
HOSTING 
YOUR FIRST 
HYBRID 
EVENT?
Your Complete 
Pre / During / Post 
Execution Checklist



Whether you’ve knowingly attended 
one or not, you’ve no doubt come 
across a hybrid event or two in 
the past year. As a combination 
of in-person marketing activities 
and virtual event sessions, hybrid 
events are taking the marketing 
world by storm because, as luck 
would have it, they combine the 
best of both worlds when it comes 
to marketing events.

If you’re looking to break into the 
world of hybrid events, this checklist 
can be your guide to getting it right.



Hybrid events combine the unique, face-to-
face relationship-building atmosphere of an 
in-person event with a virtual event’s online, 
tech-driven content. These events are the 
best way to get the right people to your 
event, even if they don’t feel comfortable 
traveling. Hybrid events are also a great 
way to scale back on costs by shifting 
traditionally large ticket items like travel 
or speaker sessions to online channels.

With a hybrid event, your team can 
organically create content in real-time 
through demos, speaker sessions, sponsorship 
opportunities, and more and then share 
this content online through pre-recorded 
webinars, social media, or even virtual 
conference platforms. Building a marketing 
event from the ground up to be a hybrid 
combination of in-person and virtual meetings 
means taking the most impactful, valuable 
parts of in-person and virtual events and 
creating the ultimate demand gen opportunity.

WHY HOST 
A HYBRID 
EVENT?



YOUR 
COMPLETE 
HYBRID 
EVENT
CHECKLIST



Like any marketing event, a hybrid event requires clear goals and KPIs 
to be defi ned early on in the planning process. This will allow your team 
to develop marketing strategies to address these goals and build impactful 
event execution strategies. Make sure you identify KPIs for both the in-person 
and virtual elements of your event and the overall event itself, so there is 
data attributed to every part of the event.

One of the biggest misconceptions of a hybrid 
event is that the virtual and in-person details 
need to be mirror images of each other. Not 
only is this wrong, but it is also more strategic 
to have different yet complementary elements 
across the board.

Let’s say, for example, that your team is sponsoring 
a speaker session at an in-person conference. 
Perhaps you broadcast a pre-session roundtable 
with the speaker virtually beforehand, stream 
the session, then have a live Q + A post-session. 
Anything the two attendee groups may miss can 
be sent as a follow-up or posted on social media 
for general consumption.

____  Set your hybrid event KPI goals. 

____  Determine which elements of your 
         event will be virtual and which will 
         be in person.

PRE-EVENT



____  Market your virtual and 
         in-person event elements 
         both together and separately.

____  Ensure you have the right tools 
         in place to track your hybrid event 
         KPIs and metrics.

As you’re planning an event, make sure you have 
a clear attendee profi le in mind for both your 
virtual and in-person event elements. This will 
help your team market and promote your event 
more effectively. One example is to promote 
an online speaker session as a webinar with 
messaging that the webinar is part of a more 
signifi cant event with more content and 
opportunities for engagement. Or, on the other 
hand, promote in-person options to potential 
attendees who may live in the same city or region 
where your in-person event will be held. Just try 
not to alienate virtual or in-person registrants by 
being clear that, as a hybrid event, there will be 
similar learning and engagement opportunities 
regardless of how people attend.

The worst position to be in as an event marketer is 
to be mid-way through an event and realize that you 
aren’t even tracking the data you outlined in your 
KPIs. Instead of waiting for your event to discover 
this, take the time before your hybrid event to dou-
ble-check your technology. Do you have the correct 
virtual meeting platform to host your content and 
sessions? Do you have the right on-site technology 
to stream in-person content virtually? Do you have 
traditional event tools like badge scanners and CRM 
integrations? Trust us – getting this out of the way 
before the day of your event can save your team a 
massive headache!



DURING 
THE EVENT

Unless you are running all your event elements 
from the same place, your virtual and in-person 
event staff may be in different physical locations. 
During your event, make sure there is an 
open line of communication to keep things 
running smoothly.

This could be as simple as a dedicated Slack 
channel to keep people on task or as complex 
as a project lead checking in with different 
element owners throughout the day. Staying 
in sync is incredibly important for virtual 
attendees who may be subject to downtimes 
or ‘waiting rooms’ throughout the day if there 
is a lag in your online programming.

____  Make sure your online and 
         in-person event staff are 
         in sync. 



____  Check-in with your attendees  
         and adjust strategies 
         accordingly. 

____  Don’t forget to post!

One of the best parts of hybrid events is the 
fl exibility they offer. If someone registers for an 
in-person session and doesn’t attend, you can 
send a note in real-time asking if they would 
rather participate in the online viewing later that 
day. Or, you can check in with virtual attendees 
and update session content to refl ect better what 
they’re looking for – it’s all manageable and at 
your fi ngertips.

Social media is the hybrid event marketer’s 
secret weapon and constantly posting throughout 
your event is critical. Include links to register and 
attend your virtual sessions as they are happening
in real-time. During and after any in-person 
programming, post highlight pictures, videos, 
or recaps to get people engaged. And, don’t 
forget to do daily wrap-up emails or notifi cations 
if your event is more than one day.



POST-EVENT

Understanding hybrid event marketing data 
can be tricky, especially if there are different 
KPIs for your in-person and virtual event 
elements. Instead of just looking at the data 
as black-and-white (we had 15 demo requests 
from the 1 pm virtual speaker session), try 
to look at the numbers as part of a bigger 
picture. How many overall demo requests 
came in throughout the event? How many 
of these were from virtual sessions? Was the 
1 pm slot one of the highest attended sessions? 
Understanding the numbers you see as part 
of the larger event context can help your team 
make strategic recommendations and decisions 
moving forward.

____  Review the numbers—but know 
         how to make sense of them.



____  Identify areas of success 
         and opportunity. 

____  Share your results with team 
         and company leaders.

While hybrid events combine the best of both 
event marketing worlds, they’re also a great 
space to test new event ideas and strategies. 
Once you’ve crunched the numbers, it’s time to 
identify what worked and what didn’t. Maybe a 
customer demonstration that worked great in 
person and garnered some excellent responses 
didn’t translate to a virtual audience, but the re-
corded demo by a salesperson did. It’s all about 
testing and identifying these areas of opportu-
nity so your team can optimize your next hybrid 
event.

Event marketing is one of any marketing team’s 
big-ticket items, which means it has plenty of 
eyes on the prize. Once you have your outcomes 
and fi ndings, package those numbers up to share 
with other team members, marketing leaders, 
and company executives. If your hybrid events 
show great ROI, don’t be surprised if more sales 
leaders and executives take a more vested interest 
in your campaigns next time.



READY FOR 
YOUR FIRST 
HYBRID EVENT?
If you haven’t already hosted a hybrid 
event, what’s holding you back? It’s easy 
to start small—just a few online and in-person 
elements—and then scale your hybrid events 
with best practices in hand. You can optimize
your hybrid events with Circa, the industry
leading event marketing platform built 
specifi cally for demand gen and fi eld 
marketing teams. 

circa.co
Learn more:

www.circa.co

