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How check in, badging, identity verification, lead retrieval, 
session tracking and event intelligence can transform the 
attendee experience, and create more value for clients�

Great event experiences are no longer created only through creative design, 
beautiful spaces and entertainment. They are created through the intelligent 
orchestration of people, physical environments, onsite technology and event 
data.

This guide is written for experiential agencies, event production companies, 
creative agencies, brand experience agencies, PCOs, conference organisers 
and event strategists who need to deliver sophisticated onsite experiences for 
their clients. It treats technology as an enabler of experience, never as the 
experience itself.
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Most agencies are excellent at creative concepts, production, stage design, entertainment, 
content, sponsorship, brand activation, venue management and audience engagement. Fewer 
agencies fully understand how onsite event technology can become part of that same experience 
design toolkit.

The old habit is to treat technology as something the registration team handles quietly in the 
background. The better approach is to treat it as experience infrastructure that touches every 
stage of the attendee journey:

When an agency designs this whole journey as one connected experience rather than a set of 
separate systems, data can flow cleanly from registration through check in, identity verification, 
badge printing, access control, session attendance, lead retrieval, engagement, live analytics, AI 
assisted insight, post event reporting and into planning for the next event. That connected flow is 
what turns a good event into a measurable, repeatable, commercially valuable one.
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The Connected Event Experience�
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The Five Layer Experience Model�
This is an original framework that agencies can use to plan, brief and sell onsite 
technology as part of experience design.

Every technology decision an agency makes onsite should map to one of these five layers. If 
it does not clearly improve arrival, identity, participation, connection or learning, it probably is 
not worth the budget or the complexity.
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Layer 1
Arrive : How quickly and confidently does the attendee enter? Technology: QR 
check in, self service kiosks, sta� assisted check in, facial recognition, ID 
scanning, document scanning, manual lookup.

Layer 2

Identify: How do you establish who the attendee is and what access they 
should have? Technology: registration data, ID verification, badge printing, 
attendee categories, VIP identification, sta�, exhibitor and speaker workflows.

Layer 3

Participate: How do you understand where attendees go and what they 
actually experience? Technology: session scanning, access control, 
attendance tracking, dwell time data, area tracking, room capacity monitoring.

Layer 4

Connect: How do exhibitors, sponsors, sales teams and attendees create 
useful connections? Technology: lead retrieval, badge scanning, lead 
qualification, notes, custom questions, hot warm cold classification, asset 
sharing, CRM integrations.

Layer 5
Learn: How does the event become smarter over time? Technology: event 
analytics, live dashboards, AI assisted insights, post event reports, 
attendance analysis, session performance, lead performance, sponsor ROI, 
operational analysis.



Section 1. 
Why Experiential Agencies Should Care About 
Onsite Technology�
The old model: The agency creates the experience. A separate registration team handles 
check in. A separate technology provider handles badges. The client receives a report after 
the event. These systems operate on their own, rarely talking to each other.

The new mode: The agency designs the entire attendee journey. Technology supports 
every important interaction. Data flows through the experience in real time. The client gets 
live visibility during the event, not just a summary afterward. Post event data improves the 
next event.

This shift creates a real strategic opportunity for agencies:

Better client outcomes, because decisions during the event are based 
on live data rather than guesswork

Better attendee experience, because the physical journey is faster and 
less frustrating

Better operational control, because the agency has a single view of 
what is happening onsite

Better reporting, because check in, badging, sessions and leads all feed 
one story
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New agency revenue opportunities, because technology management is 
a service clients will pay for

Di�erentiation from agencies that still treat technology as a back o�ce 
function

Stronger client retention, because a data backed post event report builds 
trust for the next contract

Ability to scale complex events across multiple venues, countries and 
languages

More credible ROI conversations with clients, sponsors and exhibitors
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Section 2. 
The Arrival Experience: Check In Is Part of the
Creative Experience
The event experience begins before the attendee reaches the stage. A thirty minute queue can 
undermine a five hundred thousand euro production. A smooth thirty second arrival 
communicates confidence, premium quality, e�ciency, personalisation, security and 
hospitality, before a single word of the programme has started.
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Agencies should not try to remove every human from arrival. 
Technology should remove the repetitive work of looking people up and 
printing badges so that sta� can focus on VIPs, exceptions, hospitality, 
troubleshooting and general guest experience. A queue with no human 
presence at all often feels cold, even when it is fast.

