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Christine Kerr: Hello, I’m Christine Kerr, Vice President at BaAM 1 

productions, based in Toronto. We are a creative 2 

production agency, working primarily in the worlds 3 

of sport, entertainment, and culture. So we’re gonna 4 

talk today about special event production and 5 

management. First question, I imagine on 6 

everyone’s mind, is why do events? Ah, they are a 7 

very important part of the mix that any team or 8 

league would offer to its fans and other 9 

stakeholders. Ah, they build ah, fan loyalty and 10 

maintain fan loyalty by connecting with fans during 11 

the off-season. They build pre-season excitement. 12 

They recognize and celebrate achievements, 13 

including anniversaries, milestones, records, and 14 

they provide exclusive access to build relationships 15 

with certain groups. So, your season ticket holders, 16 

your young fans, the local community. They also 17 

can help you fundraise for charity. Ah, they really 18 

can be a cornerstone of your connection to various 19 

stakeholder groups. We’re gonna talk a little bit 20 

now about best practices. And the example that 21 

comes to mind is the um, program that the Anaheim 22 

Ducks ah, run, called First Flight Field Trip. It’s a - 23 

run at the Honda Centre. It’s for grades three to six, 24 

and it looks at how math, science, and fitness ah, 25 

relate to professional hockey players. So, imagine 26 

busloads of school kids um, driving up to the Honda 27 

Centre, and school kids from all around Orange 28 

County um, coming together to spend a few hours 29 

learning about ah - ah, math, science and fitness. 30 

Players participate. And the kids move from station 31 
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to station around the arena. And then, get to sit in 1 

the seats and watch some demonstrations on the ice. 2 

It’s a fantastic community outreach program. It’s a 3 

great education-based program. And in 2008, the 4 

Ducks approached a science center in nearby Santa 5 

Ana, to turn it into a permanent science centre 6 

exhibit. So we were involved in the development, 7 

ah, design and production of that ah, exhibit. It’s 8 

called, “The Science of Hockey.” And it presents 9 

exactly that mass science and ah, fitness ah, 10 

concepts to students in a permanent location. And 11 

ah, allows the team a very interesting outreach to 12 

ah, the educational um, groups that visit the Science 13 

Centre - ah, school kids from across the region - and 14 

of course, it also exposes them to the sport of 15 

hockey in southern California, which is a pretty 16 

unique ah - a pretty unique thing for some students. 17 

In 2015, BAaM had the opportunity to create a 18 

similar, updated exhibit for the same group um, 19 

working with the LA Kings. So, The Science of 20 

Hockey, um, LA Kings version is at a northern 21 

California - northern LA, sorry, um, facility that the 22 

- ah, that the Discovery Cube folks ah, operate. And 23 

again, a very successful community outreach and a 24 

permanent installation. So, a place for um, the team 25 

and its fans to meet outside of the ah, outside of the 26 

Staple Centre ah, and the arena, their home arena. 27 

So, that’s a really interesting example of ah, of a 28 

great ah - you know, connection with a - a 29 

stakeholder groups that’s very important to those 30 

teams. [Pause] Next, we’re gonna talk about a 31 
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critical mass. It’s really important when you’re 1 

