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C O N T R I B U T O R S

We  wo u l d  l i ke  to  t h a n k  t h e  f o l l ow i n g 

i n d i v i d u a l s  w h o  g e n e ro u s l y  g a ve  t h e i r  t i m e 

to  h e l p  b u i l d  t h i s  re p o r t :

F aye  C a r t e r,  
h e a d  o f  ex p e r i e n t i a l ,  
D e l o i t te  U K

J e re my  Re e s ,  
C E O,  E x Ce L  Lo n d o n

E m i l y  G rave l ,  
m a n a g e r,  m a r ke t i n g 
o p e ra t i o n s  a n d  s h a re d 
s e r v i c e s ,  V M wa re

A n d re a  C l a t w o r t hy,  
h e a d  o f  g l o b a l  A B M ,  F u j i t s u

D av i d  C l a c k ,  
h e a d  o f  m a r ke t i n g 
c o m m u n i c a t i o n s ,  R i c o h  U K

S k i p  F i d u ra ,  
P ro p o l i s  H i ve  a m b a ss a d o r, 
E xe c u t i o n  &  Ca m p a i g n s

Fe l i c i a  A s i e d u , 
s e n i o r  m a r ke t i n g  m a n a g e r, 
E u ro p e,  Cve n t

Co l e tt e  L e o n g - S o n ,  
m a n a g i n g  d i re c to r,  e ve n t s , 
I n f o p ro  D i g i ta l

S t e ve  Ke m i s h ,  
P ro p o l i s  H i ve  ex p e r t , 
E xe c u t i o n s  &  Ca m p a i g n s
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Without digital  events, many 
businesses wouldn’t have been 
able to survive – and continue to 
survive – the pandemic. Of course, 
the pandemic has left  its mark, 
and it ’s unlikely that any business 
wil l  go back to functioning exactly 
as it  did before. It  makes good 
sense, therefore, to take stock of 
the current situation, and consider 
what’s right for the future. How 
will  your events be structured into 
2023, and beyond?

There’s a lot that is in f lux, but one 
thing that is crystal clear is that 
events are back and are here to 
stay! Sales and marketing teams 
have leaned heavily on them over 
many years, and the opportunity 
to put events at the centre of their 
business toolkit  wil l  remain.

The interesting question is: ‘ in 
what format?’ This report gives 
great insight and commentary 
on the current direction of travel 
(spoiler alert:  there are many 
directions for you to take!),  and 
how a blended and balanced 
approach will  become the norm. 
Therefore, modern event curation 
and management wil l  necessitate 
a blending of old skil ls (rock-
solid planning, coupled with a 
healthy sprinkle of creativity – be 
it  venue, content, or both) with 
modern requirements around 
digital  and technology.

The scrutiny on event success 
wil l  remain, but it ’s possible that 
digital  events offer greater hope 
for those striving to prove ROI. 
Digital  transformation has not only 
provided us with more tools and 
options to showcase our brand and 
values, but digital  typically leaves 
us with more data – all  of which is 
useful for measurement, following 
up and insight. This helps us to 
prove the direct value of the events 
we both host and attend.

As an industry, we will  l ikely learn 
fastest by taking inspiration from 
live sports, television and theme 
parks – diverse places where we 
can benchmark their approaches to 
multiple-audience-experiences and 
adapt for our own purposes.

I’d predict that the events that 
succeed will  be the ones that 
ensure the experience for both 
the physical and virtual audiences 
is world-class, even if  a different 
approach is taken for both. In 
fact, a one-size-fits-all  model is 
no longer acceptable. Consider 
how TV chat shows or l ive sporting 
events ensure the audience in the 
room or stadia enjoy a world-class 
experience, without detriment to 
their television audiences (and 
vice versa). They may result in a 
different experience, but both are 
valuable and can co-exist happily 
in such entertainment spaces. 
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S T E V E  K E M I S H , 

P ropol is  Hive  expert ,  

Execut ion & Campaigns
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With that in mind, why can’t the 
same apply in our more formal and 
business-centred industry too?

Whilst looking outside of 
our industry is important, 
benchmarking closer to home 
remains vital.  After all,  we are sti l l 
in a state of evolution, so keep your 
eyes open for bright ideas (or epic 
fails)  from your direct competition, 
as well  as via the wider community. 
Of course, Propolis is one such 
place to start,  providing you with 
a safe place to learn from others, 
as well  as providing feedback 
from your own experience. An 
iterative approach to each event 
wil l  mean you not only continue 
to deliver a better product for 
attendees, sponsors, stakeholders 
and colleagues, but you can also 
remain nimble, adapting to trends 
and subtle changes in consumption 
behaviour as we go through to this 
new hybrid era.

Lastly, harnessing technology and 
coupling it  with the vital  event 
curation skil ls wil l  also be crit ical. 
Regardless of the medium, the 
stalwarts of content and venue 
(experience) remain the vital  focus 
for events teams throughout the 
year ahead and beyond.
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Over the past two and a half  years, 
marketing events have changed 
dramatically. For the sake of clarity, 
by ‘marketing events,’ we mean 
events run by an organisation for its 
prospects, customers and business 
partners (usually a one or two-
day conference with potentially 
hundreds, or even thousands, of 
attendees). When the pandemic 
began, physical events were put on 
hold altogether, and the acceptance 
of purely digital  marketing events, 
among both organisers and 
attendees, has matured much faster.

The accelerated adoption of digital 
events has led to innovation in 
both presentation and interaction, 
changing the expectations of event 
attendees forever. Gone are the 
days when businesspeople will  sit 
through hours of simple talking head 
videos and slide decks; they now 
expect a modern media experience 
with content provided in many forms 
tuned to their context and providing 
actionable advice on the questions 
topmost on their minds.

Furthermore, as physical events 
begin to return to marketing 
calendars, there are questions about 
their new role in the marketing 
strategy. Many companies, for 
instance, want to combine the 
advantages of actually meeting 
up and networking in-person, 
while sti l l  providing that modern 

media experience to enhance both 
audience reach and their branding. 
These ‘hybrid events’ are becoming 
a key consideration for all  players, 
as attendees want the choice of 
attending from home or in-person.

 
They key question this report will 
seek to answer is: what does the 
future of B2B marketing events 
look like in a post-Covid era?

In order to build this report, we 
did not run a quantitative survey. 
Instead, we held long interviews 
with six senior executives in and 
around the B2B marketing event 
industry for deep insight into the 
topic. This report documents those 
interviews, as well  as some insights 
and additional research I  have done 
as an industry analyst. The interviews 
were with senior individuals from the 
following key categories:

Venue owners:  Venue owners  
were asked about the expectations 
they’re seeing from their 
clients: event organisers and 
event delegates. What are the 
requirements for running a physical 
event in 2022 and beyond? 

Event delegates: Delegates were 
asked about their reasons for 
attending both physical and digital 
events. What drives them to attend a 
physical or a digital  event? 

S E C T I O N  2
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“ Wi t h o u t  d i g i ta l  e ve n t s ,  m a ny 
b u s i n e ss e s  wo u l d n ’t  h a ve  b e e n 
a b l e  to  s u r v i ve  –  a n d  c o n t i n u e 
to  s u r v i ve  –  t h e  p a n d e m i c .  O f 
c o u rs e,  t h e  p a n d e m i c  h a s  l e f t 
i t s  m a r k  a n d  i t ’s  u n l i ke l y  t h a t 
a ny  b u s i n e ss  w i l l  g o  b a c k  to 
f u n c t i o n i n g  exa c t l y  a s  i t  d i d 
b e f o re.  I t  t h e re f o re  m a ke s  g o o d 
s e n s e  to  ta ke  s to c k  n ow  a n d 
c o n s i d e r  w h a t ’s  r i g h t  f o r  t h e 
f u t u re.  H ow  w i l l  yo u r  e ve n t s  
b e  s t r u c t u re d  i n to  2 0 2 3 ,  
a n d  b e yo n d ? ”  
 
Steve Kemish,  Propolis Hive expert, 
Execution & Campaigns 

What are their expectations from 
digital,  physical and/or hybrid 
events. What would they l ike to  
see going forwards? What do they 
think is missing from current  
hybrid events? 

