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Abstract 

In the Fall of 2019, I co-created the Attwood Innovation Founder Speaker Series at Dixie State 

University. This series runs four times a year and brings in Fortune 500, high-profile founders to 

speak to the students and community members. Planning these events strengthened my 

communication skills and allowed for a new learning process in communicating on a deeper, and 

clearer level. Planning, hosting, and creating the Founder Speaker Series throughout the last year 

has provided an opportunity for me to have a new learning curve throughout this project by 

interning for PrinterLogic and the Thrive Beyond 5 event. During the spring 2020 semester, it 

was important to further enhance my event planning, crisis management, and communication 

skills. This seemed plausible through becoming an intern (interning) with the team at 

PrinterLogic to plan and create the Thrive Beyond 5 event for April 17, 2020. This was the first 

experience had by being involved with, co-creating, and planning an event of this magnitude. 

The accomplished tasks of this internship solidified new tools, a stronger skillset, and a broader 

information base than I had previously learned. It also demonstrates the knowledge learned from 

planning this two-day event.  
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Introduction 

  Events have long been an important part of society since Cleopatra days, and continue to 

play an important role today in how we presently interact (Shone & Parry, 2004). The intention 

of this internship was to gain experience in large event planning, in order to expand my career 

knowledge within the event and technology industry, as well as, to document the planning of the 

Thrive Beyond 5 event by creating a manual that will show how future professionals can execute 

this event in the future. As the main organizer for the event a comprehensive manual will be 

written to guide future Thrive Beyond 5 events. This manual will implement the communication 

concepts of relationship management theory, brand identity theory, and crisis management 

theory, and will analyze and create a detailed guide for future events to include public relations 

between technology companies and St. George community.  

Research shows, events bring people together, create social benefits, and help create and 

build social construct within community by building solid friendships, and good neighbors 

(Shone & Parry, 2004). Through networking and building relationships, events additionally 

allow for a coadjutant approach between community, government, and industry. Last year’s 

Thrive Beyond 5 event started to bridge the gap and plant seeds, amidst community and industry. 

This was accomplished through establishment of culture within the confinements of brand 

identity theory, and the relationships, communication, and networking which naturally happens 

from events (Semerad, 2020).  

Furthermore, the Thrive Beyond 5 event currently has a recognized and established self-

image (Burmann, Jost-Benz, & Riley, 2009) from the Silicon Slopes brand, and is recognized on 

a national level as being the top technology (industry) leader for building and connecting 

technology and communities (Semerad, 2020). This well-built leadership influence, will assist in 



THRIVE BEYOND FIVE  6 
 

drawing the target audience into the event. Damm (2012), says there are four pillars for 

successful event management planning and success: time, finance, technology, and human 

resources. The four pillars were embodied into the approach of the event planning and is 

incorporated in the comprehensive guide.  

At Silicon Slopes Tech Summit (2020) Ryan Smith of Qualtrics and Josh James of Domo 

(2020), discussed the critical injunction of bridging technology and community relationships 

from holding technology events. Smith and James spoke to the statistics of the Silicon Slopes 

north chapter events and how they grew the technology industry and community in northern 

Utah through well planned events.  

This is the second year the Thrive Beyond 5 Silicon Slopes event will be held in St. 

George, Utah. The events are annually convened at Dixie Technical college. The Thrive Beyond 

5 event was created last year to bring and build technology companies together, grow the 

community, and strengthen relationships and communication within the community. As the 

annual event grows, there is a much-needed demand for a comprehensive guide manual. This 

manual will aid in future events as the event planning team brings on more people to scale future 

events.  

Being connected with high-profile speakers, and being the co-founder and organizer of 

the Innovation Plaza Founders Series at Dixie State University, gives me a unique qualification 

level for the internship with PrinterLogic for the Thrive Beyond 5 event. Further, having an 

undergraduate degree in Professional Technical Writing lends to the qualification to write the 

comprehensive event manual for future Thrive Beyond 5 events. 
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Moreover, being a seasoned and vested board member of the Silicon Slopes St. George 

chapter, and interning for PrinterLogic for the event, will help me to continue to build Dixie 

State Universities Business Department, and help the community multiply the technology 

companies in the area. I attended the 2020 Silicone Slopes Tech Summit event (2020), that was 

held January 30-31, with Ryan Wedig and Matt Riley of PrinterLogic who are on the event 

planning team and hosting the Thrive Beyond 5 event. Attending the Silicone Slopes Tech 

Summit event with Wedig and Riley, gave the team a clearer vision and a more cohesive 

understanding of how the main chapter runs their technology conferences. Therefore, this 

information will be implemented into the Thrive Beyond 5 event and guide manual for the 

upcoming Thrive Beyond 5 events.  

The Thrive Beyond 5 event, will be held in St. George Utah, April 17-18, 2020 from the 

hours of 9:30 am to 4:00 pm. The first day would be held at Dixie Technical College, in a formal 

setting for speakers and attendees. See figure below for schedule. 

 

Table 1 

The second day of the event, would be outside (biking, hiking, razor rides, and golf) to 

build value in the community and court potential technology companies by showing off beautiful 

Southern Utah. Wedig, Riley, and I had meetings twice a week and texted daily in order to 

continue to plan, strategize, and implement the execution of the event. One of the tasks assigned 
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to me was to planned the speaker line-up in addition inviting the speakers. Other assigned tasks 

were taking care of the marketing, break out room areas and scheduling, technology, slide decks 

and teleprompters, stage presence, pipe and drape, microphones, green room, lighting, brand 

identity, communication with sponsors and food trucks, swag, media plans, print material 

creation, and video documentation. 

The primary theme for the conference was: speakers speaking to mistakes they had made 

while growing and scaling their companies. The secondary topic was: scaling beyond 5 

employees. The subtheme was: drive with data. All relationship management, brand identity, 

communication and event plan executed will build the brand, grow the annual event, and 

enhance the appeal for future events.   

The PrinterLogic team was in charge of creating and carrying out the Thrive Beyond 5, 

Silicon Slopes event to be held April 17th, 2020 in Southern Utah at Dixie Technical college. The 

six Silicon Slopes board members made approvals and external suggestions that were considered 

in the preparatory plans, by Wedig, Riley, and myself concerning the logistics of the event. As 

previously mentioned, the three of us met bi-weekly to accomplish these tasks, were in a group 

chat on Slack, and texted one another regularly. These communication platforms between the 

three of us allowed the team to have regular and detailed communication to work through the 

daily assigned tasks. Since the Silicon Slopes Tech Summit event (2020), the team was able to 

glean information and build relationships with the main chapter while attending the event. 

Subsequently allowing the team to make necessary changes to help negate potential issues. 

While attending the Silicon Slopes Tech Summit event, I was given access to the VIP room and 

took copious notes on what needed to be provided for our speakers in order for Thrive Beyond 5 

event to be a success.  
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Since the Silicon Slopes Tech Summit event in January, the PrinterLogic team continued 

to meet frequently to work out general planning, and incorporate course corrections. This 

document provides steps and experiences from planning the event including event goals, what 

needed to be accomplished, and a step-by-step plan in the four main sections below. These 

sections are: logistics, speaker branding, Thrive Beyond 5 event marketing, and a crisis 

management plan.   

For the internship the main responsibilities were marketing, break out rooms and 

scheduling, speakers, communication with Dixie Technical College and Dixie State University, 

the technology, slide decks and teleprompters, stage presence and pipe and drape, microphones, 

green room logistics, lighting, brand identity, communication with sponsors, swag, food trucks, 

media plans, print material creation, and video documentation.   

Being present the day of the event falls into my job requirements as an intern and will be 

vital in making sure the event runs smoothly on all aspects. Another responsibility will be 

implementing a back-up crisis management plan in anticipation of any issues that may arise 

concerning speakers before and during the event. Community outreach for volunteers will be 

another area that falls within the scope of the internship. Therefore, I will be reaching out to the 

community and university for the staffing of the event. Having a solid volunteer base is critical 

for any event and will help make sure the event will run smoothly.  

The financial facet for this event was to be covered through local sponsorships, tickets, 

Printerlogic donations, and technology and community donations. This pool gave the resources 

needed to provide a solid budget for a well-funded event. The keynote speakers did not charge 

due to them being my contacts, which allowed for the monies that would have potentially been 
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used on speakers to be used directly on the event. The ticket charges for the event will go 

towards the growth of next year’s event.  

Objectives 

Throughout this internship the PrinterLogic team set simple goals and clear deadlines that 

were attainable in order for me to further my event planning, relationship management, conflict 

resolution, and communication skills. These milestones assisted in allowing for an effective and 

efficient internship experience. They also gave a new learning opportunity for acquiring new 

skills and a palpable understanding with regards to planning this large of an event.  

Internship goals: 

 Efficiently fulfill assignments, duties and tasks 

 Meet deadlines 

 Work with the Silicon Slopes board for approvals 

 Assist with the creation of the master plan 

 Reach out to speakers and liaison and communicate effectively  

 Understand target audience and demographic 

 Understand the components of marketing and event advertising 

 Attend regular meetings 

 Obtain volunteers and staff 

 Take care of most of the logistics for the event 

 Learn event crisis management 
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Literature Review   

Brand Identity 

The concept of branding is not uncommon nor unique and comes from the basic ideology 

of product development and promotional strategies which then morphs into promotional efforts. 

According to Prophet (2012), the Brand Identity Model, by David Aakar, says, building strong 

brands is important to a company, business and a community, as it strengthens the relationships 

with the public.  Further, the “Brand Identity Prism” by Jean-Noel Kapferer (Aakar, 2018, Ziga, 

2019), states there are three components that are generally used for the model of brand identity: 

first, it asks, what does the brand do? It then asks, how well does the brand perform? Last it asks, 

what is the quality of performance? For this project to implement these three components a 

design was put in place for planning of the Thrive Beyond 5 event.  

Further the Kapferer model uses a Brand Identity Prism to include physique, personality, 

culture, relationships, reflection, and self-image to establish and build a strong, enduring brand 

which reflects on the brands core values (Ziga, 2019). Brand Identity Prism will be a part of the 

strategy used in the planning process. A strong example of this theory and model is the use of 

social media platforms. When using these platforms, a clear-cut guide into a strong brand 

identity and marketing campaign creates the identity needed for marketing. The Brand Identity 

model was created in the panning stages in order to execute the Thrive Beyond 5 event, with 

regards to marketing and social media platforms used for advertising.  