QR check in 

Works well for most general attendee volumes. It is fast, familiar and 
cheap to run. Its main limitation is that it depends on the attendee having 
their code ready and on the venue having a workable connection. 
Agencies should design the physical queue with clear lanes, visible 
signage and a manual lookup option for people who cannot find their QR 
code.

Kiosks let attendees scan, look themselves up and print their own 
badge without sta� involvement. Good kiosk design covers 
touchscreen flow, badge printing speed, multiple kiosk configurations 
for di�erent attendee types, and accessibility for attendees who need 
help. Queue design still matters even when the process is self service. 
People need to know which kiosk to use and what to do if something 
goes wrong.

Self service 
check in

Sta� assisted 
check in 
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Facial recognition is not a gimmick when it 
is used well. It has real, appropriate use 
cases: VIP arrival, executive events, high 
volume conferences, repeat attendees, 
secure environments, fast track 
entrances, sports events and government 
or security sensitive events.

The typical flow: registration, consent, an 
enrolled image, the attendee arrives, the 
camera recognises them, identity is 
matched, confirmation is shown, the 
badge prints, entry is granted.

This can create a genuine "wow moment." 
A VIP walks into the venue. The system 
recognises them. Their badge is already 
printing. The onsite host welcomes them 
by name. There is no searching, no 
paperwork and no queue. In that moment, 
technology becomes hospitality.

At the same time, facial recognition must 
always be handled with care. Agencies 
should think through consent, privacy, 
alternative check in methods for 
attendees who opt out, data 
minimisation, transparency about how 
images are used and stored, security of 
that data, legal review in each market, 
and regional requirements that can di�er 
significantly by country. Facial 
recognition should be used because it 
genuinely improves the experience for a 
defined group of attendees, never simply 
because it looks impressive.
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Section 3. Facial Recognition��
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Section 4. ID Scanning and Document Scanning��
It helps to separate three di�erent ideas that are often confused.

QR scanning says: I have a registration. ID scanning says: I can prove who I am. Document 
scanning says: here is an identity, travel or credential document containing information 
needed for this specific workflow.

Common use cases include government events, sports events, international conferences, 
high security events, restricted access events, visa or identity sensitive environments, and 
any event where an attendee's identity genuinely needs to be verified rather than assumed.

A typical workflow: the ID or document is scanned, relevant information is extracted, it is 
matched against the registration record, it is verified, a badge is printed, and access is 
granted. Done well, this reduces manual data entry and the errors that come with it.

The most important principle here is: do not over engineer it. Only collect or verify the 
information the event actually needs. Every extra data point collected is extra privacy risk, 
extra friction and extra cost, with no benefit unless it serves a real requirement.
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Section 5. 
Badging as an 
Experience Design Tool

A badge is not just a piece of paper or plastic. It 
can function as identity, an access credential, a 
networking tool, a sponsor asset, a piece of 
brand experience, a wayfinding aid, a security 
layer and a trigger for data collection.

Agencies should think about on demand 
printing, personalised badges, brand design, 
attendee categories, sponsor branding, QR 
codes, photos, access indicators, reprints, 
corrections, walk ins and last minute 
registration, all as part of the badge's design 
brief, not as an afterthought handled by a print 
vendor.

The badge as the operating system of the 
event: One well designed badge can connect 
arrival, access, sessions, networking, lead 
retrieval and reporting into a single thread. 
Every scan of that badge, at a door, at a 
session, at a booth, adds one more useful data 
point to the story of the event.
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Section 6. 
Session Scanning and Access Control 

Agencies should care about session attendance for reasons that go well beyond security. 
This data reveals popular sessions, underperforming sessions, peak periods, capacity 
issues, audience interests, content preferences, attendee movement, dwell time and room 
utilisation.

There is a real di�erence between "how many people registered" and "what did people 
actually attend." That distinction should sit at the centre of how agencies report on events.

