
to members. 

In 2020, the pandemic hit about 6 weeks before the broadcast and we had to redesign the 
content of the digital event. We strategically realigned the content to be around skills to get 
through COVID-19 with a focus on community engagement and support initiatives. Due to this 
quick thinking and the desire for meeting professionals to come together and educate 
themselves, there were nearly 11,000 attendees making it the largest virtual event for MPI. 
Because there was no fee for people to attend the event, we could give nonmembers a glimpse 
into the value proposition of MPI.  

The final data showed that roughly 68% of the attendees were nonmembers and we will able to 
covert 401 people to members and we renewed 45 existing memberships.  

As live events return in the Fall, we still plan to have hybrid options for all our live events. There 
will be people who for reasons such as health conditions, government restrictions, and simply 
fear will prohibit them from attending in person. The revenue from the hybrid option will still 
show them the value of MPI and we hope that the lower cost of this offering will entice non-
members to attend virtually and covert them to members.” -Lori Pugh Marcum   

“As mention before, live events are a welcome distraction from the hustle and stress of daily life.  
The experience received from live meetings and events is what resonated with attendees.  If we 
embraced technology in the delivery of digital platforms and physical events, this would improve 
our way of working and engaging with our attendees.  Also, by creating hybrid events, we will 
open up to a broader market. The use of event technology with a live event can increase 
attendance while inviting a new global audience to your mix. Virtual events are much more cost-
effective by reducing venue cost, rentals, décor, and registration.  Combining virtual and live 
events can break new ground in the interactive event space. Shift are attendees from passive 
audiences to engaged attendees. Provide real-time data insights and resources to attendees 
virtual and live.  Being able to provide these dual experiences will help you grow your meeting 
and events and or businesses.  Adapting this formula for D. R. Roberts Event Management will 
be very beneficial to us.  We can provide an answer to our clients' needs and grow our business 
by staying competitive and becoming an innovator.” -Deanna Roberts 

“COVID-19 has given us a great opportunity for a trial and error test with technology. As 
meeting and event professionals we know how an understanding of what works for our clients 
and things we can improve upon. This will carry over into the post-COVID-19 world. The post-
COVID-19 world will have more hybrid and digital events and the technologies we have learned 
will help us meet the need for hybrid and digital event planners. The technology will allow us to 
remain relevant in a changing world.” -Jessie Smith  
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“What happens is we GROW our industry. We have the potential to grow it beyond what it 
previously was. An event that is fully digitally integrated while also being in-person, can only 
serve to expand the audience/Attendees. It will positively influence the content and more. I, for 
one, is excited by the prospect of this happening.” -Sandra Serrant 

“We have been giving an opportunity to refine while using the technology, we have the ability to 
make small errors when using technology and it is forgivable. The incorporation of the 
technology is now so we can get the speaker at a reduced cost now as we are not going to cover 
their travel as we will show them via video on the screens. The “need” for 100% in-person has 
been reduced. 

Technology has afforded us the ability to use multiple platforms to connect the way the 
attendee would prefer. This has started and is now going to need to be embraced by planners. 

Attendees can also opt to only attend a portion of your sessions if you are offering them 
virtually, so more of a choose your own adventure for what content they feel is relevant to them. 
Planners will really need to key into audience mix when they are looking at the events now to 
ensure that there is something for everyone; or people will log off.” -Kristopher Thompson 

How can discovering new depths in technology improve our way of working post-
COVID19? 

“As mentioned above, I believe that the future of meetings is hybrid. What is great about hybrid 
meetings is the ability to reach a broader audience and create even better and more engaging 
events. What I am really excited about is being able to use the virtual portion of our events to 
prove and show the value of attendees, which will hopefully lead to more in person attendance 
in the future. I am seeing the new technologies that we can utilize in the future as extensions of 
our event.  