This theory further assisted, in the construction and implementation of branding for the 

Thrive Beyond 5 event through continued establishment of culture, relationships, and networking 

which naturally happens from an event throughout the tech companies and the community. This 

particular branding model has proven to work through the years of the Silicon Slopes Tech 
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Summit events, and the return on investment shown from the northern Utah chapter events has 

been evident. The Thrive Beyond 5 event has a strong established self-image (Burmann, Jost-

Benz, & Riley, 2009) from the Silicon Slopes brand, and is recognized on a national level as 

being the top leader of building and connecting technology and communities. While engineering 

this event it was imperative to make sure the framework was conceptual with brand management 

and the services offered at the event (Burmann, Jost-Benz, & Riley, 2009). 

Relationship Management  

 Relationship management is thought to be a mutually advantageous relationship between 

an organization and the public, and creates a representation of what the function and direction of 

public relations is going to be (Botan, & Hazleton, 2009). Botan & Hazleton suggest that, 

relationship management brings to the table a clear impact to the quality of the relationship 

between the public sector and an organization or company through cogent interaction. Further, 

the theory speaks to the fact that communication brings a correlation and a contribution to the 

quality of the organization’s public relationship, and in turn, makes this relationship 

interdependent (Ledingham, 2003). When planning an event it is key to create strong 

communicative relationships and bring in framework for customer relationship management. 

This type of communication within the realms of the Thrive Beyond 5 event will help to 

strengthen and transform the event and build strong public relations.  

 Ferguson (1984) was the first scholar to speak to the value of the development of public 

relations as being focused on the relationship. Ferguson, states, “relationships were the most 

relevant focus of research in public relations” (p. 165). The theory continues by explaining the 

relevance of best public relation practices which will give a deeper understanding of relationship 

management concerning the Thrive Beyond 5 event. Research further shows that this theory is 
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also characterized with an expectation level by two different parties as to what the behavior will 

be of each said party (Ledingham & Bruning; 1998, 2000). This theory will manifest itself 

through working with people from different backgrounds and companies to include: food trucks, 

speakers, sponsors, the team, attendees and the venue. It will be vital to weave this theories 

practices into the event, through the use of strong, clear public relations within the relationship 

management realm for the Thrive Beyond 5 event.  

Situational Crisis Management 

 Crisis Management theory utilizes a company’s response and or reaction time, to a crisis 

in order to protect said organizations reputation (Coombs, 2013). According to Desai (2018), it is 

advantageous to use Social Media when a crisis and or emergency occurs by reaching out to 

attendees in a quick a manner. Using this platform aids in creating a modality of always being 

“online” and easy to access. Since we live in a right now and instant access economy, utilizing 

social media platforms is a much-needed critical effort when trying to minimizing damage to a 

company’s reputation (Coombs, 2013; Desai, 2018). Therefore, in the pre-event planning stage 

the team will include situational crisis management theory by weaving a plan into the emergency 

situation management portion of the master plan.  

 Further, blog related crisis communication management is another effective way to 

handle and manage a crisis. Utilizing a blog by putting out a feed of updates can help with real 

time situational crisis information (Yin, Liu, & Austin, 2011). The main chapter Silicon Slopes 

website has a blog area on the home webpage that can be used and regularly updated as needed. 

Hence, the team and I will be putting that emergency effort into the plan and will then be in place 

if needed in the future.  Drawing on online resources gives a rapid online response time to the 

evolution of an emergency (Yin, Liu, & Austin, 2011). It is incumbent, that acting swiftly online 
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will assist in creating the public’s perception of an event and helps to protect and manage the 

event organizations reputation. The team has discussed this theory, and has agreed that in the 

event of an emergency PrinterLogic and St. George Silicon Slopes will, act rapidly to avoid any 

type of secondary reaction with solid online messaging through these platforms (Schultz, Utz, & 

Göritz, 2011).   
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Experiences 

Logistics 

Event logistics consist of integrating a plan to oversee control and coordination of all 

moving parts of an event including: merchandise, equipment, and making sure staff is at the 

event on time. It also includes creating efficiency by monitoring external and internal networks. 

Part of this is having event logistics checklists and creating clear and sharable templates to 

execute tasks.  

Assignments 

 Divvying out team assignments helped the team to stay on top of assigned tasks and kept 

everyone on track and moving forward. Updated assignments were reviewed in bi-weekly 

meetings and these meetings were required. The other requirement was to kept an eye on the 

slack channel and group text messages to make sure information was not missed. Part of the 

internship assignment was to communicated effectively, fulfil my responsibilities, and learn new 

things I did not previously know. I was able to incorporate relationship management into my 

assignments and into these meetings and learn from people who have planned this large of an 

event in the past. 

In order to accomplish this, I communicated constantly and stayed on track through 

shared documents and the use of lists with the tick-off method within the two different shared 

excel files. This method kept me on track and moving forward to make sure I did not miss any of 

assignments or deadlines.  

Scripts and cueing  

Scripts and cue cards, help an event to run smoothly and creates a synergetic flow for the 

event. The cue cards that would be used for the event by the moderators will have the Thrive 
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Beyond 5 logo on the back in order to create strong brand identity, these cards will bear the 

Silicon Slopes and PrinterLogic logos as well. This logo placement will keep the brand identity 

intact and keep streamlined branding throughout the event.  

Another category in this area is, run-of-show. Which is a one-page outline document of 

the times that everything is supposed to happen. Some examples of this is, what time do doors 

open, when is registration and ticketing open, and what is the plan for seating attendees. This 

document will available to all speakers, staff and volunteers one week before the event takes 

place. The production script will also be available on week prior to the event and have 

information on speaker names and introductions, media files for presenters, and speeches or 

words that will be used while presenting. The day of the event the production script will be given 

to the presenters and the visual script given to the audiovisual team.  

The format for the script will have the following: 

1- Production cues- this helps to keep the audience captivated 

2- Unspoken detail cues- this includes all items that any volunteers, speakers, employees, or 

the board could potentially need to know or have a question about. For example, what 

food trucks are going to be in attendance for the lunch? Will desert be served? Do 

presenters need pages to be turned? Will speakers need something specific on the table 

next to them? How long will the audience be given for applause time? What lighting 

colors are assigned to each speaker. These cues are significant in making sure there are 

not miscommunications throughout the event 

3- Media file names- since the event would have different layers of media files with the 

speaker information on them. The media files would need to have names within the script 

to keep the files in correct order. Providing a complete list of these speaker files on the 
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front page of the script helps the production team to keep accurate details on who and 

what needs to be where  

4- Color coding and fonts- color coding and fonts create a visual system that is easy to 

follow when deciphering roles 

5- Phonetic spelling- is needed for moderators and or announcers, to help with proper 

enunciation of difficult names and or less known spoken terms. Using phonetic spelling 

will ensure that the announcer, and or moderator not be embarrassed or trip over their 

words, as well as, give proper references  

Establish event goals and objectives 

 Creation and execution of clear goals and objectives is imperative in staying focused 

through the event planning stages. The team met several different times for brain storming 

sessions to nail down the goals and objectives. The final product of these meetings was the 

following: the philosophy of this event would be to bring more awareness in driving data and 

increasing a company’s business beyond 5 employees. Creating these goals allowed for further 

brand identity with marketing platforms to the key demographic audience of technology 

professionals.  

 To finalize and agree upon the key goals and objectives, the team created a shared living 

document to work from. Each team member added a section to the document as to what they felt 

was important to convey to event attendees. Once this was accomplished the ideas were 

discussed and a final decision was made as to what made the most sense for the event message. 

Once the goals and objectives were created I took the information to the Silicon Slopes St. 

George board for approval.  
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Develop a master plan 

 Having a master plan keeps an event orderly and helps to negate a potential situational 

crisis management issue. The master plan for the Thrive Beyond 5 event was developed through 

a shared listing system on a google doc sheet. The tasks were then assigned to individuals and 

some tasks were assigned and worked on by the entire team. As challenges arose the team 

address them and overcame them together. The majority of individual tasks were assigned to me 

to allow for the learning process of large event planning to transpire, and to assist in 

strengthening my event planning skills. 

 For the finalization of how the plan would play out, I created excel doc(s) with tabs and 

information through a highlighting system of what needed to be completed. After the doc(s) were 

created assignment were filled out by days and weeks. Having this system permitted me to 

accomplish the master plan and to keep tasks synergetic, organized, and flowing. 

Ticketing and launch ticket sales 

 Creating an orderly ticketing system legitimatizes sales with potential attendees and 

keeps brand identity intact. The tickets for the Thrive Beyond 5 event were created with the 

Eventbrite system. When first creating the tickets there was some type of error message that 

event attendees were receiving where they could only purchase zero tickets or ten tickets. This 

was brought this up in a planning meeting and the team was able to fix the error. The tickets then 

went on sale on the Silicon Slopes St. George website that I had created for the event. The cost 

was $20. per ticket.  

 The Eventbrite system (account) was already set up from last years event. Therefore, I 

spoke with Wedig and obtained the login and password information, and created a new event 

with tickets for purchase at $20. a ticket. Eventbrite charges 2% of the ticket price with an 
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additional fee of $0.79 per ticket sold. This is auto deducted from the original set up on the 

account.  

Meet with the Silicon Slopes St George board for approvals 

 The Silicon Slopes St. George board met once a week starting the first week of January, 

2020 which made it a simple task to get the approvals needed from them. During these weekly 

meetings, the Thrive Beyond 5 event was discussed and preparatory plans were talked about to 

keep the event logistics in unity with the proper brand identity guidelines. In this phase of the 

planning the board approved everything presented.  

 To accomplish these meetings, zoom links were sent out and an option was given to 

board members to meet in person at Dixie Technical college. The members of the Silicon Slopes 

St. George board and PrinterLogic team took advantage of both options’ dependent on the week. 

To streamline and focus on the approvals needed the Thrive Beyond 5 event was discussed at the 

beginning of each meeting.  