Event organisers and marketers: 
 
This group were asked why, when 
and where they run an event. Have 
physical/hybrid events had to 
become more selective? Are digital 
events now an equally important 
part of the event strategy? How 
are hybrid events marketed to 
two separate audiences? What 
are expectations around pricing, 
etc? Have the traditional ‘big city’ 
locations become less important, 
as marketers increasingly decide to 
work from home?

In order to build this report, I  also 
worked with Steve Kemish. Steve 
has worked in digital  marketing 
since 1997, working both client 
and agency-side on digital,  CRM, 
marketing strategy and consultancy 
with many global brands, including 
Motorola, ADP, Oracle, LEGO, 
Skype and Capita. As well  as his role 
at marketing agency, Junction, he is 
a guest lecturer at various business 
schools, a member of the DMA 
Digital  Council  and a longstanding 
Superbrands and AEO judge. Steve 
is also the Propolis Hive Expert for 
Execution & Campaigns. 
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T h e  e ve n t  ve n u e  
p rov i d e r  p e rs p e c t i ve        

delegates treat digital  events l ike attending a seminar; 
others want to meet in person; some want a coffee; and 
others want to walk around an exhibition and just look.

Jeremy Rees: “It ’s about trade and it ’s about 
engagement. The ult imate in permission marketing is 
when someone’s left  their  off ice in Germany, jumped 
on a plane, landed at City Airport next door to ExCeL 
and is keen to be sold to.”

Pre-Covid, conference attendance was a routine 
pastime, considered as a normal way of doing 
business and getting better informed. The past two 
years have dramatically changed how time and travel 
is valued – some interviewees don’t want to go into 
their off ice that often, let alone travel to an event 
venue. Buyers and prospects are more discerning 
about the time they invest. 

Jeremy Rees: “I  think everyone’s platforms – shopping 
centres, airl ines, hotels, event and exhibitions – are 
all  focusing on making sure that the experience, the 
t ime that’s spent there, is as engaging, r ich, valuable 
and profitable as it  possibly can be. What do I  mean 
by experience? People are t ime-poor, and much more 
judicious about where they spend their t ime and what 
they do.” 

Eventually, we could see the number of l ive events 
and attendance bounce back to pre-pandemic levels. 
People want to get back together and engage face-
to-face. This is apparent across B2B, but even more 
so in the tech industry. 

Jeremy Rees: “I  expect an increased volume of large-
scale events by technology companies who want to 
engage with marketers, channel partners, shareholders 
and prospective and existing customers: technology 
vendors with massive ecosystems. And they’re going 

Imagine the  re l ie f  ac r o ss  th e  e ve nt  ve nue  indust ry 
when t ravel  and mee t ing re s t r ic t io ns  we re  lo o s ened 
ear l ier  th is  year.  The  e nd o f  lay ing-o f f  o r  fur lo ughi ng 
employees,  f ina l ly  be ing able  to  s e t  up a l l  lo gis t i cs 
as  booked and,  a t  las t ,  pe o ple  w alk ing th r o ugh t he 
doors.  Back  to  bus ine ss  as  us ual?  Or  h as  th e  e vent 
indust ry  changed f o r  go o d? 

Jeremy Rees,  CEO o f  E xCe L  L o ndo n,  c e r ta in ly  doesn’t 
expect  a  fu l l  return  to  phys ic a l  e ve nts . 

Je re my  Re e s :  “ Eve n  i n  t h e  o l d e n  d a ys  w h e re  C i s c o 
L i ve  wa s  r u n n i n g  i n  2 0 1 1 – 2 0 1 2  h e re  a t  E x Ce L ,  t h e y ’d 
a l s o  h a ve  a n  o n l i n e  p ro p o s i t i o n  w i t h  t h o u s a n d s  m o re 
d e l e g a te s .  I t  h a s  a l wa ys  b e e n  n u a n c e d .  T h i n k  o f  h ow 
p e o p l e  wa tc h  r u g b y :  s o m e  g o  to  Tw i c ke n h a m ,  w h i c h  i s 
a n  a m a z i n g  ex p e r i e n c e,  b u t  m a ny  m o re  p e o p l e  c a n  b e 
wa tc h i n g  i t  o n  T V  a n d  t h e y  h a ve  a  d i f f e re n t  ex p e r i e n c e.”

So,  hybr id  events  are  no t  new.  But  i t  i s  no t  o nly  
the  d ig i ta l  event  pre s e ntat io ns  th at  are  c h anging. 
Even face- to- face eve nts  are  now  qui te  d i f fe re nt  t han 
pre-Covid. 

Jeremy Rees: “Event hosts have had to up their game 
in order to enhance the proposition and make it  more 
relevant. Quite a lot of the research that I’ve seen seems 
to be suggesting that it’s also different types and profiles 
of people that are engaging in online platforms than those 
that would come to a terrestrial, face-to-face event.”

Indeed,  according  to  th e  inte r v iews  we  c o nducted , 
the  main  reason bu s ine ss pe o ple  w ant  to  go  to 
a  phys ica l  event  i s  to  m e e t  th e i r  pe e rs ,  bus ine ss 
par tners  and vendo rs ,  and to  ne tw o r k  in  th e  re a l  wor l d 
–  no t  behind a  scree n. 

That being said, event organisers sti l l,  of course, have 
to cater for varying levels of needs. For instance; some 
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Jeremy Rees: “Tier One cit ies around the world have 
tended, historically, to bounce back much more 
rapidly because they offer more. They also tend 
to host the Tier One exhibitions and events and 
conferences, which means they have generally 
better transportation, bars and restaurants. I f  as 
a delegate, you’re going to choose to go to one 
place, you want to go to the right one. It ’s l ike a 
holiday. You’re going to choose somewhere which 
is spectacular where you can do three things rather 
than one thing. 

Interestingly, it ’s also playing to people’s personal 
and professional sustainabil ity agendas when 
travell ing. For instance, you can go to other business 
meetings outside of the event. You are having, say, 
20–30 meetings in one day and being incredibly 
eff icient with your t ime, sustainabil ity parameters 
and being environmentally responsible. So, arguably 
it ’s carbon negative as well.  Tier Two and Tier Three 
cit ies, meanwhile, I’m sure wil l  come back as well, 
but it  wil l  take a bit  longer.” 

Generally, the event industry is reporting that the 
volumes of event visitors and exhibitors are expected 
to come back to pre-pandemic levels by the end 
of this year. Long-term, however, the industry is 
more hesitant about its future. That said, Jeremy is 
optimistic.

Jeremy Rees: “There is a challenge around financial 
forecasting. But here is a question I’m sure everyone 
asks themselves at one point: are the fundamentals of 
exhibitions and congresses going to continue? What’s 
patently clear is that the answer is ‘yes.’ They’ve been 
running for 800 years. They’ve survived pesti lence, 
f loods, pandemics and wars. And they wil l  continue 
to do so in the future because they add value.