For example: five thousand people register for a conference. Three thousand eight hundred 
actually arrive. One thousand one hundred attend the keynote. Four hundred and twenty 
attend a niche technical session. That is a far more useful story for a client than "five 
thousand registrations," because it shows what people genuinely cared about, not just who 
signed up.
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Section 7. 
Lead Retrieval: Turn Exhibition Tra�c Into 
Business Valuel 

Lead retrieval is where experiential agencies can directly influence a client's or an exhibitor's 
return on investment.

For exhibitors, the flow looks like this: badge scan, attendee identity, consent, qualification, 
notes, lead rating, follow up.

Agencies should understand badge scanning, mobile lead capture, manual lead entry, 
qualification questions, hot warm cold classification, notes, product interest, asset sharing, 
follow up workflows and CRM integration well enough to advise exhibitors, not just hand them 
a device.

Rather than saying "here is your lead scanner," a strong agency gives exhibitors a lead 
capture strategy, qualification questions built for that event, recommended workflows, live 
lead dashboards, end of day summaries, follow up recommendations and a post event report. 
That turns lead retrieval from a piece of equipment into an exhibitor success service, one that 
clients and sponsors will value and pay for again.
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Section 8. Event Analytics: 
From Reporting to Event Intelligence 
There is an important di�erence between three levels of insight.

Reporting answers: what happened? Intelligence answers: why did it happen? Prediction 
answers: what should we do next time?

Conversational AI is becoming a genuinely useful new interface for this kind of data, letting an 
operations team simply ask a question rather than build a chart. As a practical example, 
fielddrive Insights is built around live event tracking, post event analysis, predictive planning, 
ROI analysis and the ability to ask questions of live event data in plain language, things such as 
who has checked in, how many VIPs are inside, or how many people from a particular 
company have arrived. The broader point, which applies well beyond any single platform, is 
that event data becomes far more valuable once a team can query it in the moment rather than 
waiting for a report the next week.

Useful data comes from check in, badge printing, attendance, session scanning, access, 
leads, exhibitor activity, attendee categories, time and venue areas. Turning that data into 
intelligence means being able to answer real operational questions such as :

How many VIPs are onsite right now?

What time did check in peak?

Which companies have arrived?

Which session has the highest attendance?

Where are queues forming?

Which exhibitors captured the most qualified leads?

What percentage of registered attendees actually attended?

Which attendee segments were most engaged?

Which sessions should be repeated next year?

What sta�ng level would be needed next time?

Which equipment was underused?
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Section 9. 
The Agency's Real Opportunity: Design 
the Data Journey 
Every physical interaction at an event can become a useful data point. Agencies that 
understand this can turn ordinary operational moments into a strategic service for clients.

When an agency designs this data journey deliberately, rather than letting it happen by 
accident, it becomes a strategic service in its own right, not just an operational necessity.
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Experience analysis
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Experience� Technology� Data generated Agency opportunity
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Section 10. 
Designing the Perfect Onsite Stack 
Every physical interaction at an event can become a useful data point. Agencies that 
understand this can turn ordinary operational moments into a strategic service for clients.
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Example A. A 500 person corporate 
event. QR check in, self service kiosks, 
on demand badge printing, sta� assisted 
fallback, basic analytics. This keeps cost 
and complexity proportional to a 
relatively simple event.

Example B. A 5,000 person conference. 
Multiple check in lanes, self service 
kiosks, badge printing, session scanning, 
access control, lead retrieval, live 
analytics. The volume and the number of 
sessions justify a much fuller stack.

Example C. A VIP executive experience. 
Facial recognition, a VIP fast lane, 
personalised badges, host notification, 
controlled access, executive lounge 
tracking. Here the goal is not throughput, 
it is a tailored, high touch moment for a 
small group.

Example D. An international sports 
event. ID and document scanning, 
identity verification, photo matching 
where appropriate, athlete accreditation, 
sta�, media and VIP workflows, secure 
access, badge printing, zone control. 
Identity and access control carry more 
weight than speed alone.

