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Designing Experiences with the 
Drama, Pacing & Impact of Your 
Favorite Binge-Worthy TV Show

with Frank Carlisi



about me
Why I See Events Like Television

•	� Classically trained chef,  
The French Culinary Institute (NYC)

•	� Unscripted television producer

•	� Creator of the A&E Network series  
Betting on Beloit (Season 2 in production)

•	� Talent Represented by WME & Innovate Artists

•	� Director of Design, Bold Catering & Design
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my dna 
•	� Kitchens taught me discipline, timing, and precision

•	� Television taught me pacing, storytelling, and payoff

•	� Events demand emotion, intention, and experience design

•	� I don’t design one-night moments

•	� I produce experiences with structure, arc, and longevity

•	� Everything starts with:

- A clear idea 
- A strong emotional arc 
- Respect for the audience
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maya angelou ”

people don’t 
remember what 
you say or do, 
they remember 
how you make 

them feel.

“



we don’t remember every scene of a television show.
we remember how it made us feel.

we don’t remember every detail of an event.
we remember the moments that landed emotionally.

those moments don’t happen by accident.
they are designed.

why emotion is the real deliverable
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what this 
session will  
teach you Today, we’re going to look at events the same way a television producer looks at a show.

You’ll learn how to:

•	� Structure events using narrative, not just logistics

•	� Build anticipation, tension, and payoff intentionally

•	� Design experiences that feel cohesive from start to finish

•	� Turn events into content, marketing, and brand equity

•	� Fund and elevate events through strategic brand partnerships

•	 Apply this thinking to any event, at any scale

with Frank Carlisi
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Unscripted television succeeds because it meets basic human needs.

We watch because we want:

•	� Belonging, we see ourselves in real people

•	� Curiosity, we want to know what happens next

•	� Aspiration, we love transformation stories

•	� Validation, shared emotional moments connect us

•	� Resolution, chaos eventually finds structure

we don’t watch for perfection.
we watch for feeling.

events work for the exact same reasons. 
guests are not just attending.

they are participating.

why  
unscripted 
television  
works



aspirational television:
access the 
audience 
isn’t meant 
to have

aspirational television isn’t about reality.
it’s about access.

we watch because it gives us a peek behind  
the curtain into a world that isn’t ours,  

but feels close enough to touch.

it’s not just wealth.
it’s lifestyle. 

it’s proximity to privilege, beauty, power, and ease.

aspirational television invites the viewer  
into rooms they wouldn’t normally enter.
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why we’re drawn to aspirational stories

Aspirational television works because it offers:

•	� A window into a lifestyle not our own

•	� Visual abundance, beauty, and excess

•	� Intimacy inside private spaces

•	� A sense of being “in the room”
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we aren’t just watching.
we’re imagining ourselves there.

it’s escapism with texture. 
fantasy grounded in reality.



example: the appeal isn’t just the women.
it’s the access.

 
the homes.

the closets.
the dinner parties.

the private jets.
the behind-the-scenes conversations. 

 
we’re watching how wealth moves through space.

how luxury is styled.
how power looks at close range.

it feels exclusive.
it feels insider.

it feels like we’re seeing something  
we weren’t meant to see.



the 
behind-the-curtain
effect 

Aspirational television succeeds because it reveals:

•	� Private moments in public lives

•	� Spaces normally closed off

•	� Rituals of luxury and belonging

•	� Emotional stakes inside beautiful environments

producers don’t show everything.
they show just enough.

that restraint is what  
makes it feel special.
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why events  
work the 
same way

The most powerful events create the same feeling.

Guests don’t want just a nice party.

They want access.

Access to:

•	� A space they don’t normally see

•	� A moment that feels intimate

•	� A perspective that feels elevated

•	� An experience that feels curated just for them

•	� Resolution, chaos eventually finds structure

When an event feels aspirational, guests feel chosen.



Remove the cameras.

Remove the call sheets.

Remove the run-of-show.

What remains is experience design.