“Will  they evolve? Yes. Because customers’ 
expectations change. Will  you have to adapt and 
invest? Yes. Which is why we’re adding another 40% 
capacity into the building. We’re building something 
new because our customers are saying they want 
something different. And there’s a whole group of 
tech companies, major technology and proprietary 
events that are operating in Europe in the moment 
that wil l  be coming to ExCeL in so September 
2024 onwards, because we’re going to build them 
something new that they’ve asked for.”

to do it  in a way that differentiates themselves from 
their digital platforms. You wil l  have amazing food 
propositions and extraordinary music experiences, 
because leaving an event with an emotional experience 
is going to mean that you have a high propensity to 
want to engage in that ecosystem.”

Event location will  also play a role in bringing people 
back together in-person. Vendors are global brands, 
and plan their events in a series of regional hubs 
around the world. Delegate’s travel experience plays 
an important role in i f  they attend an event in-person, 
with consideration made to restaurants, hotels, 
bars and entertainment around the event itself. 
Another consideration is how much other business a 
delegate can do while on location such as meeting 
international colleagues on the same trip. With ExCeL 
being in London, Jeremy is arguably somewhat biased 
when it  comes to hosting events in larger ‘Tier One’ 
cities. But his argument holds weight:

“ I  t h i n k  e ve r yo n e’s  p l a t f o r m s 
–  s h o p p i n g  c e n t re s ,  a i r l i n e s , 
h o te l s ,  e ve n t  a n d  ex h i b i t i o n s 
–  a re  a l l  f o c u s i n g  o n  m a k i n g 
s u re  t h a t  t h e  ex p e r i e n c e,  t h e 
t i m e  t h a t ’s  s p e n t  t h e re,  i s 
a s  e n g a g i n g ,  r i c h ,  v a l u a b l e 
a n d  p ro f i ta b l e  a s  i t  p o ss i b l y 
c a n  b e.  W h a t  d o  I  m e a n 
b y  ex p e r i e n c e?  Pe o p l e  a re 
t i m e - p o o r,  a n d  m u c h  m o re 
j u d i c i o u s  a b o u t  w h e re  t h e y 
s p e n d  t h e i r  t i m e  a n d  w h a t 
t h e y  d o.”

Jeremy Rees, CEO of ExCeL London
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T h e  e ve n t  a tt e n d e e s ’  
p o i n t  o f  v i ew     

E m i l y  G ra ve l :  “A s  a  p hys i c a l  d e l e g a te,  i t ’s  a  l o t  e a s i e r 
to  h a ve  m o re  i n te n t i o n a l  c o nve rs a t i o n s ,  b e c a u s e 
t h e  wa r m - u p  p e r i o d  i s  s o  m u c h  s h o r te r  w h e n  yo u ’re 
i n  p e rs o n .  A n d  t h e  o t h e r  s i d e  o f  i t  i s  t h e re’s  n o 
d i s t ra c t i o n s .  R i g h t  n ow  [ i n  o u r  v i r t u a l  i n te r v i ew] ,  I ’ve 
g o t  my  e m a i l  o p e n  a s  we l l ,  a n d  I  h a ve  j u s t  h a d  t wo 
p i n g s .  W h e n  i t  c o m e s  to  a tte n d i n g  v i r t u a l  e ve n t s ,  I 
u s u a l l y  h a ve  a  s p l i t  s c re e n ,  w i t h  my  e m a i l ,  t h e  e ve n t 
a n d  t h e n  o t h e r  s t u f f  a s  we l l .  I  c a n ’t  p a y  a tte n t i o n 
c o m p l e te l y  e n o u g h .” 

Anot her  t h i ng t o  cons i d er  i s  t hat ,  whi l s t  no one would 
b l i nk  an  eye at  a ttend i ng a  p hys i ca l  conference for  an 
ent i re  d ay,  t he  op p osi te  i s  t ru e  for  d i g i t a l  events.

E m i l y  G ra ve l :  “ W h e n  I  c o n s i d e r  a tte n d i n g  a  s i x- h o u r 
v i r t u a l  e ve n t ,  i t ’s  h a rd e r  to  c o m m i t  to.  T h e re’s  n o  wa y 
I  wo u l d  b e  a b l e  to  f o c u s  o n  a  s c re e n  f o r  s i x  h o u rs  o f 
p re s e n ta t i o n s .  W h e n  yo u  s i t  i n  a  ro o m  p hys i c a l l y  f o r 
s i x  h o u rs ,  i t ’s  s o  m u c h  e a s i e r  b e c a u s e  t h e re  a re  p e o p l e 
a ro u n d  yo u  a n d  t h e re’s  a  f o r m  o f  p e e r  p re ss u re  to  p a y 
a tte n t i o n ,  a s  we i rd  a s  i t  s o u n d s .”

I t ’s  a l so  not ab l e  t hat  engagi ng you r  au d i ence is  a 
p erp et u a l  cha l l enge for  event  sp eakers,  whet her 
t hey’re  v i r t u a l  or  i n -p erson,  and  t h i s  has  b ecome 
i ncreas i ngl y  comp l ex  wi t h  t he  ad vent  o f  d i g i t a l 
p resent at i ons  and  i ncreas i ng ex p ect at i ons  around 
‘s t agecra f t .’  T he easy  assu mp t i on may b e t hat  i t  i s 
eas i er  t o  ret a i n  i n format i on p resented  i n -p erson 
b ecau se p eop l e  rememb er  seei ng i t  l i ve,  b u t  the 
chal l enge of  retent i on i s  more  comp l ex  t han t hat .  

Emily Gravel: “I  think it  depends. It ’s l ike learning styles: 
you can have visual learners, physical touch learners, 
‘ try and attempt’ learners, and others. When you’re in 
a physical environment, more of those learning styles 
are able to be accommodated for, which I  think helps 
information register a l itt le bit  more. Consider the 

Of course,  venue ow ne rs  o nly  o f fe r  o ne  s ide  o f 
the  s tory.  So we a lso  s po ke  to  e ve nt  de le gate s 
to  understand thei r  dr ive rs  fo r  a tte nding (o r  no t 
a ttending) ,  and wh at  th e y  now  expe c t  f r o m  e vent s.

Post -pandemic,  eve nt  de le gate s  us ual ly  h ave  a  choi ce 
of  how they  enjoy  an  e ve nt,  be  i t  a t te nding in -p erson 
or  consuming the  sam e  c o nte nt  in  th e  c o m fo r t  o f 
the i r  own of f ice/ho m e  v ia  d ig i ta l  p la t fo r m s .  In  ou r 
in terv iews,  we spoke  w i th  E m i ly  Grave l ,  m anager, 
market ing operat io ns  and s h are d s e r v ic e s  a t 
technology vendor  V M w are,  and A ndre a  C latw ort hy, 
g lobal  head of  ABM  at  F u j i t s u.  We  explo re d th ei r 
preferences  and th ink ing ar o und w h e th e r  o r  not  t hey 
decide to  attend an  e ve nt  phys ic a l ly  o r  re m o te ly. 
For  re ference,  both  E m i ly  and A ndre a  h ave  re c ent l y 
a ttended a  number  o f  e ve nts  ( inc luding th o s e  f rom 
B2B Market ing) .  Ho ne s ty  w as  e nc o urage d!

Whi le  d ig i ta l  events  c an  c o m e  c lo s e  to  th e  phys i ca l 
event  these days  in  te r m s  o f  c o nte nt  expe r ie nc e, 
network ing remains  a  ke y  re as o n fo r  de c iding to 
attend phys ica l ly. 