Permission to obtain the pipe and drape for the stage 

Presenting a professional stage presentation assists in creating a cooperative effort in 

managing relationships by drawing in audience members. Further, it helps to captivate the 

audience’s attention and helps to draw emotions from them through the presentations. To create 

this effect the team and I did a trial run with the pipe and drape to see what the stage presence 

results felt like. The trial run included the lighting and some plants to get the complete stage 

presence feel. It was good that we did this trial run as the stage setup took several hours to 

assemble and the pipe and drape construction was very time consuming. For the event, three and 

a half hours need to be allotted for the setup of the lighting, decorations, and pipe and drape for 

to create a well presented state effect. 
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To receive permissions to use the pipe and drape I spoke to the Dean of the College of 

Business at Dixie State University, about borrowing the pipe and drape for the event. He gave 

permission and asked me to work with Innovation Plaza on the details, I spoke with the 

administrative assistant about the reservation and she reserved it for the date and time requested. 

One stipulation, was that the drapes be folded and put in bags for transportation since the color is 

white. She also mentioned that they were just cleaned and it is costly to clean them. Therefore, it 

will be important to be hypervigilant about the draping while transporting to and from the event, 

when setting them up and tearing them down.  

Obtain food trucks 

The goal of bringing food trucks to the event is to feed attendees in a quick efficient 

manner. If executed well the food truck lunch process will further assist in building brand 

identity from the trucks being used. In order to secure and understand the operation procedures 

of the food trucks, their minimum charges, and what food trucks were available in the St. George 

area. I came up with the idea to go to the St. George Street Festival, on March 6th after a team 

meeting at PrinterLogic. The reason for this was the food tents and food trucks were all in 

attendance at the St. George Street Festival so it was more efficient to attend the event and obtain 

information. 

This was accomplished, by going to the St. George Street Festival the evening of March 

6th, 2020. I spent several hours standing in line to speak to the owners of these mobile 

restaurants. After having a conversation with them I collect a business card and or a phone 

number in order to call them the next day. On Saturday, March 7th, I contacted: Baker’s Pizza, 

Dawg House, Fry Heaven, Pineapple Express, and Tias. I was able to secure all five vendors by 

using strong communication and relationship management skills over the phone for the desired 
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event date. When speaking with the vendors I confirmed the minimum PrinterLogic would be 

paying would be $500. regardless of how much business they did or did not do the day of the 

event.  

The operational procedures for lunch would work like this: the attendees would have a 

ticket for their food. Then pick their food truck and food preference, after which they would give 

to the food vendor their ticket to obtain their meal. After securing those details I had a 

conversation with the vendors on their hours of availability for the Thrive Beyond 5 event, those 

required hours would be 11:30 am – 1:30 pm. This gave the vendors thirty minutes before lunch 

and thirty minutes after lunch to be available for early or late comers. I also instructed that there 

was a one-hour lunch period (from 12:00 -1:00 pm) in which they would serve attendees their 

lunch. The vendors agreed to having the menus pre-printed in order to expedite the lines the day 

of the event. Only two items will be served by each vendor to keep the lines moving quickly.  

The below items will be served by each vendor: 

1- Baker’s Pizza- will serve Peperoni Pizza and Cheese Pizza 

2- Dawg House- will serve Hot Dogs and Navaho Tacos 

3- Fry Heaven- will serve Nacho Fries, and Loaded Fries 

4- Pineapple Express- will serve Polynesian BBQ platters 

5- Tias- will serve Pupas  

Implement emergency issue plan 

Being prepared for potential emergencies that may arise help to protect an organizations 

reputation and avoid having to deploy situational crisis management. The team has customized 

an emergency action plan to our specific event. It is critical to curtail an emergency plan 

specifically to your event as different events hold different concerns or possible issues. The 

emergency plan information that was decided upon by the planning team will be provided to all 

staff, volunteers, and speakers at the event in written form.  
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The following plan has been created to help with emergencies: 

1. Power Outages- a power outage is an unpredictable variable that must be planned for. It 

is important to have hard copies of important files and documents for the event rather 

than solely relying on technology. I will remind the speakers that they should prepare for 

such an emergency and that if this type of crisis happens the event will provide fully 

charged laptops as a backup  

2. Food Truck Cancellations- a contract will be prepared with the vendors concerning their 

legal obligations if they need or we need to cancel. I invited enough food trucks that it 

will allow for attrition up to two food truck cancelations 

3. Speaker Cancellations- see the speaker section 

4. Public Safety-  

a. Dixie Technical college nursing staff will be on hand for medical emergencies 

and facility management will be on hand for venue emergencies  

b. There will also be a Dixie Technical college security officer present throughout 

the event for potential issues   

c. The city officials are aware that this event is happening due to an email that was 

sent concerning the event, they did offer their resources that day if an emergency 

arises  

5. Building- I have worked with Dixie Technical college on their emergency plan  

a. A backup generator is available 

b. An AED and First Aid kit is available 

c. An evacuation plan is posted 

d. There is a room that can be used as an emergency management room 

6. Emergency Contacts- an emergency contact list will be created and distributed the day of 

the event to key players  

7. Communication- there will be several reliable forms of communication available such as 

radios, and cell phones  

8. Technology- as with a power outage extra laptop that are fully charged will be available 

for presentations in case technology fails. Speakers will also be advised to have a backup 

method for their presentations and or speaking sessions in case a technology issue arises  

 

Audio video with IT professionals and Dixie Tech’s team 

 Avoiding a situational crisis management problem concerning technology is simple by 

having IT professionals who are trained and experienced on standby at the event. To ensure this 

security I reserved the date of April 17th with Dixie Technical college’s audio video staff. They 

will be present throughout the day with several technicians and they will aid in the process of 

setting up the technology, and making sure the event and technology runs error free. I also spoke 

with a friend of mine that I have worked with for years and he will volunteer as the lead audio 

video technician at the event. He is qualified with thirty plus years in the audio video field and is 
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masterful with with solving any issues that may arise. With these two teams in place any 

technology problem will be handled quickly and professionally. This team will also be in charge 

of microphones, slide decks, laptops, spotlights, back drop lighting, big screens and working 

with CEC TV and other news reporters for their needs.  

 To accomplish this, I discussed my plan with the planning team. I then called my friend 

and Dixie Tech to discuss the plan and make the reservation. They were in agreeance and 

blocked out April 17th. My contact at Dixie Tech then contacted Dixie Technical college’s audio 

video team to pass on this information. After Dixie Technical college was in place a reserved the 

date with my friend and he agreed to be the lead audio video technician.  

Secure hotels for the three headliners 

Securing the speakers lodging in a reputable hotel is a simple task and is done to show 

appreciation to speakers and to entice future speakers by using the brand identity prism. The 

Advenire hotel is a reputable well-known brand and is where I will be making room reservations 

for the three VIP speakers. This hotel is reasonable at a cost of $149. a night. The set up in the 

hotel is nice enough to put our VIP guest and there is a restaurant on the first floor for the 

speaker’s convenience, as well as, a snack bar.  

 To accomplish this, I called the Advenire to find out the cost and to see when I needed to 

book the rooms. After the call the hotel I ran the information by the team to get it approved. I 

then planned to book three single queen size rooms. These rooms will be booked one month in 

advance and payed for on a purchase card that belongs to PrinterLogic and they ensued the cost. 

Wristbands 

Wristbands will be used for attendance purposes, attendee identification, and are the 

simplest way to identify attendees. One wristband per attendee will be handed out once the 
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attendee checks into registration and payment is confirmed on April 17th. A policy has been 

implemented that only one wristband per person will be given out even if the attendee loses their 

wristband. Attendees will be notified about this policy when they sign-up through Eventbrite and 

again at the registration desk the day of the event. The wristband system, will help staff and 

volunteers, to identify the attendees at the event, and will potentially identify people who do not 

belong. Further it will assist volunteers and staff in identifying the difference between attendees, 

participants, and VIP speakers, due to the wrist bands being different colors.  

 To accomplish this, the wristbands will be created by the event management team (which 

includes me) and then passed on to the graphic designer at PrinterLogic who will make sure the 

design includes logo brand identity. Once the finishing touches are finalized, the design will be 

sent over to a local company for production. The production will take two weeks and when 

completed will need to be pick up, when the bands are ready I will pick up them up and be in 

charge of bringing them to the event. The day of the event I will train staff at the check-in table 

about the wristband system, and the policies and procedures the event will be incorporating 

concerning the wristbands and attendees.  

Work with PrinterLogic team on decorations  

The creation of a professional eye appealing staging area will solidify brand identity 

through building a strong branded stage presence. Fresh flowers will be purchased the day before 

the event, and decorative plant placement will create a welcoming stage environment. Previous 

to the event I will have a company in Salt Lake City, cut out a large foam, Silicon Slopes logo 

that will be strategically placed on the stage as part of the decorations. The pipe and drape will 

be white and there will be different colored back drop lighting that will change in accordance to 

speaker company colors. For example, for the Microsoft speaker (Dave Crosby) I will use blue, 
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for Insidesales.com (Dave Elkington) I will use green, and for Chatfunnles (Billy Bateman) I will 

use purple. These small details make an event stand out and feel special to both speakers and 

attendees. Moreover, it gives the speakers importance and creates a feeling for them that their 

companies and company details have been researched and paid attention to. From previous 

events I have learned that high-profile CEO’s are very detail oriented and pay close attention to 

the little things.  

 To accomplish this, I used the examples from the Silicon Slopes 2020 Tech Summit 

event. I will be modeling these examples and using them as a guide to creating and setting up the 

stage decorations for the event. The chairs are pre-set up in a permanent manner so chair 

placement will not be a part of the planning. The team will be using similar lighting to the 

Silicon Slopes Tech Summit event but, with the colors that are relevant to our speakers. There 

are plants at Dixie Technical college that will be used and I will purchase the fresh flowers the 

day before the event. 

Hiking Club to lead the hikes 

When the team met about day two of the event, it was decided that showcasing the 

beautiful St. George surroundings would give a specific look into our area. Since attendees will 

be traveling from all over the world showing off the beauty of the red rocks is fantastic option to 

get to know Southern Utah a little better. Since I am the Hiking Club Advisor at Dixie State 

University, I volunteered the hiking club officers to lead the hiking activity Saturday, April 17th. 

This is a major benefit to the students by providing the Dixie State University Hiking Club 

officers and students a chance to serve and grow their resumes. Further, it would create a 

relationship management opportunity between Dixie State University and event participants. 
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 To accomplish this, the Hiking Club president and I met on March 3, 2020 to work out a 

plan, as to where the officers wanted to hike with event attendees. They decide that for the casual 

or beginner hikes they would go to Snow Canyon state park, and for the intermediate hike they 

would hike Red Rock Canyon. The officers picked the trail at Red Rock Canyon because, this 

hike can be turned into an easy hike or intermediate hike due to the terrain and trail options 

picked. They also decided that there will be three guide hikers: one at the helm, one in the 

middle, and one at the rear.  