The most important question becomes:

What should the audience feel next?

the best events  
and the best 
unscripted 
television 

shows are built  
using the same  

exact thinking.
frank carlisi ”

“
think like 
a producer



the tv  
pitch deck
framework

Every unscripted television pitch answers the same 
core questions:

•	� What is this really about?

•	� Who is it for?

•	� Why does it matter now?

•	� How does it unfold?

•	� What’s the payoff?

•	� Who wants to be associated with this story?

Events deserve the same clarity and intention.
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logline masterclass: 
how to write  
the perfect  
event thesis

one sentence that decides everything
In unscripted television, a logline is a single sentence  
that tells you exactly what the show is and why you 
should care.

If the logline doesn’t work, the show doesn’t get made.

No pitch.

No funding.

No series.

Events deserve the same level of clarity.

A strong logline answers three questions:

•	� Who is this for?

•	� What are they experiencing?

•	� Why does it matter emotionally?

If you can answer those three things in one sentence,  
the rest of the design gets easier.
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near-perfect unscripted tv loglines

talented drag queens 
compete in high-stakes 

challenges testing 
charisma, uniqueness, 

nerve, and talent  
to earn the title  
of america’s next  
drag superstar.

aspiring chefs compete 
under intense pressure for 

a life-changing culinary 
opportunity.

ordinary people 
undergo extraordinary 

transformations with the 
help of experts.

” ” ”
“ “ “

what these loglines do well:
•	� They are simple

•	� They are emotional

•	� They promise transformation

You immediately understand the experience.

with Frank Carlisi

MAKING YOUR  
NEXT EVENT

TV READY



what most 
event  
descriptions 
sound like

an elegant evening 
with great food, 

beautiful décor, and 
entertainment.”

“
This could describe:

•	� Any event

•	 For any client

•	 In any city

There is no point of view.

There is no emotion.

There is no story.

This kind of language doesn’t attract clients. It blends in.
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what a 
strong event 
logline 
sounds like Now we know:

•	� What the event is about

•	� How it should feel

•	� What matters most

The logline becomes a filter.

If a decision doesn’t support this sentence, it doesn’t belong.
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an immersive evening designed 
to celebrate transformation, 

connection, and possibility through 
food, design, and shared experience.”

“
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the event logline formula a tool you can reuse every time

Use this structure:

a [tone-driven 
adjective] experience 

designed for [who 
it’s for] that delivers 

[emotional payoff]
through [key  

creative elements].”
“ Or even simpler:

an experience that  
makes [this audience] 
feel [this emotion] by 

[this approach].”
“
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logline examples  
using the formula

a cinematic celebration 
designed for modern 
couples that delivers 

intimacy and drama 
through immersive design 

and elevated cuisine.

a high-energy industry gathering 
designed for creative professionals 

that sparks connection and 
collaboration through conversation, 

food, and music.

a bold, fashion-forward gala that 
celebrates women in leadership 
through design, dialogue, and

community.

”
”
”

“
“
“

Each of these sentences:

•	� Sets expectation

•	 Signals taste level

•	 Establishes emotional intent

Before a single floorplan is drawn.



Clients don’t fall in love with logistics. 
They fall in love with feeling understood.

When a client reads a logline like this, they think:

•	� “They get me.”

•	 “They understand what I want.”

•	 “I trust them to lead creatively.”

That’s when they stop shopping. 
It’s when they stop micromanaging. 
That’s when they become long-term partners.

If you can’t write the logline, you’re not ready to 
design the experience.

A trick I use: Work a piece of your logline into as 
much correspondence with client as you can.  
 
Keep driving the message home in small, subtle ways!

why this 
creates 
forever
clients
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think bigger than  
“cocktail hour” and “dinner”

Arrival sets the tone. This is your cold open. Guests should 
immediately understand the world they’ve stepped into through 
sound, lighting, scent, and a first intentional interaction. The 
mood is established before a word is spoken.

Cocktails provide context. This is exposition. Guests learn 
how to exist in the space, who’s in the room, and what kind of 
experience this will be. Rituals, signature drinks, and interactive 
moments replace awkward mingling.

Dinner deepens emotion. This is where pacing matters. Lighting 
softens. Music shifts. Conversation becomes more intimate. The 
experience slows down so connection can happen.

