Turn Your Construction Events
into Year-Round Assets

Moving beyond the ‘One-and-Done’ weekend to
create lasting visibility and sponsor value.

The Construction Channel




THE “VANISHING ACT” PARADOX

: Months of planning. Three days of adrenaline.
N Then... silence.
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“spark” stays trapped in the room. Why let your biggest investment disappear as quickly as the coffee carts?
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DON'T JUST BUILD AN EVENT. BUILD A CONTENT ENGINE.
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VALUE PILLAR 1: TANGIBI.E SPONSOR PROOF \

Moving beyond the logo on the banner.
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- The PROBLEM: Sponsors don't just want

awareness; they need to justify their budgets to

their own decision-makers. Attendance n

numbers and photos aren’t enough. St Annua it Sposor High Red
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VALUE PILLAR 2: WORKFORGE STORYTEI.I.ING

Capturing the spark of the industry.

The Unscripted Gold: Construction events are full of
fleeting moments—a first-generation student
discovering a trade, a high schooler trying equipment,
an apprentice inspired by a mentor.

The Application: When these moments are captured

professionally, they become recruiting ads, school visit
materials, and legislative briefing content.

“If 1t lives only in the
room, it can’t influence
the next generation.”




VALUE PILLAR 3: CONTINUITY & MOMENTUM

Bridging the gap between the teardown and the next kickoff.

» The Cycle: Event directors live in a cycle of build-up, delivery, and recovery. Without content, you are
forced to rebuild excitement from scratch every year.

» The Strategy: Use event footage to drip-feed reminders and member spotlights throughout the year.

» The Benefit: Potential new participants see what they missed. The story stays alive so that
registration for the next event feels like a continuation, not a cold start.
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WHY GENERALISTS FAIL IN CONSTRUCTION

Construction events are not typical corporate conferences.

The Environment: These events blend formal programming
with physical, hands-on experiences—equipment demos,
jobsite tours, and skills competitions.

The Risk: General videographers struggle with the “Field”
element.

& They don't know PPE requirements or access rules.
€ They don't know how to move safely around heavy equipment.

& They don't know when to step back versus when to lean in.
The Missed Narrative: Lacking industry fluency, they miss

the conversations that matter to owners and contractors,
resulting in a generic “recap” that lacks depth.

CORE INSIGHT: STORIES ARE THE STRONGEST CURRENCY FOR INFLUENCING FUTURE TALENT.

./ WITH PROFESSIONAL ASSETS, THEY BECOME A YEAR'S WORTH OF VISIBILITY FOR YOUR ORGANIZATION, YOUR SPONSORS, AND THE MEMBER COMPANIES YOU SERVE




THE CONSTRUCTION CHANNEL DIFFERENCE

We come from construction, not just production.

CREDENTIALS: Experience filming on active slabs,
precast yards, plants, and national shows.

THE EDGE:

* 1. SAFETY-NATIVE: We know the rules. We work
like a trade partner, not a tourist.

* 2.INDUSTRY FLUENCY: We recognize the value of
a superintendent explaining safety culture or a
project engineer discussing scholarship impact.

* 3.ZERO FRICTION: We capture the essence of the
event without needing your staff to babysit us.

THE CONSTRUCTION CHANNEL




OUR APPROACH: BEYOND THE "RECAP VIDEO”

We don't just film. We hunt for narrative.

THE EDGES
« Candid sponsor interactions

« Safety culture moments
* Peer-to-peer networking
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CORE COVERAGE The Goal: To capture the
+ Keynotes . footage today that you will
* Panel highlights need six months from now

* Awards
* Receptions

for LinkedIn, YouTube, and
recruiting.
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THE WORKFLOW: PRE, DURING, POST

ON-SITE
EXECUTION

PRE-EVENT
ALIGNMENT

STRATEGIC
EDITING
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Determine goals (Sponsor Low-profile, high-efficiency Editing tailored for specific
focus? Workforce impact?). filming. Blending into conference channels (LinkedIn vs. YouTube).
Identify key activations and spaces; adhering to strict safety Release planning guidance

safety constraints for protocols on field tours. (what to post now vs. later).

tours/demos.




‘ THE DELIVERABLES: TAILORED FOR CONSUMPTION

HIGH-ENERGY B - |I| SPONSOR-SPECIFIC
SIZZLE REELS ¥V GLIPS

For launching next Value-add packages for
year's registration. your partners to share.

WORKFORCE/EDUCATION CUTS

Specific edits for schools,
training centers, and partners to
show “what a career looks like.”

MEMBER SPOTLIGHTS

Content to drip out over
months on LinkedIn.

THE CONSTRUCTION CHANNEL




START WITH YOUR NEXT EVENT

The Opportunity: You don't need to reinvent your strategy; just capture what you're already doing.
Call to Action: Let's scope coverage for your upcoming conference, summit, or career fair.

“The work you put into your events matters. Make sure the impact remains visible after everyone drives away.”

THE CONSTRUCTION CHANNEL
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