These lead guides will be to two officers and one advanced hiking club member who has 

been a part of the hiking club since the start of the club in 2017. The hikers will meet at Dixie 

State University at 9:00 am, and carpool to each sight. If the attendees and or hikers do not want 

to carpool than they will caravan. The officers are trained in first aid and will each carry a first 

aid kit, emergency food supply, and water in their backpacks to be prepared for a situational 

crisis. They have all been trained in best hiking practices through their university advisor. There 

is cell service at both of the above-mentioned state parks, which covers them being able to 

contact a park ranger or an outside person if an emergency occurs.  

Team logistic meet and report 

 Meeting regularly ensures that lines of communication stay open, are strong, and assists 

in avoiding any crisis and disaffirms having to put the crisis management plan in motion. The 

Thrive Beyond 5 event team had weekly and monthly meeting for summary updates. The first 

meeting was Friday, February 28, 2020 at Georges Corner restaurant, the team met to review and 

go over what tasks were completed and what tasks were not, during this meeting issues were 

discussed.  
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A hot button topic was the several challenges getting the VIP bios and other information 

needed from the speakers. This problem was talked about and the team attacked the issue 

together to overcome this hurdle. Further, in the beginning obtaining food trucks was a difficult 

task, I agreed to take on this challenge and report in the next meeting. I was able to figure the 

food trucks out and report to the team.  

The team continued to meet bi-weekly, communicate through text messages, and have 

phone calls as needed. There was a slack channel set up in which we communicated daily on in 

order to check in with each other and to make sure we were not overlapping on tasks or 

forgetting tasks. The amount of work that goes into these events is massive so it was important 

be overly communicative and to be efficient and effective at all planning stages.   

Branding for Speaker  

When branding an event, it is imperative to consider the message the organization wants 

to convey to attendees. Hence, when selecting and branding speakers the team must think about 

the personality, aesthetics, and event attitude, as well as, the relationship an event is building 

with potential partners, and customers. Picking out speakers is a key part of this branding process 

and if executed right good speaker selection will take on a life of its own. Well-built speaker 

branding associates marketing with the 5 senses of emotion which can have a memorable impact 

on an attendee, crating loyalty and bringing them back for years to come.  

VIP pictures 

As a society we are visual creatures, therefore, VIP Pictures are crucial in building and 

maintaining a strong brand image.  Further, a brand takes on a personality which goes hand-in-

hand with images and fosters customer loyalty in the institution utilizing a brand (Forceville, & 

Urios-Aparisi, 2009). The VIP pictures will be displayed on the Silicon Slopes website and 
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advertised on different social media platforms successively giving solid validity to the images 

and event. Aaker says (2018) a brand needs to be looked at in its entirety through using expanded 

core identity, and brand essence to create stronger event recognition. The background of the 

speaker photos will be photoshopped with the same gray color in order to create brand 

consistency.  

This was accomplished through reaching out to speakers through email, LinkedIn and 

text message. However, due to the high-profile nature of the speakers I did not hear back from 

some of them for weeks. I created a back-up crisis management plan and searched for pictures 

online. Once I obtained the pictures from the internet I sent those selections to the speaker fpr 

their picture preference and approval.   

Secure the speaker schedule 

Having a solid speaker line up builds the events brand identity in a positive when 

completed correctly. Figuring out what speakers fit into this year’s Thrive Beyond 5 event took 

time and dedication from the team. This task was accomplished in several steps: first, the team 

met the first week of February after returning from Silicon Slopes Tech Summit, to solidify and 

plan out the upcoming schedule for the event. Next, a shared excel spreadsheet was created in 

order to list all of the speakers and high-profile contacts. Between myself and the other two 

organizers we came up with one hundred, potential high-profile speakers and break out panel 

speakers to choose from.  

Once the list was completed the team met again and nailed down the final list of speakers 

to include the backup speakers in order to prepare for possible speaker attrition (something that 

is a common issue with high-profile speakers). Next approval from the Silicon Slopes St. George 
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board was obtained. This approval step was necessary since the event was using the Silicon 

Slopes branding, and it’s in the rules manual that the speakers must approved by the board.  

The final task was to get approval from Clint Betts, CEO of the Silicon Slopes, main 

chapter for the event to include political figure, John Huntsman. I reached out to Betts and in 

return was sent a policy manual to read concerning politicians as speakers within Silicon Slopes 

event guidelines. I read this and was happy to report to Betts that we were within the guidelines 

of these policies, therefore, he approved Huntsman. After all approvals were in place, I moved 

on to the creation of the speaker interface plan before reaching out to the speakers.  

The following was used for the speaker interfacing: 

 Contacts- what was their contact information 

 Timeline- what was their expected timeline for the event 

 Needs- what needs did they have; do they have aversions to anything in particular or 

allergies that we need to be aware of 

 Expectations- would they like to be put in a hotel. Do they need transportation to the 

event? Would they like special meals? What do they expect to be provided in the 

greenroom 

 Experiences- what experiences would they like to have while here. Would they like to 

attend the VIP dinner the evening before the event, or participate in the outdoor activities 

 Gift package and thank you card- all speakers should receive a small gift and a card for 

speaking at the event. 

 

Extend the ask to the VIP speakers 

With clear brand identity in mind I created the ask for the VIP’s by generating an email 

and then getting the email approved by the team. Once I received approval I sent out the ask 

email and cc’d the two other team members. Due to the high-profile nature of the speakers when 

sending an ask for a free speaking engagement, it’s pertinent to include as many event details 

possible, as well as, passing on information as to who the potential other VIP’s are going to be. 

Just like with anything else in life not all of these speakers work well together or want to be on 
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stage together. Therefore, it is important to keep this in mind and to get feedback from the VIP 

speakers on sharing an event with other selected VIP’S.  

To create the ask an email was sent to Raluka Monet, John Huntsman, Clint Betts, and 

Dave Elkington. I reached out to Elkington and he would be attending. I then reached out to 

Monet and she will also be attending and is confirmed. Further, John Huntsman has been invited 

and his attendance is confirmed for his portion of the program. Last I reached out to Clint Betts 

the Executive Director of Silicon Slopes and ask him to MC the event. He said he would be in 

attendance and be happy to MC the event. All the VIP’s confirmed that they were fine with other 

VIP’s and line-up for the day’s events.  

Contact the VIP’s for bio  

Executing and captivating attendee’s attention with powerful brand identity and speaker 

bio credentials is paramount in creating a sold-out event. Hence, it was imperative that the bios 

be well constructed before being added to the website. To obtain the speaker bios, I reached out 

to the speakers one by one. Consequently, I found that obtaining the VIP Bio’s, posed to be a 

larger challenge that anticipated.  

Due to the speaker’s busy schedules I had a difficult time obtaining many of their bio’s. 

This then taught me that even though I am well connected it doesn’t necessarily make being the 

liaison with the speakers a simple task. In the end through problem solving I used a work around 

and looped people into the follow up email who had an even stronger relationship with the 

speaker than I. This work around then enabled a response from the speakers and allowed me to 

move forward with this task.  

 On a side note, even with the work around it took much longer than anticipated to obtain 

the bios. Once I did obtain the information it was my job to put the bios on the Thrive Beyond 5 
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event website. One other issue with this task was when uploading more than one bio or picture 

there was an error message on the back end of the website that was impossible to get around. To 

fix this issue I reached out to Bevy labs (the hosting company of the website) for a fix. Once they 

fixed the issue I had to start over and re-build the website from the ground up. Another problem 

that arose was with the titles of the speakers on the website, Bevy labs also had to get involved in 

assisting with this issue.  

These website problems caused an exorbitant amount of inefficiency and time, from 

having to build and re-build the website, along with getting all the speakers and details put on the 

website. I was still working on putting the breakout speakers, panelist, and moderator bios for the 

second time on the website when the event was canceled. Therefore, I did not get all the bios up 

during the second re-creation of the website before being asked to the site down. Good strong 

written communication skills were utilized across the board for the website creation and the 

communication with Bevy labs was key in professionally building that relationship. The bios 

took a total of 6 weeks to gather and put on the website, as an afterthought, it is a vital step to 

leave ample amount of time for this particular task.  

Email the Silicon Slopes main chapter for approval to have John Huntsman speak 

When creating the Thrive Beyond 5 event, the planning team had to stay in compliance 

with the Silicon Slopes policies and procedures manual in order to use their brand identity. To 

stay within the guidelines of this task, I emailed Garret Clark, DOO and Clint Betts CEO of 

Silicon Slopes on February 12, 2020 for approvals to have a political figure to speak at the 

Thrive Beyond 5 event.  

Betts emailed the following response: 
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“I have attached the guidelines to this email. Also, here is our stance on this question: Regional 

chapters are responsible for reaching out to their own speakers and panelists for events. 

Committee members are strongly encouraged to reach within their own networks and 

connections to find ideal speakers/panelists. If a chapter chooses to invite a politician to speak or 

be a part of an event in any way, the programming and marketing of the event must make clear 

that the politician’s participation doesn’t signify an endorsement on behalf of the Silicon Slopes 

organization or community. Political fundraising or campaigning of any kind is strictly 

prohibited at all Silicon Slopes events. So, it looks like with what you described we should be 

good.” 

Bett’s included a copy of the Silicon Slopes policy manual, which I read and found that 

we were complying. Since we received this positive and permissive response from Silicon Slopes 

headquarters the offer was extended to Huntsman to speak. He accepted the offer. However, due 

to him being a political figure and his schedule being so packed he asked that if there was a last-

minute conflict that an emergency crisis plan be in place. The team decided that if this happens 

we will extend the previous session to cover the time slot. 

Send out reminders to presenters and speakers regarding speeches and presentations 

Pre-planning speakers’ speeches, topics, and presentations is a salient part of relationship 

management. It is especially critical in understanding what to expect from your speakers, and 

helping the speakers know what is expected from them. Therefore, a phone call with the speakers 

was scheduled to discuss these details during the dates of March 7th through March 15th.  