A n d re a  C l a t wo r t hy :  “ Fo r  m e,  n o r m a l l y  i t ’s  t h e 
n e t wo r k i n g  p i e c e,  re g a rd l e ss  o f  t h e  to p i c .  B u t  I 
wo u l d n ’t  g o  to  a n  e ve n t  j u s t  f o r  n e t wo r k i n g ,  i t ’s  a l s o 
g o t  to  b e  a  c o m p e l l i n g  a g e n d a ,  w h e re  I ’m  g o i n g  to 
l e a r n  s o m e t h i n g  p ra c t i c a l  t h a t  I  c a n  t h e n  t h i n k  a b o u t 
h ow  I  d e p l o y  o r  wo r k  i n to  my  t h i n k i n g .  I ’m  h a p py  to 
ta ke  t h o u g h t  l e a d e rs h i p  s t u f f  v i r t u a l l y,  o r  e ve n  o n -
d e m a n d .  W h e n  a tte n d i n g  l i ve,  h owe ve r,  I  wa n t  to  h e a r 
m o re  p ra c t i c a l  t h i n g s  –  b e s t  p ra c t i c e s ,  c a s e  s t u d i e s , 
s t u f f  l i ke  t h a t .” 

Another  cons iderat io n  fo r  phys ic a l ly  a tte nding an 
event  i s  the  chal lenge  o f  m anaging dis t rac t io ns.  T he 
modern  bus inesspe rs o n do e s  te nd to  m ul t i - tas k ,  b u t 
that  i s  not  a lways  a  go o d th ing. 
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4.1. Justifying event attendance is important

Proving the return on investment in t ime and expense 
when attending marketing events has always been a 
hurdle for many potential  delegates. Savvy conference 
hosts would provide a justif ication letter template to 
conference prospects to help them overcome it. 

Emily Gravel: “Having that digital follow-up is really 
important now because you need to start proving that 
out because budgets are so tight. One of my fr iends was 
going to go to an in-person session, and her company 
had her prove the ROI of what she’d get out of it  before 
she left.”

After over two years of mostly digital  event production, 
needless to say there’s an element of digital  fatigue 
in B2B which explains the immediate enthusiasm for 
returning to physical events. But this digital  fatigue 
has also altered the expectations around digital  events 
themselves. Hardly anybody wants just a series of 
webinar presentations anymore.

Andrea Clatworthy: “I  do l ike the ‘chat’ on digital 
platforms, even if  I ’m just spectating rather than 
contributing. I  think getting in views of the audience, or 
peers or whatever – it ’s almost networking, isn’t  i t  – but 
hearing other people’s opinion on something, I  really 
l ike that. Another thing on digital events, I  really l ike an 
online/offl ine mix – sending you some lunch or a cake or 
something that means you feel compelled to attend and 
pay attention. Good tactic.”

Emily Gravel: “I  really l iked the Adobe Awards thing 
a few years ago where they sent you a box with 
champagne, a champagne glass, and that l i tt le kazoo. 
Adding physical engagement to digital events is going 
to become really big.”

ex p e r i e n c e s  t h a t  yo u ’ve  h a d  ove r  t h e  l a s t  f ew  ye a rs . 
H ow  m a ny  v i r t u a l  b i r t h d a y  p a r t i e s  d o  yo u  re m e m b e r ? 
A n d  t h e n  h ow  m a ny  p hys i c a l  b i r t h d a y  p a r t i e s  d o  yo u 
re m e m b e r ?  S o,  I  t h i n k  t h a t  g i ve s  yo u  t h e  s a m e  k i n d  
o f  c o n tex t .”

The combinat ion of  phys ic a l  and v i r tua l  a ls o  o f fers 
benef i ts  to  the  dele gate s  w h o  c an e ve n take 
advantage of  both  m e dia  c h anne ls .

E m i l y  G ra ve l :  “ I  t h i n k  t h e  hy b r i d  e n d  i s  i m p o r ta n t . 
W h e n  a tte n d i n g  p hys i c a l l y,  I ’m  p a y i n g  a tte n t i o n  a n d 
I ’m  n o t  n e c e ss a r i l y  a b l e  to  t ra n s c r i b e  d e ta i l e d  n o te s 
f ro m  t h e  s e ss i o n  d i re c t l y.  B u t  b y  e ve n t  h o s t s  h a v i n g  i t 
re c o rd e d  f o r  v i r t u a l  a tte n d e e s ,  I ’m  a b l e  to  u s e  t h o s e 
re c o rd i n g s  to  g o  b a c k  to  my  te a m  a n d  s a y,  ‘ H e y,  h e re’s 
w h a t  I  l e a r n t .  H e re’s  w h a t  we  c a n  d o  n ex t .’  E s p e c i a l l y 
w i t h  c o m p a n i e s  p a y i n g  f o r  t ra ve l  a n d  l o d g i n g ,  I  n e e d 
to  b e  a b l e  to  d o c u m e n t  a n d  p rov i d e  a  re a l l y  c l e a r  R O I 
o f  a l l  t h e  n ew  i n f o r m a t i o n  t h a t  I  l e a r n e d  a n d  w h a t 
we’re  g o i n g  to  u s e  i t  f o r.”

 “ I  t h i n k  i t  d e p e n d s .  I t ’s  l i ke 
l e a r n i n g  s t y l e s :  yo u  c a n  h a ve 
v i s u a l  l e a r n e rs ,  p hys i c a l  to u c h 
l e a r n e rs ,  ‘ t r y  a n d  a tte m p t ’ 
l e a r n e rs ,  a n d  o t h e rs .  W h e n  yo u ’re 
i n  a  p hys i c a l  e nv i ro n m e n t ,  m o re 
o f  t h o s e  l e a r n i n g  s t y l e s  a re  a b l e 
to  b e  a c c o m m o d a te d  f o r,  w h i c h  I 
t h i n k  h e l p s  i n f o r m a t i o n  re g i s te r  a  
l i t t l e  b i t  m o re”

Emily Gravel, manager, marketing operations and 
shared services, VMware
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4 . 2 .  H y b r i d  e ve n t s  ex p e c t a t i o n s 

The chal lenge for  hy br id  e ve nt  o r ganis e rs  i s  to  sat i s fy 
two separate  sets  o f  audie nc e  expe c tat io ns :  th e 
phys ica l  delegates  w ant  a  gre at  age nda,  go o d food , 
seat ing and the  oppo r tuni ty  to  ne tw o r k,  w h i le  d i g i t a l 
delegates’  number  o ne  expe c tat io n  i s  to  n o t  be 
t reated as  a  second  c i t ize n. 

E m i l y  G ra ve l :  “ S u re,  we  k n ow  t h a t  we’re  m o re  o f 
a  b a c k  s e a t  a u d i e n c e,  b u t  yo u  s h o u l d  h a ve  t h e 
o p p o r t u n i t y  to  a s k  q u e s t i o n s  o n l i n e  i f  yo u ’re  wa tc h i n g 
a  l i ve  s e ss i o n  ( yo u  d o  t h a t  we l l  i n  yo u r  e ve n t s  l i ke 
I g n i te) .  T h e  m o d e ra to r  c a n  re a d  o u t  t h e  q u e s t i o n s  o n 
s ta g e  j u s t  l i ke  a ny  o t h e r  q u e s t i o n  f ro m  t h e  a u d i to r i u m . 
I  t h i n k  t h a t  i s  e ve n  a n  a d d i t i o n a l  b e n e f i t  o f  a  hy b r i d 
e nv i ro n m e n t  –  yo u  s e e  t h a t  yo u  a re  i n c l u d i n g  m o re 
p e o p l e,  a n d  t h e i r  q u e s t i o n s  o r  i d e a s  a re  re a l l y  re l e v a n t 
o r  h e l p f u l .” 