Speeches or performances create turning points. These are 
not filler moments. They are plot twists. Short, intentional, and 
emotionally clear moments that move the story forward.

Reveals deliver payoff. This is the moment guests will talk about 
tomorrow. A transformed room. A surprise element. A visual or 
culinary moment that feels earned.

The after-party becomes the bonus episode. Tension releases. 
Energy shifts. Guests celebrate. It feels like something extra they 
didn’t know they were getting.

Every phase should move the story forward.

Every phase should feel intentional.

episodes as  
event phases

with Frank Carlisi

MAKING YOUR  
NEXT EVENT

TV READY



pacing: 
why timing 
matters more 
than scale

with Frank Carlisi
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Pacing is the rhythm of the experience.

It’s when things happen. 
How long they last. 
And what comes next. 

Great pacing:

•	� Prevents energy from plateauing

•	� Gives emotion time to land

•	� Makes moments feel intentional

•	� Keeps guests engaged without exhaustion

Too fast feels chaotic. 
Too slow feels flat.

The goal isn’t constant stimulation. 
It’s contrast.

Producers don’t rush the story. 
They control the rhythm.

So should you.



create  
“only here,  
only tonight”  
moments

Not every event has a celebrity. 
You can still create celebrity.

Celebrity is about focus, not fame. It’s about deciding what and who 
gets elevated in the room.

Create exclusivity by offering access: 
A space guests weren’t expecting to enter. 
A behind-the-scenes moment they have to discover. 
A secret menu item, hidden bar, or whispered invitation.

Create moments that feel rare:  
A signature ritual that belongs only to this client. 
A reveal that’s meant to be experienced, not explained. 
A design or performance moment that makes people pause before 
they post.

Create profound moments by surprising people emotionally: 
 A toast from someone unexpected. 
A legacy or tribute moment woven into the experience. 
A reveal that connects the story back to why everyone is gathered.

The goal is not more spectacle. 
The goal is a feeling guests can’t recreate anywhere else.

That’s how events become memorable. 
That’s how experiences become stories.



a behind-the-scenes truth 
(just for this room)

producing drama:

Here’s something most people don’t realize:

Unscripted television has a script.

Not dialogue. Not outcomes. But structure. 
Producers don’t leave emotion to chance.  
They design conditions where emotion can happen.

The same is true for great events.

with Frank Carlisi

MAKING YOUR  
NEXT EVENT

TV READY



with Frank Carlisi

MAKING YOUR  
NEXT EVENT

TV READY

what 
“drama”
really 
means

Drama is not conflict. 
Drama is anticipation, tension, and release.  
 
It’s the space between:

•	� What guests expect

•	� And what actually happens

When you manage that space intentionally, moments land harder.



with Frank Carlisi
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how producers 
create drama  
on purpose In television, drama is created through:

•	� Controlled timing

•	� Withheld information

•	� Strategic reveals

•	� Shifts in pace and energy

Nothing is random. 
Everything is sequenced. Events can do the same.
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creating  
drama  
at an event

(without making  
anyone uncomfortable)

You can “produce” drama by:

•	� Holding something back 
Don’t reveal the entire space at once. Let guests discover it.

•	� Delaying gratification 
The most anticipated moment should never come first.

•	 �Changing the environment mid-event 
Lighting shifts. Music drops. Curtains open.  
Rooms transform.

•	� Creating a moment of pause 
Silence before a toast. Darkness before a reveal.  
Stillness before sound.

Drama needs contrast to work.
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ethical, 
experiential 
drama

Designed for Delight, Not Stress

Good event drama feels:

•	� Exciting

•	� Intentional

•	� Rewarding

It should never feel:

•	� Chaotic

•	� Confusing

•	� Manipulative

The goal is not shock.

The goal is emotional payoff.



examples of  
“produced drama” 
at events

•	� A dinner that feels intimate, then expands into celebration

•	� A speaker introduced unexpectedly by someone meaningful

•	� A menu course that arrives with a story, not just a plate

•	� A reveal guests didn’t know to expect—but feel grateful they experienced

Guests don’t say, “That was dramatic.”