 To schedule these phone calls, I set up phone appointments with all of the speakers 

through text message in order to have a brief conversation with Riley and I. This call would 

review topics and questions the speakers may have and solidify event details. Time was set aside 
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during these calls for the speakers to have a Q & A session with us. There were a few of the calls 

that included all Riley, Wedig, and I and some of the calls were just Riley and I. When the team 

had the calls information was provided as to who, why, what, when, how and where everything 

would take place.  

Implement backup speaker plan 

When holding an event, it is common to have speakers cancel or have emergencies come 

up last minute, so implementing a crisis management plan is wise. These types of speaker 

cancelations are common and is the case with any event. For example, the Silicon Slopes Tech 

Summit had thirty speakers cancel last minute. In turn, they had a crisis management back-up 

speaker list to curtail the issue of not having a speaker go on stage. In order to plan for this type 

of emergency the team will be implementing a back-up speaker line-up list to cover last minute 

cancelations. 

To plan for this, I created a list with ten backup speaker that I presented to the team. Out 

of the ten, five speakers were picked from the list and then called to ask if they would mind 

being a stand-in for potential cancelations. I was able to secure those five speakers for the day of 

the event.  

Obtain gifts and thank you cards for the VIP’s  

 When hosting an event, it is a necessary and kind gesture to give a thank you card and a 

small gift token of appreciation to the speakers for their service. It creates a small but important 

heartwarming feel for them. This is an especially important detail when speakers are 

volunteering their time and taking care of their own costs to come to the event. It is especially 

significant for speakers who are not local.  



THRIVE BEYOND FIVE  34 
 

To find appropriate and meaningful gifts, I called around to local stores and looked 

online to look for the best price(s). Cards and bag sets were purchased through Amazon as they 

had the most reasonable price. As far as the gifts are concerned: for the men, a tie and a thank 

you card will be given in a gift bag with gift bag paper and a bow at the top of that bag to dress it 

up. For the few female speakers participating, a dozen multi colored roses and a thank you card 

will be given. The flowers will be purchased the day before the event at a local store in St. 

George. The thank you cards will be signed by the PrinterLogic planning team and the St. 

George Silicon Slopes board.  

Thrive Beyond 5 Event Marketing 

Event marketing is the process of promoting a service by leveraging a company’s reach 

and engagement. It further opens up the event to many potential benefits and connects people to 

the brand by building brand affinity, which in turn, ingrains the event into a potential attendee’s 

mind. When creating a marketing plan it needs to be seamless, interactive, powerful, and 

engaging. Using these techniques will bring about brand awareness and educate the public about 

the event.   

Create website on Silicon Slopes St. George chapter page 

Creating a clear, well-constructed informative website generates strong brand identity 

and advertising. It is critical to have a well-organized website to stay within good branding 

practices. To create the website on the Silicon Slopes St. George page I was given access to the 

back end. I also added the ticket link which was created through Eventbrite for attendees to pay 

and signup for the event. To create a favorable brand attitude towards ticketing, the website plays 

a key part in event attendance and forming brand attitudes to determine stronger purchasing 

intentions (Close et al. 2006; Sneath, Finney & Close 2005). One other point is this website link 
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is being advertised on LinkedIn, Facebook, through different newsletters, the local colleges, and 

through the St George Chamber of Commerce.  

 To accomplish this task, I started by creating a website landing page. Creating a website 

is time-consuming no matter who the hosting company is and Silicon Slopes uses the hosting 

company Bevy labs. I found this company to be helpful when website issues arose, but, the back 

end of the website was a less than friendly platform and I found it to be challenging when 

navigating through the back end. In order to overcome website issues, I regularly had to reached 

out directly to Bevy labs and work through problems with the website creation. In my experience 

most, websites are a simple task for me as I have had extensive training and experience in web 

design. In hindsight, it is beneficial to note that several days and hours need to be allotted for 

website creation so budgeting enough time is important.  

Promote event through Silicon Slopes, and St. George colleges 

One of the goals for this year’s event was to promote the event to double in size from last 

year’s 200 attendees by increasing this year’s attendees to 400. This would be accomplished by 

building solid brand equity in the Silicon Slopes brand for this event to be an essential part of the 

brand imaging, therefore crating the relationship between event marketing and brand equity to 

create an impact on the event along with, effecting communication and relationship management 

within the event through forming a broader branding perspective and creating more attendees 

(Christodoulides & De Chernatony, 2010). Dixie State University and Dixie Technical college 

helped by advertising to their students using large flyers, and pass along hand out flyers that 

were provided for them. There were 200 event attendees last year and this year’s data shows that 

due to the nature of the high-profile speakers being brought in, solid marketing, and community 

growth, the event will double in size. 
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 To do this, the flyer and marketing materials were designed. Then, I printed the hard copy 

materials and took the printed materials to the colleges for distribution. After which, there was a 

team of people who stepped in to help out with the distribution process.  

Promote event through email newsletters 

Brand identity goes hand-in-hand with email newsletter marketing and relationship 

management. The more well know the newsletter the further the marketing reach will be. There 

were two newsletters I felt would be beneficial: Pando Labs and Silicon Slopes. First, I contacted 

Pando Labs (who has a far reach throughout the state of Utah) through email about having them 

help promote the event in northern Utah through their newsletter. The owner of Pando Labs 

wrote back to let me know if I wanted his company to promote the event with his newsletter he 

would. His one request was that I write up a paragraph or two, send the graphic for the event, and 

get that email to him right away.  

Once I secured the Pando Labs newsletter, I contacted Silicon Slopes main chapter for 

the event information to go out through the headquarters newsletter. They asked I put this 

information in an email to them with the graphic for the event which I did. I spoke with the St. 

George Silicon Slopes board about advertising Thrive Beyond 5 event in their local chapter 

newsletter and that was approved. In order to have this facilitated, I sent information over to the 

St. George Silicon Slopes chapter newsletter graphic designer through our Slack channel, to get 

the information into the local newsletter. 

 To accomplish this task, I took the information that I had been advertising on other 

platforms and wrote it up in a newsletter format. I attached the graphics with the wanted wording 

and then forwarded this write up to Pando Labs, Silicon Slopes north chapter, and the St. George 

Silicon Slopes newsletter distributors. The creators of these three newsletters added what I sent 
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into their newsletter and sent it back to me for approval, there were a few kinks to work out after 

which I approved the materials. Silicon Slopes headquarters was going to add it to their mid-

March letter and send it out. The Thrive Beyond 5 information went out in the Pando Labs and 

the Silicon Slopes St. George chapter in succession for two months.   

Contact Reporter at CEC TV to have them do a story and to live stream 

Giving the Southern Utah area access to the event creates brand loyalty and engrains 

brand identity into the community. To get CEC TV involved I contacted the CEC TV reporter on 

February 3, 2020, and asked for her presence at the event. She said she would plan to attend and 

do several news stories on the four high-profile speakers. She said she would live stream to CEC 

TV throughout the day of the event. This reporter brings a significant benefit to the event as CEC 

TV is a well-known local university news outlet in the community.  

These recorded stories will help to build and marry the technology industry with the 

community. Due to the CEC brand the reports will be far reaching, and in turn, accomplishing 

the goal that was set to bring the community and the technology industry together. Another 

benefit to broadcasting through CEC TV, is it will further build the Silicon Slopes brand and 

become a liaison between community education tv and the community. Moreover, it will help to 

build the Silicon Slopes St. George chapter brand nationwide by touching many people.  

 To make this happen on the day of the event, the reporter will set up their equipment the 

morning of the event. I will have pre-designated place for the reporter’s set-up through a roped 

off section for the reporter and her equipment to make sure she is protected. CEC TV will put a 

second microphone on the speakers to go along with the event microphone, to get clear audio for 

their story and production. This microphone will be (PrinterLogic will provide the main 
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microphones that speakers will use) provided by CEC TV, and will attached to their lapel to 

capture the information the reporter will need to do stories throughout the event.  

Contact reporter at St George news 

Having news reporters on sight reporting stories and assisting with advertising will 

continue to assist in brand identity and relationship management within the community and the 

event. It will be important to have reporters from the St. George News and the Business 

Magazine present to interview speakers and panelists. Having their presence, will help strengthen 

the brand and bring notoriety and awareness to the event. Further, it will help PrinterLogic and 

Silicon Slopes St. George chapter, to spread awareness to community members, and build and 

bridge relationships. Having this event publicized with two different print venues will insure a 

further spread and give advertising creed to continue marketing for next year’s event. 

I accomplished this by, contacting a reporter at St. George news on March 10th through a 

text message. She informed me that she had moved and no longer worked for this particular 

news venue, however, she gave me a number of the reporter that took her place. I then called and 

spoke with the new reporter, by phone about the event. He said that he would be happy to cover 

the story and would plan on being in attendance sporadically throughout the event. Once the 

newspaper reporter was secured, I reached out to the reporter and President of TCS Advertising 

and Public Relations. This journalist writes community pieces on business’ entrepreneurs and 

community events for the local Southern Utah Business Magazine. He committed to attending 

the event and writing several pieces throughout the day of the Thrive Beyond 5 event.  

Design and obtain swag 

Swag is a part of branding, brand identity, and continued marketing for years if done 

correctly. Therefore, well designed swag is a critical piece for any event, and gives an event the 
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opportunity to establish a brand marketing campaign. Additionally, swag is easy to distribute due 

to it being a free event perk, it is well known throughout the event industry that people love to 

receive these free swag items and often signup for events due to these free items.  

The swag that will be available this year will be t-shirts, wrist bands, water bottles, coffee 

mugs, pop sockets, and jackets. These items will bear both the PrinterLogic and Silicon Slopes 

logo and the Thrive Beyond 5 design. Providing swag will help get the brand out in the 

community and market throughout the year, by creating stronger growth potential for next year’s 

event. Well-designed swag, also leaves a lasting impression in the attendee’s minds and creates 

staying power from the event. One other powerful component that goes along with swag is when 

people wear their swag around the community it is free advertising from the event. Research 

shows that well designed swag sparks conversation and lives long past the event.  

 To accomplish this task, the swag will be designed in a similar way to the swag that was 

used at last year’s event. The one difference this year is the Silicon Slopes logo will be added to 

PrinterLogics logo for brand recognition and identity which will create an even more robust 

marketing campaign. To come up with the design, the team will first create a rough draft design 

in a team meeting in a brain storming session. Riley is an artist so he will sketch out the design 

from the ideas that Wedig and I have. After the rough draft of the design is complete, it will be 

passed on to the professional graphic designer at PrinterLogic for final touches. Once completed 

by the graphic designer the design will come back to the team for final approval. When the 

approvals are in place, the design will be sent out to the local manufacture for production and 

picked up by me when complete.  