A n d re a  C l a t wo r t hy :  “ Fo r  m e,  t h e  a d v a n ta g e  o f  hy b r i d 
i s  t h a t  t h e  w h o l e  e ve n t  i s  g o i n g  to  b e  a v a i l a b l e  o n -
d e m a n d ,  e ve n  i f  I  a t te n d  i t  p hys i c a l l y.  Fo r  m u l t i p l e - d a y 
d i g i ta l  e ve n t s ,  I  re g i s te r  f o r  i t  a n d  t h e n  wo r k  o u t  w h i c h 
s e ss i o n s  I  wa n t  to  a tte n d  l i ve  a n d  w h i c h  o n e s  I  wa n t  to 
d o  o n - d e m a n d .  W h e n  g o i n g  to  a  p hys i c a l  e ve n t ,  I  d o 
t h e  s a m e  –  I  a tte n d  s o m e  s e ss i o n s ,  m e e t  a n d  n e t wo r k 
w i t h  p e e rs  a n d  c o l l e a g u e s ,  a n d  wa tc h  o t h e r  s e ss i o n s 
o n - d e m a n d  a f te r wa rd s .”

1 1   S E C T I O N  4
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S E C T I O N  5

Eve n t s  f ro m  t h e  p e rs p e c t i ve  
o f  t h o s e  p l a n n i n g  t h e m     

Fa ye  Ca r te r :  “ T h e  f i rs t  t h i n g  we  d o  i s  l o o k  a t  t h e 
o b j e c t i ve  o f  t h e  e ve n t .  I f  t h e  o b j e c t i ve  i s  p u re l y 
a b o u t  b u i l d i n g  re l a t i o n s h i p s ,  we  m i g h t  l o o k  to  d o 
i t  i n - p e rs o n .  I f  t h e  e ve n t  i s  c o n te n t  f o c u s e d ,  t h e n 
a  d i g i ta l  e ve n t  c o u l d  b e  t h e  s o l u t i o n .  T h e re  a re 
a l s o  s u s ta i n a b i l i t y  g o a l s  to  re f l e c t  u p o n  f o r  u s  a s  a 
b u s i n e ss .  We  a re  q u e s t i o n i n g  i n - p e rs o n  e ve n t s  a  l o t 
m o re  n ow  s i n c e  t h e  p a n d e m i c ,  b e c a u s e  t h e y  i n c u r  h i g h 
e m i ss i o n s .  S o,  i f  we  c a n  f l i p  t h i n g s  ove r  to  a  d i g i ta l 
d e l i ve r y  a n d  d o  f ewe r  i n - p e rs o n  e ve n t s ,  t h a t  w i l l  h e l p 
to  re a c h  o u r  Wo r l d C l i m a te  g o a l s .  T h i s  i s  o u r  g l o b a l 
p l a n  to  b e c o m e  n e t  ze ro  a c ro ss  o u r  o p e ra t i o n s  b y 
2 0 3 0  a n d  d r i ve  re s p o n s i b l e  c l i m a te  c h o i c e s  w i t h i n  o u r 
o rg a n i s a t i o n  a n d  b e yo n d .”

D a v i d  C l a c k :  “ We  d i d n ’t  d o  m a ny  d i g i ta l  e ve n t s  b e f o re 
t h e  p a n d e m i c ,  b u t  we  ra m p e d  u p  q u i c k l y,  l a u n c h i n g 
a  w h o l e  we b i n a r  s e r i e s .  A n d  we  l e a r n t  t h a t ,  i f  i t  wa s 
d i g i ta l ,  t h e n  i t  wa s  f a r  m o re  i n te g ra te d  w i t h  o u r 
m a r ke t i n g  wo r k .  We  s ta r te d  to  b u i l d  u p  o n - d e m a n d 
c o n te n t ,  i n c l u d i n g  s i g n - u p s  f o r  a  we b i n a r  o r  p o d c a s t 
a s  p a r t  o f  o u r  o n g o i n g  c u s to m e r  n u r t u re  p ro g ra m m e s . 
S o  d i g i ta l  wa s  re a l l y  g o o d  i n  te r m s  o f  c h a n g i n g  o u r 
m i n d s e t  a ro u n d  e ve n t s .  We  u s e d  to  h a ve  a  l o t  o f 
p hys i c a l  e ve n t s  b e f o re,  b u t  t h e y  we re  s o m ew h a t  s i l o e d 
a n d  m o re  a l i g n e d  w i t h  s a l e s  d e m a n d ,  n o t  c u s to m e r 
p ro g ra m m i n g .  A s  t h e re  wa s  n o  o n - d e m a n d  c o n te n t , 
yo u  we re n ’t  g e tt i n g  t h e  l o n g - te r m  v a l u e  o u t  o f  i t .”

I t  goes  wi t hou t  say i ng t hat  p hys i ca l  event s  need to  be 
marketed .  So,  how are  ou r  i n terv i ewees  p romot ing 
t hei r  event s? 

Fa ye  Ca r te r :  “ We  u s e  a l l  o f  t h e  t y p i c a l  s o c i a l  m e d i a 
p l a t f o r m s  to  m a r ke t  o u r  e ve n t s ,  e s p e c i a l l y  L i n ke d I n 
a n d  Tw i t te r.  We  o f te n  h a ve  a  d e d i c a te d  we b s i te 
f o r  t h a t  e ve n t  t h a t  te l l s  p e o p l e  m o re  a b o u t  t h e 
a g e n d a  a n d  w h a t  t h e y  c a n  ex p e c t .  O f te n  o u r  m o s t 
p owe r f u l  to o l  i s  t h e  c o nve rs a t i o n s  o u r  p a r t n e rs  a n d 

But what about those marketers and organisers actually 
planning the events themselves? Their  point of  view 
is possibly the most important of  al l  three groupings. 
We interviewed Colette Leong-Son, managing director, 
events at  business services provider InfoPro Digital,  Faye 
Carter,  head of experiential  at  Deloitte UK, and David 
Clack, head of marketing communications at Ricoh UK. 

Our  f i rs t  quest ion  was  o n h ow  th ings  h ave  c h anged 
in  thei r  process  of  s e le c t ing a  s u i table  ve nue  for 
phys ica l  events.  

Fa ye  Ca r te r :  “ We  a re  o f te n  n ow  l o o k i n g  f o r  ve n u e s  t h a t 
a re  a c t u a l l y  b i g g e r  t h a n  w h a t  we  p e r h a p s  n e e d  f o r  o u r 
n u m b e rs ,  j u s t  to  c re a te  t h a t  s e n s e  o f  s p a c e.  I  d o n ’t 
t h i n k  p e o p l e  wa n t  to  b e  c ra m m e d  i n  l i ke  t h e y  u s e d  to 
b e.  Fo r  i n s ta n c e,  we’re  l o o k i n g  a t  ve n u e s  w i t h  l o t s  o f 
n a t u ra l  d a y l i g h t  a n d  l o t s  o f  ve n t i l a t i o n .  We’re  a l s o 
ke e n  f o r  ve n u e s  to  h a ve  l o t s  o f  te c h  i n  p l a c e  to  e n a b l e 
re m o te  p a r t i c i p a t i o n  i f  we  n e e d  i t .”

D a v i d  C l a c k :  “ We  t h i n k  p e o p l e  a re  l o o k i n g  f o r  o p e n 
s p a c e s ,  i n  te r m s  o f  f re s h  a i r.  S o,  we  n e e d  ro o m s  t h a t 
c a n  o p e n  u p ,  a n d  p o te n t i a l l y  e ve n  h a ve  o u td o o r 
s p a c e.  Pe o p l e  a l s o  wa n t  to  re c o n n e c t  w i t h  o t h e rs ,  s o 
we  n e e d  b u i l d  t h a t  c o l l a b o ra t i o n  o p p o r t u n i t y  i n to  t h e 
e ve n t  f o r  n e t wo r k i n g  w i t h  p e e rs .”

