Covering the topics
and tactics currently
making waves
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INTRODUCTION

Gen Zis an audience we've been studying.

Why? Because there's a lot that we can Compettor

learn from them that influences the evolving

needs of all audiences and generations. Consult Outside
Experts and Partners

Studyingthe edges of an audience spectrum can help reveal o

ampiy the needs and matiations o  broader population. Tils

Industry
' Events*

Industry
Publications

Internal
Experti

Qualitative Data
from Client Events.

Field Observations
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graduated from its buzzword
phase and entered its practical
tool era.



CRAMER
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Not only did
it help guests, it gave the entire
experience more consistency.

FACILITATORS .
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NETWORK SMARTER,

NOT HARDER

CRAMER

'm most excited about how Al

can transform networking and

real-time content transcription
and summarization.

Networking apps are great. but very dependent on
attendee-provided data, which can imit thelr potential
Butif Al can automatically collect certain data during

the event it could make suggestions ortrigger
experiences that help attendees connect in new and
r—

VINNY HIGGINS
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YOUR Al STRATEGY

Alidentifes patterns and makes.

) decisions based on training data.

#1[5 o
with transparency and trust. Depending onis programmin.

problematic issues. Keep an eye out

forinadvertently insensitive output

Al can enhance creativity— not drive

B AR R e
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CRAMER

Engaging content has always been
the hallmark of successful
marketing and brand expel
Here e  few new technologies and trens mpscting hov

nces.

content s created, curated. and distributed
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I Al-powered design tools can take these summaries

visuslizations in aflash, Combining these salutions et

[E———

Agreat way to reinforce key messages when the topics are top

of mind.
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——— SGEISTHE
NEW SEO

Creating content to promote your brand or event? Then there'sa
new algorithm you need to know about Google's Search

uick summaries before users go to a webpage—potentially

2 human touch’so infusing your site and
marketing with personal perspectives,
e [ :
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DON'T JUST
PUSH PRODUCT.

Today's a

nces want brand interactions tha

And because short form video Is 5o popular fight

bite-sized insights could be a great way to boost b
while catering t

and equity
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CONTENT CONSIDERATIONS e
FOR CREATORS...

Authenticity is the
new authority
Repurpose with purpose.

o days where you create-

Sound advice on a new type of search

Alexa and Sir et our alarms. tell us about the weather.and play our favorite songs. They e also impacting
how we get content. 275 o searches n the Google App are now done by volce) The info served u

voice search still comes from websites. o f you'e looking to each aucliences via these technologies, make

sure your ite uses natural language. has a large FAQ section with concise answers, and i rife with meta

descriptions. lsts. subheadings. and quick page introductions.
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The normalization of remote work continues
to blur “work time” and “my time’
for people across al industries

Inresponse. many event pros are designing eng:
‘experiences that can compete against audiences’

mounting distractions. On the fipside. they e
also providing space to et them
get some work done.
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BRING KEY
CONTENT
TO THEM

pe—
‘ boring. they're wasted opportunities to engage and entice
attendees Use underutilized spaces for
unexpected learning experiences

that demand attention.




WORK-FRIENDLY

ser. SMart event hosts are providing
workspaces within the event
eXPperience sostndeescan o clls have mostings,
e e e bt o
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MAKE YOUR EVENT

£201

Show don't tell

Moder audiences. especially younger
‘generations, dorit want to hear about

are sl gaining traction because they let

H02

Be reasonable about
attendees’ reality

CRAMER

FOSTN

Get flexy with
the agenda

engagement But sometimes it pays.

over their time. Appease them by

Creating physical programming

free-choice
segments. And because different

theirterms.

peopl

mediums ke workshops.
roundtables daily summries. ec.
helps important messages resonate.
with more audiences.
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thingsonthe fy nl sddressing feadback nthe morent
Flexibility isn’t something you build into
an agenda, it's a Mindset, and everyone needs tobe
on board fom the beginning it going to work”

-MACEY LEY
CREATIVE DIRECTOR

'\ -
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vionmentalism at events meant i
piasic botle usage and reducing -t food wiaste.
important efors but these acts slone IMAY NO.
longer cut it.

102024, many of the more eco-cons

eaning nto Circular sustainability-an

environmental philasophy heavlly focused on reducing

AND reusing material

Other sustainability trends to consider...
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FROMDATA ¢
' TO ACTION:
TECH-POWERED
MEASUREMENT

.
Al-powered sustainability o
intelligence platforms canveckend
messure conterences crbon footprint, It can ive

you actianable metrics to work with or help ind areas
where reuse could reduce impact )
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SMARTER® ® =
SWAG o -

But digital or [ ]
experiential swag, directly tied to
attendees’ interest, produces
long-term value and less waste.
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Cornell Hotel Sustainability
Benchmarking Index

LOCATION
CONSIDERATION



STEP-BY-STEP ¢
) SUSTAINABILITY
A quick guide to hosting greener events. ¢ Stay realistic
Events wil ahways havea arbon footprint ven
o wal ones.Sustainabilty goals must bo rocted In
Take an environmental inventory oy e
Improvements cat happen wihout ben

Techp

.

curtent impact and provide insignts for growth

Commit to a single, achievable goal

Muliple sustainabilty goals can be complex. Avoid being

overwhelmed by good intentions. A int

I1-defined
arsustainability—can pr



éé

“Its unveslistic tothink s dscent sized gathering
an have zero carbon impact. Events are
inherently going o produce waste, But
we're seeing companies
make a real difference with
strategic repurposing
efforts and desianing for euse

-DANIELLE MALVESTI
VP OF STRATEGY AND CLIENT EXPERIENCE
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BT
ferent distractons vying for everyonesattntion. et The one thing
that brings them all together? A good time.

Alittle strategically planned fun can goalong
way if you want to increase engagement with
key audiences.

®



GIVE ‘EM
SOMETHING
TO #SHOWOFF
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WHAT’'S OLD
IS NEW
(AGAIN)

From full-on throwback
vibes to small standalone moments,
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GAMIFY KEY
CONTENT

Key messages aren'tjust for keynotes. Games can

give important topics vital energy,
increasing audience engagement

and boostng thl etenton. Of ourse, gamifation worit work or
Some topcs, but using them excusvey as I contant could waste

®
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Koy W have ghts tsotand ot
chering.and shouting out answersat the top of heirlngs The wholle place gets
so amped, you'd never suspect that it's a room full of

employees yelling along to their CEO’s talking points-out

business. What more

Fun or

could you want?”

CREATIVE DIRECTOR



IF YOU PLAN ACCORDINGLY.

Competitions and gamification can resonate with
competitve sales teams, while subtler, more easygoing

betterfor t
Know your audiance and plan fun accordingly of tea. And big. loud experiences may be too much for some
brands Stil you can find ways to inject personality and entertainment
or passive programming.
B
Up fun ideas outof objectives: tmay take

time, but ultimately offers mora tangible experiances.



Looking to incorporate some new thinking or creativity
into your next brand experience?

We can help.

Drop us aline at: theteam@cramer.com, and together
we can make big things happen for your brand.