The swag number logistics are: 100 t-shirts printed, 450 wrist bands made, 200 water 

bottles, 50 coffee cups, 300 pop sockets, and 50 jackets. The sponsorship(s) will cover the 
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expense of the swag and we will receive a discount on the swag materials due to a partial gifted 

sponsorship for the manufacturer producing the swag.  

Create ad on Silicon Slopes St George chapter page 

Keeping with the strong brand identity theme of PrinterLogic and Silicon Slopes, I 

created an ad on the Silicon Slopes home webpage page for viewing starting February 6th, 2020. 

This ad regularly populated on the main page until it was taken off due to cancelation of the 

event. The Thrive Beyond 5 event ad shared ad space on the home page with the other Silicon 

Slopes chapters, and was populated by date. The closer it gets to the event the ad will displayed 

more often.  

 I accomplished creating this ad on the back page of the Silicon Slopes main webpage 

which is hosted through Bevy labs. Creating this ad was simple and only took a few hours. Once 

created I reached out to Silicon Slopes headquarters through email to run the ad on the home 

page. 

Promote Thrive Beyond 5 event at Silicon Slopes Tech Summit 2020 

 Silicon Slopes Tech Summit 2020, was held January 30-31, 2020. To create a strong and 

effective marketing campaign to a large and diverse audience, the team and I decided to hand out 

pass along card flyers thought the two days of the event. While at the event the St. George 

Silicon Slopes board and Southern Utah attendees worked together to promoted the Thrive 

Beyond 5 event, by handing out the preprinted pass along cards to as many people as possible. 

To make sure this went off without a hitch I previously enlisted the team from PrinterLogic and 

the Silicon Slopes St. George board to help me to hand these cards out. The CEO and founder of 

PrinterLogic (Ryan Wedig) spoke at this event and also promoted the upcoming Thrive Beyond 

5 event during his presentation.  
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 To accomplish this task, I created the pass along cards for the team before the event 

allowing for us to be prepared to hand these cards out. I printed these cards out to take with me 

to the event up north. This card design was what is going to be used going forward for all 

marketing and advertising for the Thrive Beyond 5 event.  

Facebook ad 

Facebook allows for sponsored paid ads that are sent out to the community in a specified 

area. This in turn allows a company or a person to advertise and market to a specific area and 

demographic. For the demographics this event will target both males and females in Utah ages 

18-60. Running this ad will help market and bring more awareness about the Thrive Beyond 5 

event. Sponsored Facebook ads give a solid marketing platform in event marketing.   

I created an event page to push out and invite people on Facebook through a paid 

sponsorship ad. I signed up to run an ad campaign for one month after getting permission from 

Wedig to spend $300. The total budget was created for the ad on the platform and sponsorship 

money was used. The ad ran for two months previous to the event and was shared by all 

PrinterLogic employees to their individual pages.  

LinkedIn ad 

LinkedIn ads and or posts market events to business professionals and professional 

profiles. Further, professionals with LinkedIn profiles are cognizant of keeping an eye on their 

feeds for upcoming events. I created two separate LinkedIn non-paid ads and posted them on 

LinkedIn about a month apart. Once the posts were created, PrinterLogic and Silicon Slopes also 

shared the marketing material on their companies’ pages and their employees LinkedIn accounts.  

The first ad was run at the end of January at the Silicon Slopes Tech Summit 2020, which 

included a picture of the pass along card creation that was handed out at the event. A picture was 
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taken at the event of the key players from the St. George crew in attendance. I then created a 

separate Thrive Beyond 5 event ad on the platform shortly after returning home from the Silicon 

Slopes Tech Summit 2020 event. Since the Thrive Beyond 5 event, is part of Silicon Slopes 

(even though were the southern chapter) it was appropriate for the first advertisement to be from 

the Silicon Slopes Tech Summit 2020 location. 

 The second post was posted a month later. Similarly, this post was created with the pass 

along card material and PrinterLogic and Silicon Slopes companies assisted in sharing the post 

on their employees LinkedIn accounts. Using the pass along card material was appropriate in 

order to stay within the branding platform and keep consistent brand identification. Due to this 

established brand identity from the Silicon Slopes Tech Summit event, the second post gained 

even more momentum and views. 

 I accomplished this task by creating a write up to post on LinkedIn the pass along cards 

were already created so the post graphic was ready to be posted. However, it is important to note 

there is a very specific way to post on LinkedIn for maximum exposure. Due to being a 

marketing expert I have a clear understanding of how to create and make LinkedIn posts 

successful and trend on the platform.  

Here are the steps in a successful LinkedIn campaign: first you write at least two 

paragraphs, next, in a separate section (paragraph) you tag up to thirty people and finally, on the 

last paragraph you add hashtags. If adding pictures, they need to be added before any text, then 

you tag people or companies you want included in the post directly on the picture. If you are not 

choosing to tag people on the photos start with the first step. Once your post is posted it is 

important to ask contacts to like and share the post as that is how LinkedIn algorithms pick up 
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posts to trend. The two posts I created and shared had over 6,000 views and were trending both 

times.  

Obtain a photographer 

 I obtained a volunteer professional photographer to capture the event throughout the two 

days. The objective of a photographer is to further build brand identity and strengthen 

relationship management. I worked it out as a sponsorship agreement with him and he agreed to 

bring a team of volunteers to cover the different areas of the event. Having several available 

photographers is key during the event since there are several moving parts of the event that will 

have more than one speaker in different areas of the building. He and his team have the 

professional equipment needed to photograph the day events. The photographs will be valuable 

for future marketing and brand identity especially in the future when growing and scaling 

upcoming Thrive Beyond 5 events.   

 Since I run the speaker series at Dixie State University I already had a photographer that I 

use. I contacted this same photographer by phone and secured the date of April 17, 2020 with 

him and he agreed to do this as a volunteer for a sponsorship slot. In order for him to volunteer I 

agreed to the trade by making him a sponsor as he requested so he would receive free adverting 

in return for his services.  

Help secure sponsors of the event 

Financial support for an event avoids having to use a situational crisis management plan, 

having sponsor(s) and sponsorship(s) is valuable piece of the puzzle for events. Reason being, is 

it broadens the scope for a brand and or company and creates a firm event planning budget. 

Additionally, sponsor(s) provide financial support and will often trade for services for events 

which aids in building strong brand identity. Supplementary, sponsor(s) provide a heighten sense 

of attention and marketing by displaying their public profile in an inexpensive manner. Events 
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also allow the sponsor(s) to give away swag, which gives an inexpensive worthwhile marketing 

platform for the sponsor(s) company. 

In order to decide what sponsors to bring in the following steps were followed: 

1- Identify the advantages for the sponsor  

2- Identify if the sponsor fits into the technology community 

3- Give event data to the sponsor with the proposal for sponsorship 

4- Propose different sponsorship package levels- $200., $250., $300., $350. 

5- Create a synergistic relationship for the sponsor to gain enough Return on Investment, for 

their sponsorship 

 

To accomplish securing sponsors, the email was drafted and was going to be sent to sponsors as 

a first step towards sponsorship: 

Dear Sponsor, 

 

The Silicon Slopes St. George Chapter is hosting our second annual Thrive Beyond 5 Tech 

Ridge Summit event, on April 17th at Dixie Technical College.  

 

We are asking for $200.00 to $350.00 per company/entity. For that money, your company will 

have your logo included on everything that has a logo, and up to 10 tickets to bring yourself and 

your team. 

 

The theme, Thrive Beyond 5, drive with data. Speaks to the technology communities desire to 

shine the light on our local tech companies. Those are the companies are thriving beyond 5 

employees and will give practical advice to those in the startup trenches. This will give hope to 

building the next generation of St. George technology companies. 

 

Let me know if you are in and I'll send you an invoice, with a link to where you can pay with a 

card.  

 

Although the email was written, it was not sent due to the cancelation of the event from 

the Covid-19 pandemic. However, when the event happens in the future the email will be  

used.  

 

Hand out flyers for event at Dixie State University. 

 One of the demographics for the target audience is students, therefore, it is key to get 

advertisements up at the university. The main reason for having students attend was for local 
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students to understand that there is a job market for them come to once they graduate. The hope 

is then that this event will entice them to stay in the area which will support the technology 

community in finding solid, educated, and affordable employees.  

 This was accomplished by creating the flyers with the brand identity model in mind, 

once designed the graphic designer at PrinterLogic adjusted the flyers and they were then printed 

at Zonos (a local tech company) for free. There was also a small hand out flyer that was printed 

and passed out to students. Last, the flyers were hung up and handed out at the university.   

Another advertising means that was used to reach students was through the Dixie State 

University Hiking Club (which I am the advisor for) the club helped to advertise to the 1000 

members by sending out a general club email and by sending a separate email out through the 

application Remind. It was also posted on the Hiking Clubs Instagram which has 450 followers. 

The results of this advertising generated positive outcomes with students asking questions about 

the event and reaching out stating they were interested in attending. Many students inquired on 

learning about the local technology companies and what they had to offer in the St. George area.  

Regular promotions of the event 

The best way to ensure a full event is through regularly scheduled marketing and 

advertising to reach as many community members and potential attendees possible. The 

Chamber of Commerce in St. George and the City of St. George will be assisting in promoting 

the Thrive Beyond 5 event. The event is also being advertised through the two biggest local 

technology companies: PrinterLogic and Zonos. Both colleges in St. George are also assisting in 

the promotion of the event. As the event gets closer event ads will run on Radio Dixie and in the 

St. George newspaper. The event currently being promoted on Facebook, LinkedIn, and the 

Silicon Slopes St. George chapter website, as well as, on the main page of the Silicon Slopes 
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website. Lastly, the event is being promoted through the Pando Labs and St. George Silicon 

Slopes newsletter.  

Crisis Management Plan 

 A pre-crisis management plan for an event, is put in place to give guidelines in order to 

create a solid communication guideline system that can be applied and adapted for nearly all 

crisis’. The objective of this plan is to coordinate and create an efficient and effective approach 

to a potential crisis. Moreover, this plan will help negate and minimize reactions from 

participants within their perception of their image created towards an organization.  