Co l e tte  Le o n g - S o n :  “ I  t h i n k  ex p e r i e n c e  i s  m o re 
i m p o r ta n t  i n  2 0 2 2 .  We  n e e d  t h e  a b i l i t y  to  c o nve n e  
i n  s m a l l e r  g ro u p s  a n d  h a ve  a  m o re  p a r t i c i p a t i ve 
f o r m a t ,  h a v i n g  a  b re a ko u t  a n d  ro u n d ta b l e  d i s c u ss i o n , 
ra t h e r  t h a n  o n e  g re a t  b i g  p a c ke d  p l e n a r y  w i t h  p e o p l e 
s i t t i n g  p a ss i ve l y.”

When we asked abo ut  h ow  th e y  de c ide  
whether  an  event  sh o uld  be  phys ic a l  o r  d ig i ta l , 
we heard some intere s t ing ar gum e nts ,  inc luding 
susta inabi l i ty  cons ide rat io ns .
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a  j o u r n e y  f o r  e a c h  ex p e r i e n c e  –  d i g i ta l  a n d  p hys i c a l . 
P l u s ,  t h e y  h a ve  t wo  d i f f e re n t  h o o k s  to  p e r h a p s 
d i f f e re n t  s a l e s  te a m s .  A n d  t h e n ,  o n  t h e  e ve n t  d a y,  yo u 
h a ve  to  t r y  a n d  b r i n g  t h o s e  a u d i e n c e s  to g e t h e r  a s  we l l , 
e ve n  i f  t h e y  h a ve  t h e i r  ow n  ex p e r i e n c e s .”

Co l e tte  Le o n g - S o n :  “ I  h a ve n ’t  b e e n  to  a ny t h i n g  t h a t  I 
wo u l d  c a l l  a  wo r l d - c l a ss  hy b r i d  e ve n t .  I  t h i n k  i t ’s  ve r y 
t r i c k y.  D o  p e o p l e  wa n t  to  b e  t h e  f l y  o n  t h e  wa l l  a n d 
j u s t  o b s e r ve?  I  t h i n k  i t ’s  d i f f i c u l t  to  p l e a s e  b o t h  a  l i ve 
a u d i e n c e  a n d  a n  o n l i n e  a u d i e n c e  i n  o n e  swo o p ,  b u t  i t 
d o e s  g i ve  yo u  t h e  o p p o r t u n i t y  to  c o l l e c t  re g i s t ra t i o n 
d a ta  f ro m  p e o p l e  w h o  w i l l  n e ve r  a tte n d  t h e  e ve n t  i n -
p e rs o n .  O f  c o u rs e,  t h e y  m a y  l o g  o n  f o r  a n  h o u r,  o r  t h e y 
m a y  n o t ,  b u t  a t  l e a s t  yo u ’ve  g o t  t h a t  d a ta  o r  a tt ra c te d 
t h e m  to  t h e  e ve n t .”

Fa ye  Ca r te r :  “ Yo u  m u s t  re c o g n i s e  t h a t  b o t h  a u d i e n c e s 
h a ve  ve r y  d i f f e re n t  n e e d s  a n d  m a ke  s u re  t h a t  t h e re 
a re  d i f f e re n t  ex p e r i e n c e s  c re a te d  f o r  t h e m ,  b u t  o f 
e q u a l  q u a l i t y.  A  c a m e ra  p o s i t i o n  a t  t h e  b a c k  o f  a n 
a u d i to r i u m  i s  n o t  a  hy b r i d  e ve n t .  Yo u  m u s t  c re a te  m o re 
f o r  t h o s e  re m o te  p a r t i c i p a n t s .  I  a l s o  t h i n k  t h e re’s  a n 
o p p o r t u n i t y  f o r  b o t h  a u d i e n c e s  to  c o n n e c t  w i t h  e a c h 
o t h e r,  a n d  t h a t ’s  g o i n g  to  e n h a n c e  t h e  a u d i e n c e 
ex p e r i e n c e,  b o t h  i n - p e rs o n  a n d  re m o te.  I  t h i n k  t h a t  a 
l o t  o f  b u s i n e ss e s  a re  s t i l l  t r y i n g  to  g e t  t h i s  r i g h t ,  a n d 
we’re  s t i l l  i n  t h e  re l a t i ve l y  e a r l y  d a ys  o f  t h i s  s o r t  o f 
hy b r i d  wo r l d .  I t ’s  g o i n g  to  ta ke  a  w h i l e  to  f i n d  t h a t 
swe e t  s p o t .”

p ra c t i t i o n e rs  h a ve  w i t h  t h e i r  c l i e n t s  to  i nv i te  t h e m  
to  a n  e ve n t  t h a t  i s  re l e v a n t  to  t h e m .”

D a v i d  C l a c k :  “ I  t h i n k  p e o p l e  a re  wa n t i n g  to  
n a t u ra l l y  g e t  b a c k  o u t  to  e ve n t s ,  a s  l o n g  a s  yo u  c a n 
m a ke  c l e a r  t h e  v a l u e  o f  w hy  yo u ’re  b r i n g i n g  t h e m 
to g e t h e r  a n d  w h a t  t h e y ’re  g o i n g  to  l e a r n  f ro m  t h e  d a y. 
T h e  n e t wo r k i n g  e l e m e n t  i s  re a l l y  ke y  to  i t  a s  we l l .  B u t 
i t  i s  t h e  c o n te n t ,  re l e v a n c e  a n d  t i m e l i n e ss  t h a t  re a l l y 
c o u n t .  Yo u  m u s t  a n swe r  t h e  q u e s t i o n :  ‘ w hy  wo u l d  I  wa n t 
to  i nve s t  t h e  t i m e  i n  c o m i n g  o u t  to  a  p hys i c a l  e ve n t ? ’ ”

When we asked abo ut  m ar ke t ing dig i ta l  e ve nts ,  we 
heard s imi lar  respo ns e s  –  th e  m ar ke t ing pr o c e ss 
i s  the  same.  Howeve r,  o ur  in te r v iewe e s  d id  po int 
out  that  the  decis io n  bar r ie r  fo r  a  phys ic a l  e ve nt 
was  much h igher  th an a  d ig i ta l  e ve nt.  D e le gates 
eva luate  t ime investm e nt,  p lus  t rave l  c o s ts ,  p lus 
jus t i f icat ion  argume nts  be fo re  de c iding to  atte nd  an 
event  phys ica l ly.  With  th at  in  m ind,  th e  m ar ke t ing for 
phys ica l  events  req ui re s  m o re  s pe c i f ic  tar ge t ing  and 
deeper  va lue  propo s i t io ns .

Many B2B market ing te am s  are  now  s e tt ing up a  mi x 
of  phys ica l  (but  usual ly  a ls o  hy br id)  and dig i ta l  event s 
across  thei r  ca lendar.  Th e  te nde nc y  tow ards  hy br i d 
i s  dr iven by  more t h an th e  de s i re  to  o f fe r  re c o rdi ngs 
to  the  par t ic ipants.  Of te n,  i t ’s  dr ive n as  a  ‘p lan  B,’ 
a  fa l lback  opt ion in  c as e  th e  phys ic a l  e ve nt  m ust  b e 
cancel led again  du e  to  a  re s ur ge nc e  o f  pande mi c 
condi t ions.  The greate s t  fe ar  th at  m ar ke te rs  now 
have when planning a  hy br id  e ve nt  i s  th e  ROI.  Many 
see a  hybr id  event  as  e ss e nt ia l ly  pay ing tw ic e  for 
the  same th ing.  The  phys ic a l  e ve nt  ne e ds  i t s  e vent 
logis t ics  costs  and t im e  inve s te d,  w h i le  th e  d ig i t a l 
vers ion needs  a  sof tw are  p lat fo r m  to  h o s t  i t ,  as  wel l 
as  AV teams in  p lac e.  In  addi t io n  to  th is ,  i f  th e  d i g i t a l 
event  looks  too com pe l l ing,  th e y  r un  th e  danger  of 
cannibal i s ing the  p hys ic a l  e ve nt,  as  th e i r  pr im e t arget 
a ttendees  could  de c ide  to  atte nd v i r tua l ly  ins tead . 

