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What is MCA-I’s MediaProCamp?

MediaProCamp is based on the original “bar camps” or “un-conferences” that were put together by members of the web applications programming community. They are open, participatory workshop-events, whose content is provided by participants. This approach is far different than a typical presenter/audience format. It tends to be casual, maybe held in an unusual location and is designed to be interactive amongst all the participants. Anyone can become a topic facilitator as long as they have at least a reasonable understanding of the topic they want to talk about as a group. This person, the facilitator or moderator, should be able to get the discussion started but with the idea that it should soon become a conversation, not a lecture. The collective knowledge is what the participants are “getting” from the discussions.

The spirit of the MediaProCamps is one of fun, excitement, sharing of ideas and interaction. Participants attend their choice of any one of multiple session topics that are occurring simultaneously throughout the facility. In between sessions, everyone comes back together in a central area and the next topics are decided on - typically by majority vote.

A typical format for the day may consist of arrival and registration with networking over coffee while posting proposed topics, followed by topic selection, dispersing to a room or area designated for the topic/discussion lasting about 45 minutes, then returning to the central area, selecting new topics and repeating the process.

What’s the first thing we need to do?

· Give yourself three months or less to organize, gather sponsors and do some publicity/marketing. Planning an MCAI MediaProCamp is not all that different than planning a chapter meeting.

· Book a facility for free if possible. They can be a sponsor. The availability of a facility may determine the date of your MediaProCamp so it’s one of the first things you’ll do. One of the attractions to the camp can be the unusual location for the event, for instance a funky warehouse, a nightclub that doesn’t open until 5PM or something as creatively offbeat as that. Although not as unusual, schools with a media program may have facilities that would work. Both Orange County and San Diego Chapters have had success in getting local college media centers to donate their facilities.

· The facility needs to have enough rooms or “space” to accommodate a number of individual sessions simultaneously. For instance, we had six rooms in use at the facility we were able to get including a classroom, a conference room, a student lounge, the TV studio (which was big enough for a breakout session in each corner!) and the green room. Each of these spaces could accommodate different sized groups. If one is available, a lobby can be a great central gathering place before and after the breakout sessions.

· Procure sponsors and do your marketing. Don’t make any exclusive deals as they may conflict with MCAI’s commercial members (sponsors.) You can promise sponsors access to influential media professionals with a table/demo and banners on site; logos and other ID on marketing and promotion, links on your website and more.  LA/OC Chapter offered 6 months exposure on our website as part of the event sponsorship. Of course sponsors are encouraged to take advantage of the powerful networking experience (and direct consumer feedback) by participating in Media Pro Camp as an attendee!  Make sponsorship deals to cover the cost of, or provide in-kind, things such as catering, transportation and door prizes of significant value. For example, Adobe provided a free Creative Suite CS5 worth $1800 to give away in return for a lead card on every attendee. Attendees filled it out at registration if they wanted to be in the drawing.

· Determine if you want to book a keynote speaker or industry notables with some marquee value who may draw people to attend. If so, you’ll want to use such names in your PR/Marketing. Avoid booking speeches and lectures. MCAI’s MediaProCamp is about collaboration and mutual brainstorming.
· Insist on RSVPs. We use online registration via Meetup Group with a PayPal module for all our events. Even if the event is free you’ll want to know how many to plan for in terms of space and logistics such as tables, chairs, food, etc. 

· Determine if you will be providing morning coffee/refreshments. You will also need to determine if you will be providing a free meal or if attendees will be responsible for their own meal. We did not charge for attending and provided a free lunch. This is a nice marketing item. San Diego’s event was also free and they provided morning coffee, juice and pastry but attendees were on their own for lunch with a local mall in walking distance.

· As with any other meeting, organize your volunteers into committees: Registration, Food/Hospitality, Set-up etc.  Determine if you will need to arrange for tables and chairs. Make sure there is parking available. Determine who will be the MC and assign event management staffers to do a “welcome” and throughout the day make announcements, assign meeting spaces, keep the event on schedule, etc. 

How does MediaProCamp actually WORK? What are the procedures?

For the first hour, attendees register then gather in the “central location” where they can network over coffee, juices and donuts.

The MC makes opening remarks and then describes the process. It is simple enough but at first people aren’t quite sure how the process works. By the time a session or two is done, everyone “gets it” and things move along nicely. The MC reminds those who do to tweet about MediaProCamp throughout the day. Also, facilitators/moderators (and anyone else who wants) should keep running notes of each discussion if possible and post them on your chapter’s website after the event to share with the professional community at large.  

Prominent in the main gathering room is a board where the “topics” are posted. In our case (LA/OC chapter) we used large index cards pinned or taped to a board. We pre-printed the cards with spaces for the Title/Discussion Topic; Name of the person proposing the topic (who will be the moderator or facilitator of the discussion) and space for votes. We also color-coded the cards: Blue for business topics; Yellow for creative; Green for technical; White for generic. A sample template for the cards is available to you. San Diego on the other hand had a smaller number of topics on the board to choose from—most were pre-determined. They skipped the fuss of cards and had people put a check mark on the board next to the topic they wanted to attend next.

A fun and important part of the camp experience is seeing topics appear spontaneously and voting for your favorite. The attendees add a check mark to the topic they want to attend for just that next session. This should be made clear so people don’t vote all at once for all the topics which interest them. Prior to each session they should vote once for only the topic they want to discuss NEXT. After that session they will get another chance to vote for the next topic in which they want to participate, and so on.