They say, “That was unforgettable.”

with Frank Carlisi
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why  
this  
matters

When you produce drama intentionally:

•	 Guests stay engaged

•	 Energy never plateaus

•	 Moments feel earned

•	 Memories stick

You’re no longer hoping something magical happens.

You’re designing for it.



where can drama 
live in your  
next event?
a producer’s checklist

Drama can be designed into any event, at any scale, when you 
know where to look. Ask yourself:

•	 �Where can I delay information instead of explaining 
everything upfront?

•	 �Where can I withhold access and then reward it?

•	 �Where can I shift the environment mid-event?

•	 �Where can I change the pace—slow down or speed  
up intentionally?

•	 �Where can I create contrast (light/dark, quiet/loud, 
intimate/expansive)?

•	 �Where can I surprise emotionally, not just visually?

If at least two of these exist, drama will happen.

with Frank Carlisi
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producing  
drama  
by event phase: 
connecting the dots

Arrival (The Cold Open) 
Drama lives in first impression.

•	 Unexpected entrance 
•	 A welcome ritual instead of a check-in 
•	 A sensory cue that signals “this is different”

Cocktails (Exposition) 
Drama lives in discovery.

•	 A hidden bar 
•	 A drink with a story 
•	 A space guests unlock, not walk into

Dinner (Rising Action) 
Drama lives in pacing.

•	 Lighting drops 
•	 Music shifts 
•	 Service slows

Guests feel the change before they notice it.

Speeches / Performances (The Turn) 
Drama lives in restraint.

•	 Fewer words 
•	 Clear intention 
•	 Silence before sound
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producing  
drama  
by event phase:
(continued)

The Reveal (Payoff)

Drama lives in contrast.

	 •	 A transformed room

	 •	 A moment guests didn’t know to expect

	 •	 A payoff that feels earned, not random 

After-Party (Bonus Episode) 
Drama lives in generosity.

	 •	 A second space

	 •	 A shift in tone

	 •	 Something extra guests didn’t know they were getting

Drama is not one big moment. 
It’s a sequence of intentional ones.
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let’s script one  
moment together  
a producer exercise

(in real time)

You design this:

Guests arrive into a softly lit space with one signature drink.

They don’t see the full room yet.

Cocktails happen in a narrow, intimate area.

Conversation builds. Curiosity builds.

Just before dinner, the lights dim.

Music drops.

A single voice welcomes the room.

Doors open.

Guests walk into a fully transformed space they didn’t know existed.

Dinner begins immediately. No speeches yet.

Halfway through dinner, a toast comes from someone unexpected.

Short. Emotional. Intentional.

Dessert arrives with a visual moment.

Then the room opens again

revealing the after-party.

Same budget.

Same timeline.

Completely different emotional impact.

Imagine you’re producing a 100-person dinner.

Instead of:

Guests arrive  >  Cocktails  >  Dinner  >  Speeches  >  Dessert
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why  
this  
works

you didn’t add chaos.
you added intention.
you didn’t manufacture drama.
you produced it.
When you start scripting moments like this,  
events stop feeling flat and start feeling cinematic.
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drama doesn’t come from surprises alone.
it comes from timing, restraint,  
and trust in the audience.
that’s how producers think.
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brand partnerships & 
product integration



In today’s unscripted television landscape, brands 
don’t interrupt stories.

They become part of them. It’s not about a 
commercial break anymore, it’s about an integrated 
moment that moves the story forward

Brands want:

•	� Authentic alignment

•	� Contextual placement

•	� Evergreen content

•	� Emotional association

Events can use this same model.

how unscripted 
television  
funds itself
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case study:
BETTING ON BELOIT 



when the show 
becomes the event
Betting on Beloit began with a simple but powerful idea:

What if home renovation wasn’t just about houses, but about 
revitalizing an entire community?

I created the series from the ground up, shepherding it from idea to 
pitch to network greenlight. But the story didn’t end on screen.

We extended the narrative into the real world by producing the 
premiere party in Beloit, Wisconsin, turning the launch of the show 
into a fully immersive, story-driven event.