One of the other things I could see us leveraging technology for is the ability to test out new 
ways of delivering experiences and content to our audience ahead of our live event. Never 
before have we had the chance to see if our ideas will be well received until after the fact. 
Utilizing virtual events as a way to test and get feedback before you try it live and in person is 
only going to take our events to the next level.” – Carolina Berg  

“By shifting to hybrid events in growing technical capabilities in unison with a physical event we 
will be able to capture a wider audience, and a more engaged audience.  This wider audience 
“net” that will be cast will allow the attendee to ultimately choose the means (in person or video 
presence) to engage for that particular event.” -Kristen Gosselin  

“The best answer to this question is an analogy.  When Steve Jobs and his team at Apple were 
working on the first iPhone, he likely was asked, “How will the new iPhone impact 
telecommunications?”  Jobs, being the technological genius he was, likely had ideas as to how 
the new device would be received.  However, it would be seemingly impossible, even with his 



 
 

 
10 

ego, to predict the scope of the revolution sparked by the iPhone. M+E professionals need to 
relinquish their dependence upon their prior Blackberries and work with event technologists to 
uncover the new M+E iPhone.” -Shelley Hamilton Bruer 

“Opportunities are becoming endless now that we can operate in a digital and physical space 
and creativity now becomes the most important tool for a meeting professional. By 
incorporating VR and AR into virtual and hybrid events you’re allowing attendees to be interact 
with one another face to face without being in the same room. Wouldn’t it be amazing to be at 
a conference networking with your peers and colleagues without physically being there? 
 
“Post COVID-19 will encourage employers to shift employees to working from home. So, in turn 
the rise of online platforms will continue to have a huge draw for all that want to be a part of an 
event but at a distance. People will always want to be a part of an experiential event, even if 
that’s in person or blended. By providing new attendance options it now gives the attendees 
more flexibility of how and when they attend, it helps push planners/suppliers/vendors to thing 
outside the box on creating the feeling of being at an event when they’re not.” - Javanni Kiezer 
 
“Of course, some new technology might not serve us well. But overall, I suspect discovering new 
depths in technology will improve our events because it will open up how we service those 
events. It will also open up ways in which to meet the needs of our Attendees. Imagine being 
able to ‘live stream’ a global event that also allows for a ‘live’ Q&A sections from anywhere in 
the world? I can imagine hosting a networking event where you are still able to speak with other 
attendees via FTime, Zoom, Skype, etc. The possibilities are numerous.”  -Sandra Serrant 
 
“Meetings and events are still a very human interaction. There is a need for investing in the 
technology while also still considering the human need for connection. Some of the best client 
relationship I have were established by an in person meeting versus a phone call or email 
relationship. If you invested too much in technology you may lose that human connection.” -
Jessie Smith 
  
“Remote workplace – Improving how we engage with both colleagues and clients virtually. Can 
also remove geographical barriers when hiring planners, understanding that they can still 
effectively perform the job without living in the organization’s city|state 

Virtual site visits – I certainly don’t want FAMs to disappear altogether. Nothing can replace 
being in a city and fully embracing everything it has to offer. But, we still need to work within 
the current climate and with restrictions on travel, virtual site visits will be the norm for many. 
Make your mark! Whether that’s creating a full 360 tour of your hotel (and surrounding streets) 
or sending VR goggles to key clients, destinations need to get creative in how they sell 
themselves.  

Diagramming software to account for physical distancing – this just has to happen 
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Virtual events – We’re already in the thick of this, but for the vast majority, their entrance into 
the virtual environment was reactionary. Virtual events aren’t new, but few have relied on them 
over live events. Therefore, there’s a huge learning curve. Not just on the part of planners, 
attendees and exhibitors…but also on the part of the suppliers of the virtual environments. They 
only had to be so creative, so innovative because demand was low. Now that demand has 
skyrocketed, the capabilities of these platforms will change drastically, as real strategy and 
money is pumped into their development.  

Hybrid events – once live events come back, there will be a large contingent of planners offering 
virtual components alongside the in-person gatherings. Technology will be crucial for both the 
attendees onsite, those watching from home, and in effort to connect both audiences. Example: 
with virtual events, we have zoom breakouts. Well, for a hybrid meeting, you can still have 
people onsite engage with each other in the room and also have a few screens set up that allow 
their small groups to engage with the people in the Zoom breakouts.” -Kiersten Walker 

DISCUSSION #3:  What might be the disadvantages of investing more into 
technology from the beginning phases of m+e planning?  

“Technology is constantly changing and improving. A lot of companies were quick to jump on 
the virtual event bandwagon without real forethought on what the real needs are. If you were 
quick to get on board with new technologies you might hit roadblocks you didn’t think about or 
experience problems with solutions that are not as robust as they say they are.  

When this pandemic started to ramp up and events started being canceled it was easy to start 
panicking and start planning virtual events without much of a plan. I think the companies that 
do it right are the ones who take a pause and a step back and evaluate the real needs of the 
customers. Do they need to attend a virtual event right now? How else can we deliver content or 
engage with them?  What experience do we want our attendees to have?  A lot of companies try 
to get you with the shiny experience (3D, virtual etc.) but that is not always the best experience 
for your audience.  