The MC calls for the end of voting and organizers choose the most popular topics by votes. The number of topics/discussions to be held during a session is of course dependent on the number of rooms or spaces available - one topic per room or space. The event MC and “staff” will assign a room or space location for each topic. All this only takes a few minutes. The attendees and moderators then disperse to those rooms. It is recommended to set the session durations at 45 minutes to 60 minutes maximum. Conceptually, sessions are kept short so campers drill into the subject quickly. The time limit creates a sense of urgency and pressure not to waste time.

Note: Although the camps are structured around the premise that topics arise spontaneously through the day, it can also be beneficial to have a couple of “experts” to facilitate some presentations. For example, we have brought in “ringers” like Phillip Hodgetts (author) and Marcello Lewin (social media / marketing guru). If you book a recognized expert (as you might for the marketing value) you can expect that they will do more lecturing than collaborating. However, the participants (not just the moderator) are responsible for shaping each discussion. 

As the sessions get underway attendees may occasionally decide that they would rather be part of another discussion. Any one is free to come or go as they please. You may also get some attendees who sit out a session, waiting for the nest round of topics.

Be sure to use MediaProCamp to promote membership, future meetings and other chapter goals both verbally and in handouts.

Towards the end of the session timeframe event staffers will go to the rooms and give a five minute “heads up” when sessions are drawing to a close. Try to keep everyone to time. Moderators who let their session run too long may be putting their group in the unfortunate position of not being able to vote on the topics for the next round of sessions. A one-sheet, “How To Be A Moderator” is available for your use. 

At the end of each session the attendees return to the central gathering area. Again, topic ideas are posted then voted on. Typically some of the topics not selected in the previous session are moved back onto the board. In those cases be sure to cross out or delete any votes from the previous voting so you can accurately identify the number of new votes for that topic. 

Also, a previous session can be continued if the votes are there for it. In any case, each topic, new or recurring, needs to be posted or re-posted and then voted on by the attendees. This is the key to having topics that are “self-selected” and therefore the most valuable. Repeat this process for each session. If your event runs more than 4 hours, schedule a meal break into the day’s plans

Keynote Speakers

Schedule your keynote speaker (if you have one) where he/she will do the most good. San Diego booked a well-known industry guru for a keynote and placed him at the end of the day after the last breakout session. It was a good incentive to stick around until the end. LA/OC presented a keynote speaker during lunch. 

At the end of the day we did a “wrap-up” thanking everyone for participating. We also held a drawing for sponsor donated prizes. The door prizes, depending on their perceived value, can serve as an incentive for attendees to participate for the whole day. 

We also recommend you create an Evaluation sheet for attendees to fill out before they leave. It can be anonymous. You may get some good ideas for improvement and important feedback. 

Finally, be sure to enter the name, email and other contact info which you gathered at registration from each attendee into your database. From this information our chapter found at least one great speaker for a future meeting. Be sure to follow up the event by publishing articles and sending thank-you’s to sponsors, participants and organizers via email and newsletters, Facebook, etc. 

What materials are available to help us put on a MediaProCamp? 

Besides this White Paper, we have sample press releases from past events you can use—everything from promoting the event, sponsors, valued participants and location to post-event reviews and recognition of sponsors. You will have access to photos of past events to illustrate the concept and use in promotion and advertising before you ever put your event on. Most importantly you can use an existing FAQ and handouts including Welcome; Rules For Campers; How To Be A Moderator; and Event Schedule. Use them as-is or adapt them to your needs..

Make It Your Own

Finally, keep in mind that every MediaProCamp will be as different as the participants, the organizers and the time/place of the gathering. So make it yours! Adapt the format and procedures above to what will work for your market and your audience. 

The unusual collaborative, problem-solving nature of the event and the fact that content is self-selected by participants guarantees a lot of happy ‘customers.’ Attendees universally love the experience. You can leverage that good will into membership. 

For both participating MCA-I chapters and the IO, MediaProCamp is a Signature Event. It’s our creation. It can help us stand out from the crowd. MediaProCamp is promotable—something different and yet easy to do, it’s a great excuse for getting attention—before and after the event! Use it as the centerpiece to market your chapter to sponsors for the year. 

Be Sure to Notify the IO of Your Intention to Hold a MediaProCamp

Since MediaProCamp has expanded to more chapters our international office (IO) is now offering it as a package for national sponsorship. This will potentially raise some funds for your event to act as seed money for you to obtain local sponsors. Also you will need to honor existing national sponsors (all Commercial Members) at your event. So check in as see how you can take advantage of all the help available—and then later share the secrets of your success with other chapters!

Here are the general requirements you should be prepared to fulfill regarding national sponsors from the IO. They are also a template you can use to offer local sponsors. There is no exclusivity for anyone.

On Location at the event, National Sponsors may have the right to:

· Receive verbal Recognition from MC 

· Hang Banners & Signs (They provide – You hang)

· Hand out literature/promotional premiums 

· Provide Product or Service as "Doorprize" for raffle

· Take surveys

· Set up a Table Display 

· Host a seminar/roundtable discussion as part of the day's activities (if they are present)

· Address the entire event as keynote speaker (aprox 20 minutes-scheduling to be determined by each event)

In Addition, Be prepared to give National sponsors the following recognition in pre and post event marketing and publicity 

· Prominent Recognition as an Event Sponsor (LOGO and/or weblink where possible) in all promotion specific to the events - press releases, etc

· Premium position LOGO and/or weblink (where possible) in newsletters and regular communications leading up to and immediately following the events.

· Premium position LOGO and/or weblink (where possible) on front page of each chapters' website relative to it's event

· Premium position LOGO and/or weblink (where possible) on any inside page dedicated to MediaProCamp on each website relative to it's event
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