Example E. A trade show. High volume 
check in, exhibitor badging, lead retrieval, 
session scanning, sponsor reporting, 
analytics. The commercial value of the 
event depends heavily on how well leads 
and sponsor performance are captured.

Example F. A government or security 
sensitive event. Identity verification, ID 
and document scanning, controlled 
badge issuance, access control, sta� 
workflows, audit trails, strong privacy and 
security governance. Compliance and 
traceability matter as much as speed.
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Section 11. 
Creative Experience Ideas 

The Invisible Check In: The attendee completes verification before arriving and 

simply walks into the venue with no visible process at all.

The VIP Arrival Momen: Facial recognition triggers a host notification and a 

personalised welcome the moment a VIP steps through the door.

The Living Dashboard:  A large backstage screen shows the live health of the event 

to the production and operations team.

The Event Control Tower: The agency's operations team monitors check ins, 

queues, sessions, capacity, leads and VIP arrivals from one place.

Badge as Passpor: The badge unlocks access to di�erent event zones as the 

attendee moves through the day.

Smart Session Rooms: Live capacity data drives room management decisions in 

real time, moving people before a room overflows.

Exhibitor Battle: A friendly leaderboard shows lead capture or engagement 

metrics across exhibitors during the event.

Sponsor Intelligence: Sponsors see their own live engagement metrics during the 

event, not just in a report afterward.

The Ten Minute Morning Brief: Every morning, the agency team receives an 

automated summary of what happened the day before.

AI Event Concierge: The operations team simply asks questions of the live event 

data instead of waiting for someone to build a report.

The Welcome Wall: A screen near the entrance shows a personalised greeting the 

moment a known attendee checks in.
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Dynamic Wayfinding: Badge data helps direct attendees toward the sessions 

and zones most relevant to their interests.

The Networking Nudge: The system suggests useful connections based on 

shared session attendance or interests.

Zero Paper Follow Up: Every asset an attendee shows interest in at a booth is 

sent automatically, with no printed brochure needed.

The Client Command Centre: A private dashboard gives the client real time 

visibility into their own event without needing to ask the agency.

The Return Guest Recognition: Repeat attendees are recognised and 

welcomed by name across multiple events in a series.

The Capacity Tra�c Light: Simple colour coded signage at each session room 

shows live capacity so attendees do not waste time queueing for a full room.

The End of Day Debrief: A short data driven recap is shared with the client team 

each evening during a multi day event.

The Invisible Check In: The attendee completes verification before arriving and 

simply walks into the venue with no visible process at all.

The VIP Arrival Moment: Facial recognition triggers a host notification and a 

personalised welcome the moment a VIP steps through the door.

The Living Dashboard: A large backstage screen shows the live health of the 

event to the production and operations team.

The Event Control Tower: The agency's operations team monitors check ins, 

queues, sessions, capacity, leads and VIP arrivals from one place.

Badge as Passport: The badge unlocks access to di�erent event zones as the 

attendee moves through the day.

Smart Session Rooms: Live capacity data drives room management decisions in 

real time, moving people before a room overflows.

Find us on social:

www . fi e l d d r i v e . c om



0717

Exhibitor Battle:  A friendly leaderboard shows lead capture or engagement metrics 

across exhibitors during the event.

Sponsor Intelligence: Sponsors see their own live engagement metrics during the 

event, not just in a report afterward.

The Ten Minute Morning Brief: Every morning, the agency team receives an 

automated summary of what happened the day before.

AI Event Concierge: The operations team simply asks questions of the live event data 

instead of waiting for someone to build a report.

The Welcome Wall: A screen near the entrance shows a personalised greeting the 

moment a known attendee checks in.

Dynamic Wayfinding: Badge data helps direct attendees toward the sessions and 

zones most relevant to their interests.

The Networking Nudge: The system suggests useful connections based on shared 

session attendance or interests.

Zero Paper Follow Up: Every asset an attendee shows interest in at a booth is sent 

automatically, with no printed brochure needed.

The Client Command Centre: A private dashboard gives the client real time visibility 

into their own event without needing to ask the agency.

The Return Guest Recognition: Repeat attendees are recognised and welcomed by 

name across multiple events in a series.