Our  in terv iewees  h ad th e i r  ow n th o ugh ts  o n hy br i d 
events,  cons ider ing  th e m  a  to ugh  pr o po s i t io n  based 
upon thei r  recent  expe r ie nc e s  bo th  as  o r ganis er  
and delegate. 

D a v i d  C l a c k :  “ I  t h i n k  t h e y  a re  ve r y  d i f f i c u l t  to  exe c u te 
b e c a u s e  t h e y  a re  t wo  ve r y  d i f f e re n t  ex p e r i e n c e s .  Yo u 
n e e d  to  m a p  o u t  t h e  to u c h p o i n t s  f o r  b o t h  a n d  c re a te 

“ I  t h i n k  ex p e r i e n c e  i s  m o re 
i m p o r ta n t  i n  2 0 2 2 .  We  n e e d  t h e 
a b i l i t y  to  c o nve n e  i n  s m a l l e r 
g ro u p s  a n d  h a ve  a  m o re 
p a r t i c i p a t i ve  f o r m a t ,  h a v i n g 
a  b re a ko u t  a n d  ro u n d ta b l e 
d i s c u ss i o n ,  ra t h e r  t h a n  o n e  g re a t 
b i g  p a c ke d  p l e n a r y  w i t h  p e o p l e 
s i tt i n g  p a ss i ve l y.”

Co l e tte  Le o n g - S o n ,  m a n a g i n g  d i re c to r,  e ve n t s , 
I n fo p ro  D i g i t a l
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d i g i ta l ,  e ve n t s  b e c a m e  f a r  m o re  i n te g ra te d  b e c a u s e 
o f  t h e  o n - d e m a n d  c o n te n t  t h a t  yo u  c o u l d  p u t  i n to  t h e 
c u s to m e r  n u r t u re  p ro g ra m m e.  S o,  c e r ta i n l y  f ro m  a n 
e ve n t s  ro l e  p e rs p e c t i ve,  i t  i s  n ow  f a r  m o re  i n te g ra te d 
w i t h  t h e  w h o l e  m a r ke t i n g  m i x  t h a n  b e f o re.”

Fa ye  Ca r te r :  “ I  s e e  e ve n t s  –  d i g i ta l ,  hy b r i d ,  i n - p e rs o n 
o r  o t h e r w i s e  –  a s  a n  i n te g ra l  p a r t  o f  t h e  m a r ke t i n g 
m i x .  We’re  ve r y  m u c h  i n te g ra te d  w i t h  o u r  m a r ke t i n g 
c o l l e a g u e s  a n d  c o n s i d e r  d i g i ta l  e ve n t s  to  b e  p a r t  o f 
o u r  ove ra l l  m a r ke t i n g  s t ra te g y.  We  h a ve  e ve n t s  t h a t 
p i vo te d  to  a  we b i n a r  s e r i e s  –  a  s o r t  o f  v i r t u a l  d e l i ve r y 
a t  t h e  b e g i n n i n g  o f  t h e  p a n d e m i c  t h a t  a rg u a b l y  wo n ’t 
g o  b a c k  n ow  to  f a c e - to - f a c e,  b e c a u s e,  a c t u a l l y,  w h a t 
we  f o u n d  i s  t h a t  t h o s e  we b i n a r  s e r i e s  a re  re a c h i n g  a 
m u c h  b i g g e r  a u d i e n c e.  I t ’s  c re a te d  m o re  a c c e ss i b l e 
ex p e r i e n c e s  f o r  a  w i d e r  a u d i e n c e.  S o,  t h e re’s  a  l o t  o f 
a rg u m e n t s  f o r  s o m e  o f  o u r  e ve n t  p ro g ra m m e s  n o t  to 
g o  b a c k  to  i n - p e rs o n  f o r  t h a t  ve r y  re a s o n .”

We then asked the  prac t i t io ne rs  w h at  th e y  th o ught 
were  the  main  chal le nge s  in  te r m s  o f  th e i r  e ve nt 
market ing s t ra tegy  in  2 0 2 2  and 2 0 2 3 . 

Co l e tte  Le o n g - S o n :  “ I  t h i n k  d a ta  i s  a  b i g  c h a l l e n g e 
–  b u i l d i n g  i t  u p .  We’re  l o o k i n g  a t  t h e  to p  o f  f u n n e l  – 
h ow  d o  we  e n g a g e  w i t h  t h e  ta rg e t  a u d i e n c e  to  h e l p 
t h e m  t h ro u g h  t h e i r  j o u r n e y ?  Pa r t i c i p a t i n g  i n  o u r  e ve n t 
p ro d u c t s ,  e n g a g i n g  w i t h  o u r  c o n te n t ,  we b i n a rs ,  e ve n 
a wa rd s .  T h e re’s  l o t s  o f  a c t i v i t y,  b u t  yo u  n e e d  g o o d 
d a ta  to  s u p p o r t  t h o s e  a c t i v i t i e s .  H a v i n g  t h e  r i g h t 
r i g o u r  a n d  d i s c i p l i n e  a ro u n d  d a ta  i s  p ro b a b l y  o u r 
b i g g e s t  c h a l l e n g e.”

D a v i d  C l a c k :  “ T h e  c h a l l e n g e  i s  h a v i n g  c l e a r  d i re c t i o n 
o n  h ow  we  a re  g o i n g  to  c a r r y  o n  w i t h  d i g i ta l ,  a n d 
w h e n  we  s h o u l d  o f f e r  p hys i c a l  e ve n t s .  T h e re  i s  a  s t ro n g 
n e e d  f o r  p hys i c a l  e ve n t s .  We  n e e d  to  g e t  p e o p l e 
to g e t h e r  a g a i n  a n d  h a ve  t i m e  w i t h  o u r  c u s to m e rs . 
D i g i ta l  e ve n t s  h a ve  t h e i r  p l a c e  n ow,  b e c a u s e  o f  t h e 
o n - d e m a n d  c o n te n t ,  s h o r t  c o n te n t ,  t i m e l y  c o n te n t 
a n d  e ve rg re e n  c o n te n t  yo u  c a n  g e n e ra te,  b u t  g e tt i n g 
t h e  r i g h t  b a l a n c e  b e t we e n  t h a t  a n d  p hys i c a l  w i l l  b e 
i m p o r ta n t .  I t  w i l l  p ro b a b l y  b e  m o re  i m p o r ta n t  t h a n  t h e 
h o o k  a n d  t h e  ve n u e  c o n s i d e ra t i o n s .”

Fa ye  Ca r te r :  “ I  t h i n k  t h e  b i g g e s t  c h a l l e n g e  –  a n d  n o t 
j u s t  f o r  2 0 2 2 ,  I  t h i n k  i t ’s  a l wa ys  b e e n  i n  p l a c e  –  i s  t h e 
c h a l l e n g e  o f  s ta y i n g  f re s h  a n d  re l e v a n t ,  a n d  m a k i n g 
s u re  t h a t  we  s ta n d  o u t  i n  a  c rowd e d  m a r ke t p l a c e.  S o, 
we  a re  n ow  l o o k i n g  a t  p u tt i n g  o u r  b ra n d  p e rs o n a l i t y 
a n d  s e n s e  o f  p u r p o s e  a t  t h e  ve r y  c e n t re  o f  a l l  o u r 
m a r ke t i n g  c a m p a i g n s ,  i n  o rd e r  f o r  o u r  a c t i v a t i o n s  to 
re s o n a te  o n  a  m o re  p e rs o n a l  l e ve l  w i t h  o u r  c l i e n t s .”