thinking about planning an event, that you… give 2 

the event enough critical mass for it to have the 3 

impact that you want it to have. So, typical event 4 

components would include activities, like sport 5 

skills - maybe face-painting. Photography, 6 

autographs. You’d have a food and beverage 7 

component - either from inside your venue, or 8 

maybe a pop-up, such as food trucks. You want to 9 

have retail merchandise, either specific to the event, 10 

or ah, just special access to team merchandise. 11 

Programming, from - everyone from street 12 

entertainers to contests. And video packs, and 13 

headline talent, maybe even. And then, you want to 14 

have access - interviews, presentations from 15 

players. Ah, your - your ah, sport ops staff, so 16 

hockey ops, baseball ops. Ah, business op staff. Ah, 17 

you wanna really be able to allow your fans to have 18 

access to the inside scoop on what’s ah, what’s 19 

going on behind the scenes. You also want to 20 

establish an event architecture. What does your 21 

event look like? What are the iconic structures that 22 

are gonna immediately be identifiable to your - to 23 

your fans? And then, what are you gonna let your 24 

partners bring to the table? Ah, so are you going to 25 

let one of your sponsors put their own pop-up booth 26 

in? Or are you going to provide them with a tent 27 

and let them activate within that tent? You also 28 

definitely need to think about infrastructure. So, by 29 

that I mean things like fencing. And access control 30 

queue lines, generators for power, and of course, 31 
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portable toilets. Um, there is a tendency ah, when 1 

you talk about best practices, to try to do too much 2 

in your first year, or even for an existing event. And 3 

typically, the result is that you spread the event thin, 4 

and you water down its impact. Ah, this - there is a 5 

way to apply some analysis to this. So, you can 6 

calculate what your event capacity should be, based 7 

on what you think your attendance will be. And 8 

then, build your event around the demand that you 9 

anticipate: how many people, how long you’ll be 10 

open, how many activities, um, that provide the 11 

entertainment units that you’ll need for your event. 12 

This will help you choose the mix of activities that 13 

you need to include. And some might be no cost or 14 

low cost, with very high impact. Um, and all of that 15 

will help you determine what your space 16 

requirements are. If it’s not a stand-alone event, but 17 

located around an existing venue, inside your home 18 

arena, for instance - um, or around - outside in the 19 

parking lot, then create nodes of critical mass that 20 

will draw fans toward them. And let them have the 21 

experience, and then, move on. In year two, you 22 

might decide to move away from this model and 23 

find a home for all activities in a larger, cordoned-24 

off area of the parking lot, an adjacent venue, or a 25 

stand-alone venue. So, it’s really important that you 26 

create critical mass. [Pause 6:58] So, design is 27 

actually very important to the development of your 28 

event. First thing you need to do is define your 29 

theme or focus. Is it about team spirit? Sports skills? 30 

Your brand? Your sponsor’s brands? Figure out 31 
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what the focus will be, so that you can immerse 1 

your fans into the sport and into your team. Ah, you 2 

have to evaluate possible locations. And in order to 3 

do that, you can't use a bunch of squares on a Power 4 

Point. You actually need to have someone draw the 5 

plan in CAD. Um, and it’s really as simple as that. 6 

If you have to submit the plans to a ah, building 7 

authority, or need to get permits from the city, um, 8 

they will require ah, proper plans, with everything 9 

located - fire access located, in the right - in the 10 

right places. And ah, you need to have a designer do 11 

that for you. Um, and then, when you get into things 12 

like um, how is all - how is it all gonna fit together? 13 

What’s the circulation through the space going to 14 

look like? And how are you gonna provide fans, 15 

um, or attendees an instant understanding of where 16 

everything is located? Um, then you’re gonna think 17 

about graphics and décor. How’s your brand gonna 18 

be represented? How are your sponsor brands gonna 19 

be represented? And, is there um, an event brand? 20 

Um, and so, thinking about all of those things um, is 21 

another element of design. You need to consider 22 

things like scale, visibility, access, brand, and 23 

circulation. And then, you need to consider costs, 24 

including facility rental, labour contracts. Ah, and 25 

preferred vendors that you might be forced to work 26 

with. So, all of those things will emerge out of the 27 

planning process ah, that you undertake. So um, a 28 

really great example of um, of the importance of 29 

design um, relates to an event that um, we’ve 30 

produced for the Stanford Alumni Association. Um, 31 
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it’s a tailgate party at the Rose Bowl. And we’ve 1 