The goal was not to host a party.

The goal was to let guests step inside the world of the show.
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case study:
BETTING ON BELOIT 

Designing the Event Like an Episode

The premiere event was designed the same way we 
design television.

We asked:

What moments from the show resonate emotionally?

What details feel most personal to our clients?

How do we translate what viewers see on screen into 
something guests can experience physically?

Design elements were pulled directly from the series:

•	� A client’s favorite tile backsplash pattern from the 
show became the dance floor vinyl

•	� Seating vignettes recreated rooms from homes 
featured in the episodes

•	� Color palettes were lifted straight from the houses 
and neighborhoods shown on screen

Guests weren’t just attending a premiere.

They were walking through the story.

with Frank Carlisi
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case study:
continued

BETTING ON BELOIT 

Culinary Storytelling and  
Sense Memory

Food played a critical role in grounding 
the experience.

The menu was inspired by Wisconsin 
classics, elevated with intention:

•	� Familiar “Supper Club” flavors 
presented in unexpected ways

•	� Cheese curds finished with caviar and 
crème fraîche

•	� Comfort food reimagined with polish

This wasn’t novelty.

It was emotional storytelling.

Guests tasted a refined version of 
something deeply familiar, mirroring the 
transformation theme of the show itself.



case study:
BETTING ON BELOIT 

Brand Integration as Content Creation

Betting on Beloit also functioned as a branded content platform.

We integrated partners like Pella Windows directly into the narrative of the 
series.

Pella wasn’t just visible in the background.

They were part of the transformation story.

This partnership:

•	� Came with a financial investment from the brand

•	� Resulted in a full episode’s worth of meaningful content

•	� Produced evergreen marketing assets Pella could use long after airing

The brand funded the story.

The story elevated the brand.

This same mindset can be applied to events when brand partnerships feel 
organic and story-driven.
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case study:
continued

BETTING ON BELOIT 

The Bigger Lesson

This case study proves that:

•	 Events can extend storytelling beyond the screen

•	 Design details matter when they reinforce narrative

•	 Food can function as emotional memory

•	 Brand partnerships work best when they belong in the story

When you think like a producer, an event stops being a one-night 
moment and becomes part of a larger ecosystem.



applying this to 
your next event: Brand partnerships work when:

•	 The brand belongs in the story

•	 The product enhances the experience

•	 The collaboration creates long-term value

This might look like:

•	  A design partner embedded in the environment

•	  A culinary partner woven into the menu narrative

•	  A technology partner enhancing guest interaction

The goal is alignment, not logos.
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case study:
film studio holiday wrap party

This event was about honoring one person and his legacy and 
celebrating a lifetime’s worth of content.

We recreated a Hollywood-level premiere experience in Atlanta.

The client’s favorite floral, pavés of red roses, anchored the design.

Every arrangement was bold, sculptural, and intentional.

This was storytelling through scale, color, and repetition.



case study:
film studio holiday wrap party

continued

Visual Continuity and Brand Reinforcement

We extended the design narrative through a signature visual motif inspired 
by our collaboration with The St. Regis Luxury Brand in  Atlanta, GA.

Earlier that season, Bold Catering and Design partnered with MME.MINK 
& The St. Regis Atlanta to create Le Bal d’Or, a celestial Christmas tree 
installation celebrating the hotel’s 120th anniversary. My team and I at Bold 
Catering & Design facilitated the flawless execution of this iconic classic 
holiday vision, as featured in Travel + Leisure Magazine.

The installation and design became a glowing golden ballroom of gilded 
baubles, songbirds, cherubs, and shimmering light.

That same design language carried into the film studio’s wrap party, 
reinforcing brand, credibility, and visual signature. 
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distribution:  
where the event lives

Television doesn’t end when filming wraps. 
Events shouldn’t either.

Before the event, anticipation is built. 
During the event, content is captured. 
After the event, the story continues.

An event is content with a live audience.
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case study:
women building women: 
women in the nyc events industry

Producing an Event to Change Perception and Drive Business

When the Event Is the Strategy

Women Building Women began as a strategic question, not a client 
request.