If you make the mistake of jumping into a technology first before actually evaluating the needs 
you might end up spending a lot of valuable time and budget on a solution that was never the 
right fit for you, your company or your audience.” – Carolina Berg 

“Technology is RAPIDLY changing, and I know that after this global “trial period” of Zoom and  
many various digital platforms that there will be many iterations of new technology rolling out 
daily, if not weekly.  We need to embrace what we have now, and continue to refine the 
technology we have but not over-spend because I do believe that there will be many 
breakthroughs in how we view, digest and interact with technology in the coming years and 
older technology forms will become obsolete.” -Kristen Gosselin  

“While current technology must be incorporated into short term M+E offerings for obvious 
reasons, blowing a budget on current technology would be ill advised.  Over the last few 
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decades, technological advances are made at ever increasing speeds.  M+E professionals, while 
working with current technology platforms, should keep a keen eye out for any advancements 
that are presently in the pipeline and work with event technologists to influence future 
platforms.  While it is true that the early bird catches the worm, he is also the guinea pig, who 
must suffer through the initial quirks and technical issues.  Miss Congeniality still receives a 
sparkly crown.”  -Shelley Hamilton Bruer 

“1)      You may overestimate your need for the virtual components of your event and find that 
most people have decided to take the chance of meeting in person. Now, you have an added 
expense that is not benefiting your event. 

2)      Outdated equipment. Digital devices that run our technology have a short lifespan. 
Technology is quickly advancing everyday and our devices don’t tend to keep up. Devices that 
are high speed and relevant today can become useless a year from now.” - Javanni Kiezer 

“For event professionals who embraced the opportunity to learn new skills in technology post 
COVID-19, their eyes were opened to additional revenue streams, customer and member 
acquisition strategies through technology. Companies that embraced technology and virtual 
events were grow exponentially more then those who didn’t. 

Business owner and senior leadership of companies are seeing a cost savings and increases in 
efficiency when employees work from home. I believe that you will see many companies 
downsize their offices and allow employees to work from home more often or completely. 

The only disadvantages of investing more into technology, is simply the learning curve of what 
type of platform is the right fit for your event or company. Ample research needs to be done to 
make sure it is a sound investment.”-Lori Pugh Marcum  

“Pre-COVID, my company has implemented the use of technology options for enhancing our 
conferences and meetings. Things such as worldwide broadcast, mobile-capable agendas and 
itineraries, and mobile applications. These technological capabilities assist us in preparing and 
planning for the event and streamlining things for attendees and increasing audience 
participation. I do not believe investing more in technology from the beginning is a 
disadvantage.  The use of technology is also changing the way we plan and experience events. 
Making technology a key component of your success metrics will better prepare you for change 
throughout the planning. It provides an edge over your competitor and enhances your overall 
experiences.” -Deanna Roberts 

“As this is newer for many planners, it is determining which companies are supplying you with 
your needs. As all the planners have felt, hundreds of companies have shifted products and 
services to handle virtual or hybrid events. It is difficult to wade through them and also knowing 
what you need. Investing to work for a contracted term may be good for a price, but you may 
not have asked all the questions as this is new territory for many. Also, going virtual costs 
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money if you are 100% virtual or doing a hybrid. Making the case for adding on new expenses 
needs to be reviewed and pitched for the potential benefits.”-Kristopher Thompson 

“Lack of education. Spending on glitz and glamour instead of focusing on real substance and 
what will provide for a positive attendee experience. I’ve heard a lot of planners that want to 
simply take their live event online without putting real thought into how the different medium 
will alter how the content is consumed. They end up spending big money on augmented reality 
so attendees can design avatars and still “feel” like they’re in an exhibit hall. But their audience 
was largely confused and unimpressed. The money would’ve been better spent sending samples 
of products to key prospects. It would’ve made the attendees and exhibitors happier and 
would’ve saved the company money.”-Kiersten Walker  

Additional Responses  

“If we listen to the medical experts, it will be sometime before we fully understand how COVID-
19 was created, how it is truly transmitted and what type of vaccine can be created to eradicate 
it.  Also, if the vaccine development moves in a typical manner, it could be years before the 
vaccine is produced, replicated and distributed.  So, this sword will hang above our heads for 
quite some time which means no one should plan to go back to business as usual.  All industries 
will have to be prepared to possibly shutdown again.  Therefore, it would be wise to reestablish 
the m+e industry to operate in a hybrid environment.  This means that everyone will have to 
embrace the current technology and innovate technology as well to attempt to provide the face 
to face experience virtually. 