produced this event for three years. Ah, there are 2 

ten thousand attendees who attend this ah, breakfast 3 

- ah, brunch event, ah, that takes place on Brookside 4 

Golf Course um, next to the Rose Bowl stadium in 5 

the three hours before the ah, Rose Bowl begins. So 6 

um, the ah… notion of having ten thousand people 7 

ah, move into a space, be fed, have drinks, play, 8 

visit with their colleagues, visit with their ah, fellow 9 

alumni - um, and make sure they know where the 10 

restrooms are, is actually quite a challenge. So as 11 

you can imagine, the planning of that site needs to 12 

provide them with all that information almost 13 

instantly, when they walk on the site. So, we have 14 

taken the approach of providing them with instant 15 

information about the necessities of life. So, food, 16 

drinks, restrooms, first aid, play - those are all 17 

critical graphic components that are integrated into 18 

a really beautiful um, graphic ah, look and feel for 19 

the event, that includes the right colour of red. It’s 20 

gotta be cardinal red - and that’s critical to the 21 

overall maintenance of ah, their very important 22 

brand. Um, natural - natural um, understanding of 23 

circulations paths, gathering spaces - and then, a 24 

logical organization of activities is critical when 25 

you’re moving so many people through a space. 26 

And those aspects are all part of the design of the 27 

event. [Pause 11:02] So, as you begin to plan an 28 

event, you need to evaluate the resources that are 29 

required. You must define the scope of work. How 30 

big is the event? What tasks will you need to 31 
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undertake to make it happen? Do you have the 1 

internal resources? Do you and your team have the 2 

time and experience to make an event happen? Or is 3 

it landing at a time of year when you have the 4 

bandwidth to make the event happen? If it’s in the 5 

off-season, and you thought you’d be playing golf, 6 

do you really want to be taking on all the aspects of 7 

creating a fan event? Maybe you need one or more 8 

external resources to supplement your team, lead 9 

your team, create a framework for the event that 10 

you can follow in the future. So, examples of best 11 

practices. We, as - as a - um, as an event production 12 

company, are hired to do different scopes of work. 13 

So sometimes we’re responsible for it all. And 14 

sometimes teams and leagues will just bring us in to 15 

do a piece of the event for them. And that’s a very 16 

good strategy. It’s a very good um, approach for 17 

um, for a team that’s building um, a new event, to 18 

really be able to understand ah, the impact it’s 19 

gonna have on - on their internal resources, and to 20 

use external expertise. So, we ah, very often will 21 

just rent interactives. We have a - you know, we 22 

have quite an inventory of interactives for all sports. 23 

And then, we also manage interactive assets for 24 

major league baseball and the NHL. So we can 25 

make those available to our partners. Um, but 26 

sometimes, we do it all because we manage things 27 

like permits. We manage things like insurance and 28 

third-party costs. So, all of those are considerations. 29 

Um, and there are lots of examples of events that 30 

we ah… first produced, completely for teams. And 31 
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then, eventually, the team took it over, because 1 

we’ve created a - an event structure with them and a 2 

process for them to follow. And they were perfectly 3 

capable of um, taking it on. They probably have 4 

added at least one or two resources, one or two 5 

people, to ah, make that event happen. But it does 6 

easily fall within their ah - ah, within their scope 7 

now. When it comes to production management um, 8 

it is really important to plan the work, and then, 9 

work the plan. The event you are planning may not 10 

seem like it is part of your core job. But if you are 11 

organized and prepared, it will be far easier to 12 

implement if you take the time to plan every detail. 13 

Ah, things like doing a risk register - and that’s 14 

risks to the project during the planning stages. So 15 

things like, what if you have a permit problem? 16 

What if they won’t let you close the street? What if 17 

you have a budget challenge? What if one of your 18 

sponsors drops out? And - and then, the risk - the 19 

risk pro - process, sorry, the risk management 20 

process in that case, is about tap - those tasks, and 21 

what would you do if you ran across those risks, 22 

and how would you res - how likely are they to 23 

come up, and how would you respond to them if 24 

they did come up. And then, similarly, when you’re 25 

in the production management phase, you also 26 

wanna do a hazards assessment. And that's the - the 27 

potential hazards and risks that you might encounter 28 

during install, dismantle, and operations. And that 29 

would include things like, weather, crowds, labour 30 

unrest, lost children - ah, any number of um, 31 
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challenges that you might come up against. So um, 1 