The Capacity Tra�c Light: Simple colour coded signage at each session room 

shows live capacity so attendees do not waste time queueing for a full room.

The End of Day Debrief:  A short data driven recap is shared with the client team each 

evening during a multi day event.
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Section 12. 
How Agencies Should Select an Event 
Technology Partner 

Choosing "a good provider" is not specific enough. Agencies should evaluate potential 
partners against a clear set of criteria.

• Reliabilit :  Can the system perform under real pressure, not just in a demo?

• O�ine capabilit: What happens the moment connectivity fails?

• Hardware: Is the equipment appropriate for the venue and the volume?

• Integration: Can it connect with the registration platforms clients already use?

• Scalability: Can it support five hundred attendees as easily as fifty thousand?

• Data ownership: Who actually owns the data collected?

• Privacy: How is attendee information handled and protected?

• Security: How is sensitive information protected against breach or misuse?

• Support: Who is physically onsite when something goes wrong?

• Global delivery: Can the supplier operate consistently across countries?

• Customisation: Can the workflow be shaped to match each client's brief?

• Branding: Can the physical touchpoints feel like the event, not like generic 

hardware?

• Analytics depth: Does the provider only produce static reports, or genuinely 

actionable insight?

• Lead retrieval flexibility: Can exhibitor needs be configured event by event?

• Hardware logistics: Who ships, installs and collects the equipment?

• Contingency planning: What happens when technology fails on the day?

• Service model: Is this a vendor relationship, or a true operational partnership?
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Section 13.
Questions an Agency Should Ask Before Every Event 
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See who is inside, which sessions are 
full, and where congestion is building 
from your phone, in real time, from 
anywhere in the venue.

About the experience. What should 
arrival feel like? Where do we want 
human interaction? Where do we want 
self service? Where does security matter 
most? Where should technology 
disappear entirely?

About the client. What does success 
mean for this client? What do they need 
to prove? What does the sponsor need? 
What does the exhibitor need? What 
does the attendee actually need?

About the data. What data do we 
actually need? What data do we not 
need? What will we measure? Who 
needs access to it? What will we 
report to the client?

Where are the entrances? Where 
will queues form? What is the 
network situation? Where are the 
power points? What are the physical 
constraints of the space?

About the audience.� About the venue.�

About the experience

About the client.

About the data.



Section 14. 
How to Brief an Event 
Technology Provider 

A detailed brief produces a far better 
technology deployment than a vague one. 
Agencies should prepare a document 
covering:

Event, client, date, venue, city and country, 
attendee count, attendee types, registration 
platform, CRM, event app, check in 
requirements, badging, access control, 
session scanning, lead retrieval, facial 
recognition, ID and document scanning, 
languages, network conditions, o�ine 
requirements, hardware needs, branding, 
reporting, analytics, data requirements, 
privacy considerations, security 
requirements, onsite sta�, setup timeline, 
rehearsal plan, contingency plan and post 
event reporting expectations.

Writing this out fully, before the first supplier 
call, forces the agency to think through the 
attendee journey in detail and gives the 
technology provider everything it needs to 
build the right setup the first time, rather than 
discovering gaps onsite.

20
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Section 15. Client ROI 
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Attendee ROI
Attendee ROI. Reduced waiting, a better arrival experience, faster 
access, more personalisation.

Sponsor ROI. Engagement metrics, attendance figures, brand 
exposure, lead activity tied to their investment.

Sponsor  ROI

Organiser ROI. Better attendance data, better content decisions, 
better capacity planning, better planning for future events.Organiser ROI

Higher value services, di�erentiation from competitors, repeat 
business, additional revenue, a stronger strategic relationship with 
the client.

Agency  ROI

Operationa ROI
Operational ROI. Fewer manual tasks, lower sta�ng pressure, 
fewer badge errors, faster troubleshooting.

Exhibitor ROI
Exhibitor ROI. More leads, better lead qualification, faster 
follow up, better reporting.
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Section 16. 
How Agencies Can Monetise Onsite Technology 

Agencies should not automatically treat event technology as a cost to pass through with no 
markup. There are several viable commercial models.