A contact and friend at Webster Hall wanted to shift how planners 
in New York City perceived the historic venue and become a 
premier social event space, not just an iconic concert venue.

The challenge wasn’t awareness. It was relevance.

So instead of hosting a traditional industry open house, we 
produced an industry event with a clear goal:

Change the narrative.

MAKING YOUR  
NEXT EVENT

TV READY



case study:
women building women

Defining the Idea and the Audience

The idea was simple and bold:

Reintroduce Webster Hall as a modern, flexible, and unexpected 
venue for weddings, mitzvahs, and private social events.

The audience was highly specific:

Women in the New York City event professional’s industry. 
Planners. 
Designers. 
Decision-makers.

Even aspiring event professionals!

We weren’t trying to attract everyone. 
We were trying to attract the right people.
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case study:
women building women

with Frank Carlisi
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Designing an Experience That Felt Different

The event took place on a Monday in January, when the industry  
is typically off.

Over 500 professionals were invited into an experience that felt nothing like a 
typical venue showcase, and became SOLD OUT!

Guests encountered:

•	 Bridal features staged in unexpected ways

•	 AI and robotics activations woven into the experience

•	 Mini bites and mimosas offered immediately upon arrival

•	� Thought leadership panels featuring iconic women in the NYC events industry

From the first moment, it was clear: 
This was not a sales pitch. 
This was a statement.



case study:
women building women

continued
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Creating Surprise, Celebrity, and Energy

To elevate the experience further, we layered in moments of surprise 
and delight.

A celebrity guest appearance caught attendees off guard. 
A charitable tie-in added purpose and meaning. 
A dance party closed the event, carrying on well past the scheduled 
end time.

The event felt generous. 
It felt celebratory. 
It felt intentional.

Guests didn’t feel marketed to. 
They felt invited in.



case study:
women building women

continued

with Frank Carlisi
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The Result

The result was immediate and long-lasting.

Webster Hall’s sales team walked away with:

•	 A transformed perception in the marketplace

•	 A surge of qualified leads

•	 A book of business that stayed strong for years

All from a single idea executed with clarity and intention.

This wasn’t just an event. 
It was a strategic investment.



case study:
women building women

continued
The Bigger Lesson

This case study demonstrates that:

•	 Self-produced events can be powerful business tools

•	 Industry audiences respond to authenticity and value

•	 Thought leadership builds trust faster than sales tactics

•	� Experiences can change perception more effectively  
than advertising

When you think like a producer, you don’t wait for 
opportunities.

You create them.
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the 
cheat 
sheet

From Idea to Greenlight (TV --> Event)

IDEA 
TV: What’s the show really about? 
Event: What is this experience truly meant to 
make people feel?

DEVELOPMENT 
TV: Shape the concept, define tone and format 
Event: Build the creative vision, write the 
logline, define the guest journey

PITCH 
TV: Sell the idea to networks and partners 
Event: Sell the vision to clients, stakeholders, 
sponsors, and collaborators

TESTING 
TV: Sizzle reels, casting tapes, pilot 
presentations 
Event: Mockups, tastings, walkthroughs,  
sample moments, previews

GREENLIGHT 
TV: The show is approved and funded 
Event: Budget approved, partners aligned, 
creative locked

PRODUCTION 
TV: Filming, crews, execution 
Event: Load-in, rehearsal, service,  
live experience

LAUNCH 
TV: Premiere night 
Event: Event day, guest arrival,  
emotional payoff

ANALYTICS 
TV: Ratings, engagement, audience response 
Event: Guest feedback, press, social reach, 
leads, brand impact

SEASON TWO 
TV: Renewal and evolution 
Event: The next event, the next client, the  
next opportunity
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events benefit from the same long-term 
thinking as television.
they don’t end at load-out. 
they evolve.
when you think like a producer, every event 
becomes the pilot for what comes next.
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social media 
cheat sheet:
how to leverage your 
event like a producer

An event is not just a moment.

It’s a content engine with a live audience.