you… in the best practice um, of production 2 

management, you will have to make the decision of 3 

whether you have the in-house expertise, or you 4 

want to hire the expertise. And often, as I’ve said, 5 

we are hired to help an in-house team through their 6 

first event. And then, we leave them with the 7 

process that they can carry out themselves. And 8 

then sometimes - you know, even after nine years, 9 

the NHL continues to rely on us to project all man - 10 

ah, to project manage all aspects of the planning, 11 

design, and install of their outdoor games, their 12 

regulation ah, rinks, the broadcast integration, and 13 

the entertainment layer ah, is all the responsibility 14 

of um, BaAM. And it even includes the creative 15 

development um, of the look of the field, what that 16 

money shot is going to be, and how it’s going to be 17 

connected to the um, location of the game. Um so, it 18 

- it really depends. And ah, the production 19 

management approach you take will depend on um, 20 

your ah - you know, your in-house ability and your 21 

resources. [Pause 15:59] Once you’ve planned the 22 

event, then it’s time to implement the event. So, in 23 

the category of event management um, we are um, 24 

always have to consider the install and subsequent 25 

dismantle of the event. And that’s the… ah, 26 

technical um, crew who will um, ah… who will 27 

make sure that all of that can happen. Um, very 28 

often, you’ll be in a union situation. So if you’re in 29 

a convention centre, or if you are working in - in 30 

your own arena, um, ah, managing the labour 31 



  BaAM_EventProduction with Reel 
336MB 

 

Transcribed by Consentia Inc.               www.Consentia.com 10 

requirements for an event um, is something that 1 

you’re probably familiar with. Ah, but ah, you 2 

might also use an external resource for - and that’s 3 

something that um, clients like the NHL and Major 4 

League Baseball rely heavily on BaAM to um, plan 5 

and manage. Your labour costs can be one of your 6 

most significant cost impact on your event. And ah, 7 

you certainly wanna be able to um, plan and 8 

manage that aspect of it. Um, make sure that your 9 

vendor contracts include delivery, install, and 10 

dismantle according to the schedule that you have 11 

established. And um, and ah, think about things like 12 

site access, the co-ordination that typical events 13 

require from a site access point of view is a um, 14 

planning exercise in itself, depending on the scale 15 

of the event. So ah - and then, when you operate the 16 

event, again, a combination of um, paid staff to 17 

supervise and oversee - we use zone - the zone 18 

manager notion. So that we divide the space into 19 

zones. And then we have either additional paid staff 20 

or volunteers to help ah, run things smoothly in 21 

each of the zones. Um, volunteers are a fantastic 22 

resource. But they also need to be managed 23 

carefully. So, that’s why the mix of paid staff and 24 

volunteers in the operations is really important. You 25 

should never use volunteers to help with the install 26 

and dismantle. It just does not make sense. It’s ah… 27 

puts you in a - a risk situation, risk to your event. 28 

You need skilled um, help in doing your install and 29 

dismantle. So let me talk about a best practice. For 30 

26 years, BaAM has produced All Star Fan Fest for 31 
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Major League Baseball. And this event moves from 1 