This plan includes the following: 

 Coordinated response time- in the event of an emergency I will coordinate the response 

with Wedig, and Riley. This will give me experience in how to handle a crisis situation. 

Once the coordination happens I will be sending out the response to attendees 

 Management of rumor and or speculation- management of rumor and or speculation 

needs to be quick and swift. If a crisis comes in play creating an open communication 

dialog regularly is key to avoiding both rumors and speculation. If there is a crisis the 

communication will happen within 24 hours and updates will happen on Social Media 

platforms several times a day 

 Defined rolls and responsibilities with the team- as the intern I will communicate with 

Wedig, and Riley in the event of a crisis. We will then meet as a team to disseminate 

roles and responsibility in handling issues 

 Reliable communication and reports- to get accurate information communication through 

reliable sources such as Silicon Slopes headquarters will be utilized 

 Timely assessment of crisis- this assessment will be immediate and disused in a swift 

manner with the team  

Putting a pre-crisis management plan is crucial for a successful event from an 

organizational standpoint (Schultz, Utz, & Göritz, 2011). Therefore, since PrinterLogic is hosting 

this event it would be best to send out any cancelation’s messages from the company to the 

attendees rather than it coming from any particular individual (Weber, Erickson, & Stone, 2001).  

The quickest way to get a message out to mass attendees, would be through social media. 

Since I am advertising on the Social Media platforms of LinkedIn and Facebook along with 

advertising on the Silicon Slopes website. Incorporating an effective crisis management on 
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Social Media platforms will divert from a secondary crisis (Yin, Liu, & Austin, 2011). These 

platforms would be the best to use in order to get information out to attendees and or potential 

attendees in a quick and effective manner if necessary (Meng, & Berger, 2017).  

This well thought out crisis management plan will assist in keeping the event in a good 

light if a difficult situation arises. It is key to remember that attendees are excited for and looking 

forward to the event they paid for. Communication through different venues such as social media 

and or blogs can help with any potentially ill feelings that may arise from participants creating a 

solid reaction management response. Working as a team will bring a strong, thorough, and quick 

response to any potential crisis. If needed the PrinterLogic team can include the St. George 

Silicon Slopes board and the Silicon Slopes main chapter to assist with crisis response. 
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Conclusion 

This internship has been a challenge in the areas of event crisis and project management. 

The amount of time that went into planning this event was much more extensive and time 

consuming than anticipated but in the end worth the reward. Further, it established a wide 

breadth of expertise that I did not previously have with my event organization skills. It also gave 

me the opportunity to strengthen my communication and relationship management skills, and 

assisted with me learning how to create and execute a crisis management plan during a 

pandemic. Moreover, the skills listed here have helped me to excel my event planning position 

and has given a larger knowledge base that will take me into the future. A few things I would 

change for upcoming events are to be more organized with the use of shared and detail spread 

sheets, and to create new checklist time lines especially when creating an event of this 

magnitude. Last, in the future I will be taking into consideration the order of tasks needing to be 

completed and strategized for maximum time efficiency.   

In the end the Thrive Beyond 5 event was unexpectedly canceled due to the Covid19 

pandemic and the stay home, stay safe order put in place by the governor. Due to the cancelation 

the situational crisis management plan was put into motion and the event was postponed until 

further notice. To put this plan in motion, the Thrive Beyond 5 event planning team and I held 

our final meeting by phone mid-March, after the meeting the team moved forward with the 

cancelation plans. Later that same week the Silicon Slopes team had a zoom call to discuss the 

future tentative date of September for the postponed event to take place the result of that call was 

a well wait and see agreement. 

This pandemic created some limitations for me being able to finish the event planning 

process. Due to the quarantine being put in place and the event being canceled I called and 



THRIVE BEYOND FIVE  49 
 

canceled the food trucks. I reached out to the sponsors to postpone the date and they were 

understanding due to the situation. I then texted and, in some cases made a phone calls letting the 

speakers know of the cancelation, and then took down the flyers from the social media platforms 

and removed the flyers from the colleges. The swag was not completed due to the Covid19 virus 

so there was no cost that needed to be absorbed. The Hiking Club officers sent out and email to 

the club members letting them know that the event was canceled and in succession they took 

down the advertisement on Instagram. Last, the attendees were notified through email and their 

tickets were refunded.  

This internship has been much more than just a project for me. The nature of the high 

impact collaborative team work helped to create a positive learning experience for myself and 

the PrinterLogic team. In the next few months, I hope to be able to finish this project in the fall 

when the world and Utah opens their doors back up, when social distancing subsides, and large 

gatherings once again become acceptable.  
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Introduction 

The purpose of this Event Planning Guide is to provide a document that will facilitate 

instructions as to how the Thrive Beyond 5 event is planned and executed. This manual includes 

typical tasks for putting this event together. This planning manual is a working document and 

will assist in future planning of the Thrive Beyond 5 events.  

 

Define Event Purpose 

The objective for defining an event is to give the big picture of what the event is going to be 

about and should guide business decisions concerning the event. Part of purpose definition is to 

establish what the events annual goals and objectives will be. For example, the 2020, Thrive 

Beyond 5 events goals and objectives is to teach technology entrepreneurs how to scale their 

business beyond 5 employees and has a subtheme of driving data. The 2021 goals and objectives 

will differ from 2020, and the team at PrinterLogic will help determine future upcoming annual 

goals.  

When planning objectives include the 5 following measures: 

 Specific 

 Measurable 

 Achievable 

 Relevant 

 Time-bound 

 

Define Demographic 

For the Thrive Beyond 5 event for the year 2020 the target audience is the technology 

entrepreneur startups and their employees. For future events, it will be a best practice to define 

and find the target audience for the Thrive Beyond 5 events. This in turn, gives clarification as to 

who the new demographic to promote the event to and will help with the decision of who not 

promote the event to. There is no need to promote an event to potential attendees who do not 

want to spend the money, the content is not appropriate for, or to people that are not likely to 

attend.  

A good way to identify this audience is to look at characteristic that marketers look at: 

1. Occupation 

2. Income level 

3. Geographic location 

4. Age/gender 

5. Hobbies 

6. Technological knowledge 

7. Education level 
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Another way to pinpoint this in is to look at past event attendees which will give a better 

understanding of the new target demographic. Next, look at the way Silicon Slopes north does 

their event and use their model. Then speak with experts in the event industry up north for tips 

and tricks. When speaking with others, ask yourself, what does the Thrive Beyond 5 event do for 

attendees? Last, create an attendee personal profile, this profile shows what type person attended 

past events or competitor events. Once this is solidified it shows a representation of the ideal 

customer that would be interested in the Thrive Beyond 5 event.  

 

Determine Size 

The first year the Thrive Beyond 5 event was held there were 200 attendees. It was anticipated 

that the 2020 event would have 400-450 attendees. Going forward it will be paramount to 

reassess the size of the events as it grows and scales from year to year. To do this, the event 

coordinator will meet with the PrinterLogic team to discuss and plan for continued annual 

growth.  

 

Determine Length 

In 2019 the decision was made to hold the event from the hours of 9:30 am to 4:00 pm with a 

second day of outdoor activity that ran from 8:00 am to 12:00 pm. For the 2020 event it was 

decided for day one the event would run from 8:30 am to 4:00 pm with a second day of outdoor 

activity that would run from 8:00 am to 12:00 pm. For the 2021 event, changes will need to be 

taken into consideration due to the anticipation of the event doubling in size. Therefore, this will 

need to be discussed with the PrinterLogic team in 2021 before the time and length details of the 

event are established.  

 

Reserve Venue 

The Thrive Beyond 5 event is held annually at Dixie Technical college on Tech Ridge in St. 

George, UT during the spring. To reserve the space, work with the Silicon Slopes St. George 

board members. One of the board members words at Dixie Technical college and will assist in 

the reservation process once the day has been agreed upon.  

 

Planning Documents 

Having clear, detailed, and shared documents is a fundamental piece planning of the Thrive 

Beyond 5 event. Utilization of tabs in an Excel document for this particular event is the best way 

to keep track of what is currently accomplished and what still needs to be accomplished. The use 

of separate lists with the tick off method is also a valuable method of keeping track of 

individually assigned tasks.  
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Speaker and Event Schedule 

The speaker and event schedules are one of the first steps in the Thrive Beyond 5 event planning 

procedure. First, determine the time and day(s) of the event. Once this has been established, 

create a shared speaker brainstorm document in excel. Have the team working on the event add 

all high-profile, interesting, and relatable speakers to the list. When completed meet as a team 

and discuss what speakers fit into the themes of that year’s event. After speakers have been 

selected, reach out to them for the ask through email, LinkedIn, or text messaging. Succeeding 

this step, set up phone or zoom calls to give the speakers information on what is expected of 

them and to answer any questions they may have about their part. Next, find out what the 

speaker(s) greenroom preferences are, along with any special requests, allergies, or dislikes they 

may have. Last, get personal information from speakers so their hotel rooms can be booked.  
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Budget 

Having a thorough idea of what is being spent assists in a company staying within budget 

guidelines and not ending up going over budget. To look at the budget process, obtain the past 

budget data for an estimation of what was spent in during the past event. Then create an up-to-

date budget. Once an up-to-date budget is created set clear and concise spending goals for the 

event. Map out those specific expenses with the team so the entire team is on the same page.  

Things to consider implementing into the event costs are: 

 Staffing 

 Venue 

 Food and beverage 

 Décor 

 Staging 

 Signage 

 Travel/hotels for speakers 

 Programming 

 Technology  

 Marketing expenses 

 Recreation 

 Special needs (interpreters, ect.) 

 Contingency fund 

Having a firm grasp on understanding effective promotional strategies is also a critical piece to 

look and include in the budget plan. Once the budget has been created, run it by the event 

stakeholder which is the St. George Silicon Slopes board and PrinterLogic executives. One other 

important tip is to have an emergency fund. As events are an everchanging process, having 

money set to the side gives some breathing room as emergencies or  potentially emergencies 

arise. 
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Venue Layout 

The Thrive Beyond 5 event is always held at Dixie Technical college on Tech Ridge in St. 