Again, all industries, not just m+e industry, must and should embrace technology.  I work for a 
small private university, Marymount California University.  The bulk of our classes are taught in 
the classroom.  Many of our students selected our university because we are small, and they are 
guaranteed to have a quality interaction with their faculty as well as with the campus staff.  It 
was a shock for all of us when the university administrators made the decision to move all 
classes online and sent the staff home to work remotely.  Luckily for me, I already had my home 
laptop set up to remotely access my campus computer because periodically I would work from 
home.  I just needed to bring home some files, but I was pretty set up to do my work from home.  
What changed for me is I had not done any online meetings, so I was not familiar with Zoom nor 
Microsoft Teams Meeting.   

The learning curve for learning how to effectively use the online meeting software was quick.  I 
created by first virtual event only one month after first learning Zoom.  I have discovered that 
you can capture some of the intimacy provided in person to person events.  I also think we can 
now bring more virtual reality activities to an event.  Since currently we are limited to the 
number of people you can put in a room, why not consider putting 10 people in a breakout room 
and have them connect with 10 people in another room or even another site.  This way they 
could socialize with each other without talking over each other which happens in a large Zoom 
meeting.” – Loretta Adikhai   
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“Many M&E professionals will (out of habit) want to go back to what they considered normal. 
That is what they were used to and how they are used to operating. However, they will be met 
with change and updated guidelines from venues and other service providers with their new 
operating procedures. I feel with the amount of information currently being shared most, if not 
all, M&E professionals realize there will be a new normal coming out of this for at least the near 
future. 

Quite a few people are getting a taste of the virtual world, and it has been pretty successful for 
the most part. Leaders in our organization are now looking to expand our use of virtual 
meetings and how we can take them to the next level. I foresee the next challenge becoming 
finding a tool that can do the extra things they are thinking about without having to pay a lot of 
money to customize. This may be the downside to jumping into the technology too soon. We 
currently have a handful of companies offering these services, and they pretty much offer the 
same things. I am sure these, as well as other companies, are looking at what is presently 
provided and identifying opportunities to expand the services and options specifically with the 
meetings and events industry in mind. 

One additional challenge M&E professionals will have to address is the cost factor. They will 
need to understand the extra costs associated with the virtual aspect and adjust their budgets 
accordingly. If budgets are set, they will need to revisit and determine how these additional 
costs affect the overall numbers. Will they need to go back and request additional funds due to 
these changes, or will they need to make adjustments or concessions to cover the costs.”  
 – Jennifer Dorholt  

“Our current situation while living in the midst of a global pandemic has placed a halt on the 
events world and is forcing a naturally creative group of professionals to become more creative 
in their ways to save and continue the industry we work in. Even if someone were to try their 
hardest to go back to the way things were before it simply won’t happen. Our clients are 
skeptical of germs, standing too close to each other, sharing serving utensils, and even touching 
the same elevator buttons on their way to the ballroom. It would be unwise to turn a blind eye 
to these things because everyone else will continue to move forward. Not only will they miss out 
on opportunities by being naive to change, but they will also be lost when it comes to trying to 
keep up with new trends in the industry after the pandemic. Even after a vaccine, and maybe a 
few years down the line, we may begin to feel comfortable with one another and the masks will 
disappear, but I think the positive innovations that have come from this tragic event will stay.  

 People are craving the opportunity to have face to face contact with people. When the 
pandemic is over we will have the opportunity to meet in the same room again. People will be 
absorbing these opportunities in different ways. Although we will be excited to be together 
again, we have created new ways of meeting with one another. We have been able to gather 
groups of people from around the world in one space because of the technology that has been 
innovated during this time. I think it is valuable to continue to embrace technology and have 
virtual events. Our events will be able to reach larger groups of people.  
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 Although the pandemic has taken away our opportunity to host events, it has shined on the 
importance of them. People won’t forget that.” -Elizabeth Lechner 
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Response from Tony Lorenz  

The information as shown above was sent to Tony on June 3rd, 2020 at 3:33pm CST, Tony 
promptly replied the same evening at 6:28pm CST.  Please read Tony’s insightful reply here:  

Mandy,  

First, outstanding work on your part and that of the class. Thank you so much for including me in 

this project.  