convention centre to convention centre around the 2 

country, depending on um, where the All Star game 3 

is. And ah, so we work with those convention 4 

centres to determine what the labour requirements 5 

are. And then, we send qualified supervisors in to 6 

install the event. The event occupies between half a 7 

- ah, half a million, and 350 thousand square feet. 8 

And it ah, typically takes us somewhere between 9 

five and ten days to install that event. You can only 10 

imagine that it’s a finely-tuned and choreographed 11 

um, plan that we’re executing, in order to make that 12 

happen. Um, and then, we take a step back during 13 

operations and allow um, Major League Baseball 14 

and their team of zone managers and volunteers to 15 

operate the event. And then, when the event closes, 16 

after five days we go back in and we take it down. 17 

And we can take it down typically in two days. 18 

Again, very careful planning. We’re - we’re taking 19 

um, we’re unloading and reloading somewhere 20 

between 28 and 38 trucks um - ah, that will be you 21 

know, moving in and out of the loading docks as 22 

things are um, ah, unloaded or ready to be reloaded. 23 

So, it’s a very fine-tuned um, planning exercise. 24 

And then, um, the execution of it does require really 25 

paying attention to - to um, the schedule. [Pause 26 

20:11] So, speaking of schedule, budget and 27 

schedule are two really important factors um, within 28 

planning and execution of an event. Um, how to 29 

stay on plan, and how to stay on budget. Um, the ah 30 

- if you create a schedule that has been done in a 31 
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thorough and thoughtful way with all of your 1 

stakeholders ah, involved, then you’re gonna be far 2 

more successful in executing it. Um, a schedule can 3 

be a rolling ah, living document, meaning that it 4 

does need to be updated. But typically, you are 5 

moving things around. Um, you’re not ah, pushing 6 

opening day back and back and back. Because ah, 7 

opening day is opening day. Ah, how to stay on 8 

budget? Well, I think that establishing a realistic 9 

budget for your event is critical from the start. Ah, 10 

things cost money. And you have to be realistic and 11 

ah, determine exactly how much you can afford. 12 

And then, create the right event for the budget that 13 

you have, and ensuring that you have the critical 14 

mass that you need to have an impact um… that the 15 

- have the impact that you want for whatever event 16 

it is that you’re celebrating, marking - um, or ah, 17 

providing. Ah, sponsors can be involved. And they 18 

can offset the cost. You create new sponsor 19 

inventory when you um, do - create an event, so 20 

they can activate in a new way. You can integrate 21 

their brand. And they can give you value in kind um 22 

- ah, you know, participation in ah - oh, rather than 23 

net new dollars or increase contributions. But 24 

sometimes, that works. And sometimes, that doesn’t 25 

work. In the best practice category, I would say that 26 

it is really important that you don’t let your 27 

sponsors drive their participation, unless you are 28 

willing to compromise on quality. And sometimes 29 

that’s okay and it makes the event happen. But the 30 

converse of that is the format that we’ve established 31 
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for Major League Baseball All Star Fan Fest, where 1 

we actually control the sponsor activation. So their 2 

sponsor agencies work with BaAM. And our design 3 

team and the MLB sponsorship group incorporate 4 

their activation into the event structure, look, and 5 

feel that we have established. Ah, sometimes we 6 

create a new activation for them. And sometimes 7 

we um, guide them on how to adapt something that 8 

they already have to fit within the event architecture 9 

that we’ve created. We also do have a sponsor 10 

village that we facilitate on behalf of Major League 11 

Baseball - and that’s a place where they can bring 12 

their own pop-ups, their inflatables, their activations 13 

that ah, that don’t fit within the event architecture 14 

for ah, the ah - the All Star Fan Fest ah, main event. 15 

Um, but ah, it is really important that um, sponsors 16 

are integrated, because they do validate your event. 17 

They do bring something ah, to your event. Um, but 18 

it - you need to manage how they - how they’re 19 

involved. Using technology to enhance events. So 20 

um, this is - this is of course, a hot topic. It’s more 21 

and more important. And ah, it is um, a way to 22 

connect other aspects of the fan and the game day 23 

experience um, to ah, each other. Ah, pre-event, 24 

during event, and post-events. Things that were 25 

once just marketing responsibilities, or customer 26 

relationship management responsibilities must now 27 

be incorporated into events. And the technology has 28 

to be subservient to its pur - purpose. Unless it 29 

delivers great content, it’s just technology for 30 

technology’s sake. So, best practice is, when you 31 
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include campaigns that engage with fans before the 1 