George, UT. When working with any venue the event planner must remember that the venue 

layout can be hugely impactful if done right and can help engage an audience. Since these events 

are held at Dixie Tech college, there are some limitations to keep in mind. This particular 

auditorium has a stage and chairs that are preset in place and unmovable. However, the pipe and 

drape and decorations are temporary fixtures and can be altered. Because this event is being 

partnered with Silicon Slopes the foam background will be used with the Silicon Slopes logo 

which has the slopes mountain shape on it. The pipe and drape is white and extends twenty feet 

diagonally and forty feet in length. There needs to be plants on either side of the front and back 

of the stage and simple chairs will be used for the speakers that will be sitting. The lighting needs 

to be changed to coincide with the speaker’s company colors.  
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Logos 

The use of logos creates a strong branding platform and a memorable experience for attendees. 

Moreover, logos carry the marketing process on throughout the year, by providing take away 

memorabilia, and gives the event that Wow factor event attendees are looking for. The logos 

used for the Thrive Beyond 5 event are from the Silicon Slopes and PrinterLogic companies and 

are a representation of said companies. 

For the Thrive Beyond 5 events, logos will be utilized in a broad range and placed on: 
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 Que cards  

 Water bottles 

 Swag 

 Meal tickets 

 Entrance tickets 

 Wristbands 

 Programs 

 The website 

 Marketing materials 

 PowerPoint templates 

 The stage(s) 

 Gifts and thank you cards 

 

Swag 

As a team, create a rough draft design for the type of swag wanted for the event. When this has 

been created send the design information to the PrinterLogic graphic design team. Once the 

graphic design team is done and the design has been approved by the event team, send the design 

to the manufacture. Pick up the swag from the manufacture when it has been completed. The 

swag will be handed out or purchased at the event by event attendees and provided for free to 

event staff. It is key to make sure the swag is designed through an experienced graphic design 

team to keep the marketing strong and consistent. Good swag is imperative for future events 

since present event attendees will continue to wear the swag in the community once the event has 

been concluded.  

 

Wristbands 

The same wristband design is used from year to year with an updated date. When the event 

comes about annually, the team gets together to work on changes that will be incorporate for the 

year’s event. After the date has been changed the design goes to the manufacture and when 
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completed will be sent to PrinterLogic through the mail. The day of the event the wristbands are 

used to keep track of attendees on the event day.  

 

 

Sponsors 

Sponsorship give a unique marketing capability to an event. They drive business outcomes of the 

event through branding and swag. To obtain sponsors for the Thrive Beyond 5 event: first, write 

a complete list of all local companies on an excel spreadsheet with the PrinterLogic team. Once 

the list is complete, create an email to send to those sponsors. Send out the email and wait for the 

response. After email correspondence is complete give the sponsor a link for payment. Collect 

the monies and give directives as to what the sponsor will be doing for the event.  
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Food Trucks 

The best way to contact food trucks in the St. George area for the Thrive Beyond 5 event is to go 

to the St. George Street Festival and talk with them in person. The current Washington County 

food trucks are contracted to be at the festival the first Friday of each month.  

When the day arrives, go to each truck vendor and get a business card after giving a brief 

introduction of why you need it. The next day, call the vendors from the cards that were spoken 

to at the Festival. When on the phone with them, ask the following questions: 

 Ask if they can attend the day of the event 

 Ask what the minimum amount of money they will accept is 

 Ask them for their menu items 

Once these questions are answered get a contract over to the food vendor for the day of the 

event.  
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Meal Tickets 

Meal tickets are issued to event attendees for one meal day one of the event as part of the general 

event ticket price. The meal ticket is given to an attendee when they check into the event in the 

morning and obtain their wristband. One ticket per person is allowed and if the ticket is lost by 

the attendee it will not be reissued. It is necessary to have the registration staff explain the meal 

ticket process to the attendee. The design of the ticket is the same design that is used each year. 

The only difference is the annual date is changed. Once updated print them at PrinterLogic. 

 

Entrance Tickets 

Creating ticket signups for the Thrive Beyond 5 event is a simple process through Eventbrite. To 

do this, get the Eventbrite password from PrinterLogic, then sign into the account and create the 

new event ticket. Then add the ticket information onto the website for potential attendees to sign 

up. It is important to know that Eventbrite charges. For example, a new event with tickets for 

purchase at $20.00 per ticket (this cost will change from year to year.) Eventbrite charges 2% of 

the ticket price with an additional fee of $0.79 per ticket sold. This is auto deducted from the 

original set up on the account.  
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Websites 

The website for the Thrive Beyond 5 event needs to be done with a detail-oriented perspective. A 

poorly done website can push attendees away from the event. Therefore, it should have a balance 

of detailed information and whitespace. It is key to answer: who, what, when, where, how, and 

why on the website. Keeping clear information draws in potential attendees. For this particular 

event, include an about section, the ticket section, time and date, event location, the logo, a 

category breakdown as to what the speaker is doing, and the speakers’ information with their 

picture and bio. The pictures need to be photoshopped with a neutral background color for visual 

appeal, in the past the color has been light gray. The website is hosted on the main Silicon Slopes 

website so get website permissions from the St. George Silicon Slopes board.  
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Facebook 

Creating a Facebook event for the Thrive Beyond 5 event is an easy process. Obtain all 

information and create the relevant event. PrinterLogic has past event examples to help with this 

if needed.  

To set up the event: 

 Use the photo that represents the Thrive Beyond 5 event 
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 Input the event name 

 Add data, this helps Facebooks algorithm recommend the event to users 

 Select the category which is conference 

 Publish the event 

 Run sponsored ads and share the event on different company employees every other 

week 

 Make a note to not over advertise as it becomes annoying to users and they will turn off 

post notifications 

 

 

 

LinkedIn 

LinkedIn has over one million users engaging monthly. LinkedIn users are on this particular 

platform to look for professional resources that can enhance a career. Publishing a post or 

posting a status update is relatively simple.  

Steps for a successful LinkedIn post: 

 Upload a few pictures for your event 

 Tag people on those pictures 

 Write up a few separate paragraphs, use hashtags in the paragraphs relative to the event 

 Tag ten to thirty people under the paragraph or at the end of the post for a further reach  

 Use relative hashtags at the end of the information 

 Contact all of your contacts and ask them to like, share, and comment on the post 

It is important to follow the above steps precisely as LinkedIn aggregates data by the way the 

information is posted. Post the event 1-2 times a month until the event is held.  
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Email Newsletters 

Using email advertising through newsletters for the Thrive Beyond 5 event has proven effective 

in the past and will need to be used for future events. To generate this type of marketing, write 

up a paragraph or two about the event and send the event logo to the PandoLabs and Silicon 

Slopes headquarters. Once they receive this information the two companies will send it to their 

distribution and marketing team who then send out the advertisement in their weekly and 

monthly newsletters. It is best to get this information to PandoLabs and Silicon Slopes 

headquarters ASAP to get the maximum return on investment with these marketing platforms.  
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Silicon Slopes St George is excited to host another Thrive Beyond Five conference at Tech 

Ridge. Join the conversation with local founders and industry experts as they share their insights 

and stories about growing companies beyond the startup stage and into scalable organizations. 

 

Prior speakers include Nate Walkingshaw (CXO - Pluralsight), Ryan Wedig (CEO - 

PrinterLogic), Eva Helen (CEO - EQ Inspiration). Stay tuned for more information on this year's 

speakers and breakout sessions. 

https://pandolabs.us8.list-manage.com/track/click?u=c65681538502063abfd99e01e&id=03444d029b&e=4dc39af86b
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Media 

Having media involved in events is beneficial in creating far reaching marketing presence before 

the event, the day of the event, and after the event. To accomplish having the right media for 

future Thrive Beyond 5 events: 

 Create a press list 

 Understand what message the media should deliver to the public 

 Create a publicity plan from week to week leading up to event 

 Write a press release 

 Contact reporters 

 Have a designated liaison for the media 

 Prepare the liaison with talking points so everyone has the same expectations 

 Keep the story alive throughout the year by creating a personal media profile during the 

event 

 

One Day Ahead 

 Confirm media attendance 

 Ensure all signage and cue cards are in proper place 

 Ensure registration tables are stocked and ready with all needed items (swag, name 

badges, meal tickets, programs, office supplies, ect.) 

 Make sure gifts are on-site and ready 

 Make sure A/V equipment is working properly 

 

Event Day 

 Have a list of instructions, directions, phone numbers, keys, extra parking permits for 

VIP guests, seating charts and guest lists with you 

 Check with catering 

 Check with food trucks 

 Check in with staff and volunteers to make sure they are ready and answer any questions 

they may have 

 Assist speakers, sponsors and the team 

 Greet speakers and sponsor (show them where their water, snacks, and greenroom are) 

 Have a first aid and emergency kit on hand 

 Have fun 
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Appendix B 

Below are the tasks that were not completed due to the covid19 pandemic: 

2 weeks 

Below is a list of what I would have taken care of two weeks before the event pre-covid19  

lockdown. 

Mic check and sound checks 

Double check with VIP’s for any changes 

Hone in stage management to include volunteer ushers and staff volunteer check-in table 

Work on scripts/cueing  

Work with the camera man 

Confirm with the media 

Finalize event script 

Continue advertising 

Obtain slide decks 

Obtain speaker format- speaking vs interview 

Contact the VIP’s for Greenroom food/beverages 

Find out from speakers any special needs for their families or themselves 

Put in the order for greenroom food with Dixie Tech Catering 

Report/meet 

3-5 days 

Goal, have everything set up before event in order to prevent any possible issues 

Below is a list of what I would have taken care of 3-5 days pre-covid19 lockdown. 

Set up Dixie Tech 

Set up pipe and drape 

Set up TV’s and teleprompter 

Set up lights 

Set up backstage 

Set up greenroom 
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Set up intake tables 

Set up plants 

Set up stage 

Set up reserved chairs 

Report/meet  

Day before 

Goal, make sure everything is prepared for the day of the event 

Below is a list of what I would have taken care of the day of the event pre-covid19 lockdown 

Confirm media attendance 

Ensure all signage/cue card are in proper place 

Ensure registration tables are stocked and ready to go to include swag 

Make sure gifts are on-site and ready 

Make sure A/V equipment is working properly 

Day of 

Goal, make sure the event runs as smoothly as possible 

Below is a list of what I would have taken care of the day of the event pre-covid19 lockdown 

Have a list of instructions, directions, phone numbers, keys, extra parking permits for VIP 

guests, seating charts and guest lists with you 

Check with catering 

Assist speakers, sponsors and the team 

Greet speakers and sponsor 

 