A few top of mind thoughts:  

x I am so encouraged by the initiative embedded in these responses. Your group is 
taking a glass half full approach to this seismic change in our industry. Silver 
linings run rampant in the doc, which is so important as an industry mindset. It is 
clear your class has a leadership quotient that is high! 
 

x The industry today is full of reference to virtual events, digital events, hybrid 
events, physical events. I think we should start using the term events – no 
adjectives needed. If you think of a sporting event – the Olympics as example, 
the Games are a hybrid event. But no one calls the Olympics a hybrid event. It is 
simply an event. 
  
I developed an analogy I have been using for many years as it relates to 
amplification of physical events through digital tools. That analogy follows. 
  

An Analogy for Digital Amplification of Business Events  

By definition, sports leagues are and have always been nonprofit associations:  

x National Basketball Association (NBA) 
x National College Athletic Association ( NCAA). 
x National Football League (NFL) 
x International Olympic Committee (IOC) 

 All non-profit organizations whose primary asset is the live content – the game.  Sound 

familiar? 

Digital events and experiences can do for business events today what broadcast TV did for 

sports in the 50’s and beyond.  

We can do so through:  

x An evolved business model to scale content, commerce, and community from events 
through meaningful digital experiences 

x Creativity in user experience design, and supportive technology already in existence 
today, but more widely adopted tomorrow 
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Yesterday   

In the 50’s and 60’s, sports was an above average struggling cottage industry, before TV 

entered the sports industry business model.    

TV’s entrance into sports came after alot of resistance from team owners, afraid no one would 

fill their stadiums because fans could simply watch the game on TV. Sound familiar?. Same has 

held true in business events, especially in association owned business events, given years of 

resistance to hybrid events. That resistance is now evaporating given the crisis we are 

experiencing.  

TV came into the sports business model in the 50’s anyway. TV then amplified content - the 

game - for millions of people to experience, vs hundreds of thousands in a good season before 

TV.   

The hockey stick growth of sports was then underway, driven by increasingly stronger 

production and content distribution of broadcast and other digital channels over the years. The 

biggest winners were the team owners who resisted TV in the first place.  

Sports Today  

x The pie has grown. Currently broadcast rights revenues for just one of the major 
December bowl games today exceeds the amount that was paid for the entire college 
football season in 1984 
  

x 75% of IOC revenue, a nonprofit organization which owns the Olympic and Paralympic 
Games, comes from TV, vs. less than 5% in the first years TV entered the Games.  

 The direct revenue from the physical sporting event in both examples is up significantly, even 

though physical event revenue is a minority of the total revenue in sports.   

In sports, the game (analogous to business events) is essential content to deliver the model in 

sports, and the physical audience in sports is and will always be the most valuable individual 

experience which people increasingly pay dearly to attend and experience.  

This fact is underscored by escalating ticket prices and associated costs (and significant 

margins to team owners) so attendees can experience the game.  

The total growth of the sports industry has been exponential, and impossible without broadcast 

distribution. Today, sports is a $600-700 billion industry, comprised of media rights, 
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sponsorship, merchandising and gate revenue (the physical event) . Media rights is driving the 

growth of sports today. Sports as an industry is now redefined to include digital delivery. 

Surprisingly, the business events industry at $1.1 trillion is even larger than sports. But for some 

reason, the business events industry has not embraced digital media as a driver. Arguably 

resistance has been for the same reason the team owners pushed back over 60 years ago - 

fear of cannibalization.  

It is time we purposefully operate our industry at a level that is commensurate with our size. We 

have been lagging in this regard for decades. Hopefully those days are now behind us. 

Our growth as an industry is ahead of us. Business events can experience that significant 

growth by purposefully including digital delivery of event content in our industry definition, and in 

the process expanding our industry, much like sports did to become the significant growth story 

it is today.  

I would love to present your work into the Events Industry Council Taskforce when it is done and 

if you are comfortable. I think it would be a bright and favorable light on SDSU and this program. 

Let’s discuss when you have a chance. 

Thank you again! 

Tony 

Tony Lorenz 

https://headsail.co/ 
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THANK YOU 

This program was produced by San Diego State University’s L. Robert Payne School of 

Hospitality & Tourism.   

For information on the Masters in Event & Meeting Management program at SDSU, please visit: 

https://mastershtm.sdsu.edu/masters-degree-meeting-and-event-management/ 

 

For more information, please contact:  

Mandy Brown, CIS, CITP 

Phone:  619-548-2700 

mlbrown3@sdsu.edu  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

***END*** 