Think in three acts: Before, During, After.
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before  
the  
event

Build Anticipation

•	 Tease the concept, not the details

•	 Share behind-the-scenes planning moments

•	 Introduce collaborators, partners, or talent

•	 Release mood boards, palettes, or textures

•	 Use countdowns and “coming soon” language

Goal: Curiosity. Not explanation.
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during
the  
event

Capture the Experience

•	 Design intentional “still moments” guests want to photograph

•	 Capture short-form video: arrivals, reveals, reactions

•	 Focus on emotion: gasps, laughter, pause, applause

•	 Document transitions and transformations

•	 Let guests see what it feels like to be there

Goal: Presence and immediacy.
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after
the  
event

Extend the Story

•	 Release a highlight reel within 48 hours

•	 Share editorial-style stills, not just recaps

•	 Post behind-the-scenes moments guests didn’t see

•	 Spotlight partners, collaborators, and talent

•	 Post event press releases

•	 Turn one event into weeks of content

Goal: Longevity. Repeat Business



what you 
can apply  
immediately

Turning the Producer Mindset into Action

Every event you produce should answer one simple question before 
anything else happens:

What is this really about?

Before you look at venues, menus, or budgets, define the idea.

If the idea isn’t clear, every decision that follows will feel 
disconnected.

Example:

Not “a corporate holiday party.”

But “a cinematic end-of-year celebration designed to make 
employees feel valued, surprised, and proud of what they built 
together.”

When the idea is clear, decisions get easier.
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write the logline first: 
then design  
everything  
around it

Before you design a single detail, write the logline.

If you can’t describe the experience in one sentence, the concept 
isn’t ready.

Example:

“An immersive evening designed to celebrate transformation, 
connection, and possibility through food, design, and shared 
experience.”

Once the logline is written:

•	 Every design choice should support it

•	 Every vendor should understand it

•	 Every moment should reinforce it

If something doesn’t serve the logline, it doesn’t belong.



design 
emotion 
before 
logistics

Logistics make an event function. 
Emotion makes it memorable.

Ask yourself at each phase:

•	 What should guests feel when they arrive?

•	 What should change emotionally during dinner?

•	 What do I want them to remember tomorrow morning?

Example:

Arrival feels elevated and intriguing.

Dinner feels intimate and connective.

The reveal feels celebratory and earned.

When emotion leads, logistics follow with purpose.



build 
anticipation 
and 
payoff 
on purpose

Great experiences don’t give everything away at once.

Hold something back. 
Control timing. 
Design reveals intentionally.

Example:

•	 A room that transforms after dinner

•	 A performance guests didn’t expect

•	 A final course that arrives as a moment, not just food

Payoff only works if anticipation exists. 
Design both.



think like
a producer 
about 
brand 
partnerships

Instead of asking, “Who can sponsor this?” ask:

Who belongs in this story?

Look for partners whose product or talent enhances the experience.

Example:

•	 A design brand whose materials become part of the environment

•	� A culinary partner whose product is woven into the menu 
narrative

•	 A technology brand that elevates guest interaction

•	� An event sponsor who’s product seamlessly complements the 
event content and run of show

When the brand supports the story, funding feels natural and 
valuable.



treat
every event 
as 
content

Every event lives in three phases:

Before. 
During. 
After.

Design with all three in mind.

Example:

•	� Before: teasers, behind-the-scenes planning, anticipation

•	� During: intentional photo moments, short-form video, 
guest content

•	� After: recap reels, press, evergreen marketing assets

An event is not just a moment. 
It’s a content engine with a live audience.



Stop thinking like someone who executes events.

Start thinking like someone who produces experiences.

Producers:

•	� Lead with story

•	� Design for emotion

•	� Control pacing

•	� Create payoff

•	� Think long-term

When you adopt this mindset, you don’t just produce better 
events.

You create experiences clients come back to again and again.

the  
big
shift



Final Thought

The difference between a good event and a great one isn’t 
budget or scale.

It’s intention.

When you think like a producer, you don’t chase moments, 
you design them.

And when you do, you don’t just create events… 
you produce TV-ready experiences people will never forget.
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