event, on your web site, through Facebook, through 2 

Twitter, and then, continue to keep them involved 3 

during the event, where they start to branch out and 4 

use Instagram - perhaps Snapchat, continue to use 5 

Twitter. And then, after the event, looking at 6 

Facebook, YouTube, and Instagram as ways of 7 

documenting the event and keeping them engaged 8 

after the event. Um, one of the things that is a really 9 

great way to engage fans before the event starts is to 10 

create a contest, or a competition, or a game that 11 

they can participate in online before the event starts. 12 

It gets them interested, it builds… it builds ah, their 13 

um, their anticipation of the event. And then, it 14 

culminates in person at the event. Um, and then the 15 

last thing I’ll say about technology is, only create an 16 

event app if it really contributes to the event. If it’s 17 

just a chronology of when things are happening and 18 

where things are happening, it’s ah… it’s really not 19 

worth it. It - you really have to create an app um, 20 

that engages your fans and contributes ah, to their 21 

experience at the event. [Pause 25:20] Let’s talk 22 

about some additional examples of best practices. 23 

It’s really important to find benchmarks from inside 24 

and outside your interest - industry. Don’t be 25 

shuttered just to sports. And this is so true. 26 

Someone told me years ago that it was really 27 

important to attend an event or a conference outside 28 

of um, the area that you work in, outside of the 29 

specific ah, type of business that you’re in, in order 30 

to really expand your mind. And it’s so important 31 
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when you're creating events as well. Visit other 1 

events to understand why they’re successful, what 2 

elements make them unique, determine how they 3 

might inform what you want to do. So, I’ll throw 4 

something out there. Consider Comic Con, okay? 5 

How - how have they be - grown and become so 6 

successful over the past 20 years? Try to visit a 7 

Comic Con style event and see what it is they’re 8 

doing that you might apply. You have access to 9 

celebrity - and they play on celebrity, so consider 10 

that. Also, look at community events. Look at 11 

events that are happening in your local community. 12 

And this is especially true if you are in a smaller, 13 

regional market. Because you can bring a level of 14 

access and um, and ah, you know, pizazz to a local 15 

community event that will go a long way um, to um, 16 

reaching out to your fans. So, consider ah, 17 

partnerships with community events. Be 18 

collaborative. Within your organization, it’s better 19 

to have all the departments um, from the team 20 

involved at some stage of the planning so they buy 21 

in - and you don’t force them to participate. Access 22 

is critical um, for the success of an event for fans. 23 

So, humanize your team and the sport. You have the 24 

key to that access. Consider access from different 25 

perspectives. Think about current players, of course. 26 

Think about alumni. Hockey op staff, business op 27 

staff. You just appeal to a much broader 28 

demographic than you would have if you just had 29 

players there, by considering all of those other 30 

things. Um, and I’ll talk about the World Cup of 31 
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Hockey Fan Village that we just ah, created and 1 

programmed ah, for the NHL and the NHL PA um, 2 

here in Toronto. That ah, programming included red 3 

carpet player appearances, and arrivals. It included 4 

alumni player appearances, including Lanny 5 

MacDonald and Wayne Gretzky. It included 6 

Canadian Olympic team appearances. And it also 7 

included a Canadian citizenship ceremony, where 8 

Daniel Alfredsson became a Canadian citizen. So 9 

some really great extensions of the whole notion of 10 

access um, and ah, that - that really ah, represent 11 

um, great ways of reaching out to - to ah, your core 12 

fans and to some new and different groups of fans 13 

that you might ah, never have thought of before. 14 

Thank you very much. [Pause 28:30] [Music, visual 15 

presentation for BaAm] 16 

END OF RECORDING: 30:05 17 