• Model 1. Technology as part of production. Bundled directly into the overall event fee.

• Model 2. Technology management fee. The agency manages the technology supplier 
relationship and charges for that programme management.

• Model 3. Experience technology packages. Bronze, silver and premium style tiers, built 
thoughtfully so they do not feel like generic commodity packages.

• Model 4. Data and insights service. The agency provides a genuine post event 
intelligence report, not just a spreadsheet of numbers.

• Model 5. Exhibitor services. Lead retrieval becomes a revenue opportunity sold directly 
to exhibitors and sponsors.

• Model 6. Premium VIP experience. Charged separately for advanced identity, 
concierge and access workflows.

• Model 7. Multi event technology partnership. A repeatable onsite technology 
framework o�ered across a client's entire event portfolio, not just one event at a time.
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The strategic goal behind all of this is to move the agency's position from "technology 
supplier" to "experience technology strategist," a much more valuable and much harder to 
replace role in the client relationship.
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Section 17. 
A Practical Example: How an Onsite Technology
Platform Can Bring This Together

The strategic goal behind all of this is to move the agency's position from "technology 
supplier" to "experience technology strategist," a much more valuable and much harder to 
replace role in the client relationship.

This section uses fielddrive as a worked example of how these ideas can come together in 
practice. It is not a sales pitch, it is an illustration.

fielddrive's positioning for agencies centres on onsite consulting combined with configurable 
check in, badge printing, attendance and access tracking through fielddrive Entry, lead 
retrieval through fielddrive Leads, and analytics and AI assisted insight through fielddrive 
Insights, all connected to the registration platforms, CRMs and event management systems a 
client already uses. The company describes supporting events across more than fifty 
countries through several logistics hubs, and o�ers onsite delivery teams for setup, testing 
and real time troubleshooting rather than remote support alone.
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• A fictional example: the Global Brand Leadership Summit. 3,500 attendees, 40 VIPs, 80 
exhibitors and partners, 25 sessions, 3 venue zones, an international audience.

• T minus 90 days: Data mapping between the client's registration platform and the onsite 
system, initial workflow design for each attendee category, and an early privacy review for 
facial recognition and any ID verification planned for VIP and speaker arrivals.

• T minus 60 days: Hardware planning based on attendee volume and venue layout, badge 
design covering all categories and sponsor branding, integration build and testing with the 
CRM and registration platform.

• T minus 30 days: Full workflow testing across check in, badging, session scanning and 
lead retrieval, confirmation of network requirements at the venue, and sta� briefing 
materials prepared.

• T minus 7 days: Final data sync, hardware shipped to the venue's region, badge stock and 
printer checks, and a full rehearsal of the VIP arrival flow.

• Event morning: System checks across every kiosk and printer, VIP readiness confirmed, 
queue monitoring in place, badge stock and printer checks repeated, and the live 
dashboard confirmed as working.

• During the event: Live monitoring of check ins, session activity, lead capture, room 
capacity, VIP arrivals and any operational interventions needed in the moment.

• After the event: Full reports, lead exports for every exhibitor, attendance data by session, 
insights on what worked and what did not, a client facing report, and a lessons learned 
session to improve the next edition of the summit.
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fielddrive's published case study with BizBash describes a similar pattern in a real 
deployment, combining self service check in, live badge printing, ID scanning, data mapping 
across systems, live dashboards and post event Insights to create what the case study 
describes as a faster, smarter and more secure check in experience. The general lesson for 
agencies is not specific to any one platform: a connected stack, planned well in advance, 
turns onsite technology from a source of risk into a source of confidence.
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Section 18. Failure Modes
The best technology strategy is not the one that assumes nothing will go wrong. It is the one 
that makes failure invisible to the attendee.

Wi Fi failure

Printer failure

Check in and 
badging stop

Badges cannot
be produced

Redundant 
connections,
o�ine mode

Spare printers 
onsite, regular 
maintenance

Second printer 
swapped in 
immediately

Onsite 
technology 
lead

Local caching of 
registration data

Onsite
technology 
lead

Nothing, if o�ine
mode works

A short pause, 
handled by sta�

QR code 
missing

Attendee cannot 
check in normally

Clear instructions
in confirmation
emails

Manual lookup
by name

Check in sta�
A quick manual 
lookup instead

Incorrect 
attendee data

Wrong badge 
or wrong access

Data validation
before the event

Onsite correction
workflow

Registration lead 
and technology
lead

A brief pause 
while it is fixed

Badge stock
running out

Check in stalls
Accurate stock
forecasting

Emergency stock
held in reserve

Onsite logistic
 lead

Nothing, if 
reserve stock is 
used in time

Duplicate
registration

Confusing badge
or access records

Deduplication 
checks before 
the event

Manual merge
onsite

Registration 
lead

Nothing visible
 if caught early

Name change
Wrong badge 
printed

Late registration
change process

Instant reprint Check in sta� A quick reprint
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VIP cannot 
be found

Facial 
recognition 
does not match

Awkward,high
visibility delay

Attendee 
blocked at entry

Pre event VIP list
review and
rehearsal

Clear consent 
flow with 
alternative option  

Fallback to QR
or manual 
check in

Check in sta�

Dedicated VIP
host with manual 
lookup

Onsite technology
lead and VIP host

A short, calmly 
handled pause

A seamless 
switch to another 
method

ID does not 
match 
registration

Access denied 
incorrectly

Careful data 
matching rules

Manual 
verification by 
trained sta�

Security lead
A brief, discreet ‘
check

Kiosk freezes
Line builds up at
 that station

Regular kiosk
restarts and 
monitoring

Sta� redirect to 
another kiosk

Onsite 
technology lead

Being redirected
to a working 
kiosk

Scanner 
stops working

Session or
 access data lost

Spare scanners
onsite

Backup scanner
swapped in

Onsite
technology lead

Nothing, if 
swap is fast

Session 
scanner
loses
connectivity

Attendance
data gaps

O�ine caching 
on the device

Data syncs once
 connection returns

Onsite 
technology lead

Nothing visible

Data sync fails
Reports and 
dashboards 
fall behind

Scheduled sync 
checks throughout 
the day

Manual export
 as a fallback

Onsite 
technology lead

Nothing, unless 
reporting is 
delayed
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Section 19. 
The Human and Technology Model
Agencies should not aim to replace people with technology. The stronger principle is: 
automate the predictable, humanise the important.

Technology should handle finding a registration, verifying identity, printing a badge, scanning 
access and capturing a lead. Humans should handle welcoming a VIP, solving an exception, 
reassuring a nervous attendee, helping a confused guest, building relationships, and handling 
the unexpected situations that no workflow can fully script.

When technology takes the repetitive load o� sta�, those sta� have more time and attention 
for the moments that actually shape how an attendee feels about the event. That balance, not 
the technology alone, is what creates a memorable experience.
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Section 20.
The Future of Experiential Eventsl

Event technology is moving away from being a set of separate tools bolted onto an event and 
toward being a single connected layer that runs underneath the whole experience. A few 
directions are already visible today.

Data will keep flowing earlier and later in the journey: Instead of starting at check in, the 
useful data trail will start at invitation and continue well past the event through personalised 
follow up and planning for the next edition.

Conversational access to event data will become normal: Asking a live system a plain 
question, such as how many VIPs are onsite, will feel as ordinary as checking a dashboard 
does today.

Identity and access will get simpler for attendees, not more complex. The technical steps 
behind verification will become more sophisticated, but the visible experience for the attendee 
should keep getting faster and lighter.

Agencies that treat data as a creative material, not just an operational necessity, will pull 
ahead. The agencies that win future business will be the ones who can show a client not just 
what the event looked like, but what it actually achieved, backed by real numbers from arrival 
through to follow up.

The central idea of this guide is worth repeating at the end. Technology is not the experience. 
People, spaces, stories and moments are still the experience. Technology is what lets an 
agency deliver those moments faster, more personally, more securely and with proof of the 
value they created. Agencies that master this connection between creative design and onsite 
technology will not just run better events. They will build stronger, longer, more valuable 
relationships with the clients who trust them to deliver.