Histor ica l ly,  events  we re  o f te n  s e e n as  n ic e - to -
have vani ty -dr iven exe rc is e s  o f  c o r po rate  PR.  Now, 
however,  events  are  par t  o f  an  ove ra l l  c us to m e r 
engagement  s t ra tegy,  s o  m ar ke te rs  w i l l  w ant  to  see 
personal  and account  e ngage m e nt  m e tr ic s  ove r 
a  ser ies  o f  events.  M any  c o m panie s  h ave  be e n 
integrat ing thei r  eve nts  c a le ndar  in to  th e i r  ove ra l l 
market ing programm e,  s e e ing e ve nts  as  a  new 
channel  o f  engagem e nt  ins te ad o f  be ing s o m ewhat 
per iphera l  to  marke t ing.  

D a v i d  C l a c k :  “ Eve n t s  we re  a l wa ys  k i n d  o f  s ta n d a l o n e, 
a n d  we  wo u l d  m a r ke t  t h e m  to  c u s to m e rs  s e p a ra te l y 
f ro m  p ro d u c t s  a n d  s e r v i c e s .  W h e n  we  m ove d  to 
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M y own  re cent  re search on market ing events,  involv ing 
a  survey  of  1500 bus iness  decis ion-makers  and 
interv iews  wi t h  dozens  of  market ing event  p lat for m 
vend ors ,  re su l ted in  these ins ights  or  observat ions :

Cov i d  a c c e l e ra t e d  t h e  a l re a d y - i n e v i t a b l e  m ove  t o 
v i r t u a l .  Vir tua l  i s  par t  o f  a  new  m ar ke t ing paradi gm 
where  events  wi l l  b e  m o re  num e r o us ,  im pac t fu l  and 
measurable  than be fo re.  D igi ta l  m ar ke t ing plans  wi l l 
inc lude events  as  s tandard in  c us to m e r  e ngage ment 
programmes to  col le c t  m ar ke t/ c us to m e r  ins igh t s  a t 
sca le,  and to  maint a in  a  buye r/ c us to m e r  re la t ionshi p 
over  a  longer  per iod th an jus t  a  buy ing c y c le.

H y b r i d  e ve n t  s t ra t e g i e s  w i l l  p re v a i l ,  b u t  t h e 
d e f i n i t i o n  c h a n g e s .  Marketers  th ink  ‘hybr id’  i s  m ore 
than just  mobi le  apps  for  on-s i te  a ttendees.  They  m ean: 
a  mix  of  on-s i te  wi th  v i r tua l  a ttendance,  wi th  a ttend ees 
t reated equal ly ;  a  ca lendar  wi th  on-s i te  and v i r tua l 
events  coordinated in  a  hub and spoke engagem ent 
s t ra tegy;  p lus,  the  abi l i ty  to  swi tch  to  v i r tua l  a t  shor t 
not ice  i f  pandemic  c i rcumstances  change.  

Eve n t s  e l e v a t e  t o  i n t e g ra l  c o m p o n e n t  o f 
e n g a g e m e n t  s t ra t e g y.  New  K PIs  w i l l  ne e d to  be 
created for  event  e ngage m e nt,  va lue  c apture  and 
customer  ins ights.

To  i m m e rs e  o r  n o t  t o  i m m e rs e,  t h a t  i s  t h e 
q u e s t i o n .  Many v i r tua l  e ve nt  ve ndo rs  l ike  to  demo 
and create  3D,  CGI- l ike,  avatar -dr ive n,  c o nfe re nce 
envi ronments.  A  debate  w i l l  pre va i l  th r o ugh o ut  2022 
among marketers  and atte nde e s / s pe ake rs / exh ib i t ors 
as  to  whether  or  no t  th is  i s  ne c e ss ar y.  A l re ady,  a  good 
proport ion  of  marke te rs  w i l l  o pt  fo r  a  m o re  prag mat i c 
exper ience –  someth ing l ike  a  Ne t f l ix .  Th e y  w ant  t o 
create  a  content  hub o r  c o r po rate  s t re am ing plat form 
over  t ime where  re c o rdings  c an be  le ve rage d in 
campaigns  or  even jus t  be  d is c ove re d. 

V i r t u a l  e ve n t s  e n c o u ra g e  f u r t h e r  g l o b a l i s a t i o n . 
Most  v i r tua l  events  a tt rac t  and dis c ove r  new 
attendance f rom inte r nat io nal  audie nc e s .  Th is 
ra ises  new chal leng e s  fo r  e ve nt  o r ganis e rs  (and  t he 
p lat form they  se lec t )  a r o und lo c a l i s at io n,  s upport i ng 
synchronous  and asy nc h r o no us  pre s e ntat io ns  and 
meet ings,  as  wel l  as  c o m pl ianc e  iss ue s  s uc h  as  u s i ng 
attendee and engage m e nt  data.   

1 5   S E C T I O N  5
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Ac h i e v i n g  a  b a l a n c e  
b e t w e e n  m a r k e t i n g  e ve n t 
t e c h n o l o g y  a n d  s t ra t e g y     

More than half  of the companies have between six 
and 10 such vendors to manage. Companies have 
been working with multiple MEM solutions because 
most did not have a centralised procurement strategy 
for this topic. We expect this to change in the 
next 18 months. When many companies ran virtual 
events during the early days of the pandemic, their 
immediate goal was to cover an already-planned live 
event with an online alternative as a work-around. 
Many executives made short-term decisions about 
the platform, and optimisation wasn’t yet part of 
their strategy – just getting it  done was the focus. 
Generally speaking, event participants and speakers 
were just pleased to be able to log in to any platform 
and be able to discuss business topics again.   

Whether organising an event or presenting at one, 
the general experience was that most of event 
platforms deployed were not purpose-built  for virtual 
events. They were originally designed to provide 
other services, such as webinars, e-learning course 
management, or just event registration. Over the past 
few months, however, many MEM platform providers 
have been releasing new, dedicated software, to 
better support virtual events of al l  sizes – fuelled, of 
course, by massive injections of venture capital into 
several of these vendors.   

6.1. Reviewing the MEM technology  
vendor landscape 

In my own, separate, research report on MEM 
based on the survey and interviews, I  pointed out 
the following challenges that many MEM platforms 
vendors are facing:

In that global survey, which was in Q3 of 2021, I 
asked 1500 businesses decision-makers: “How many 
different software vendors does your company work 
with in your current marketing event management 
stack, counting all  tools supporting virtual meetings, 
video conferencing, conferences and events, and 
trade shows?” Marketing event management (MEM) 
refers to a wide range of processes involved in the 
management of al l  customer events, such as lead 
generation events, trade shows and conferences. 
MEM software solutions help enhance the quality of 
virtual and physical events and meetings, as well  as 
providing enhanced management visibil ity for the 
event organisers. The applications can streamline  
the planning, scheduling and overall  event 
organisation, including: 

	› Event registration and ticketing.

	› Event planning and logistics.

	› Event marketing.

	› Speaker management.

	› Support for presentations, chats,  
demos and exhibitions.

	› Analytics and reporting.

	› Event content management.  

	› Meeting management.

	› Meeting recording.
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I was able to produce the following (alphabetical) 
l ist  of market-leading platform vendors, as scored by 
both the respondents and myself: 

	› Accelevents.

	› Airmeet.

	› Bizzabo.

	› Certain.

	› Cvent.

	› Kaltura.

	› MEETYOO.

	› Notified.

	› ON24

	› RainFocus.

	› SpotMe.

	› vFairs

	› Zoom

	› 6Connex.

The vendors CadmiumCD, Circa, Hopin, Splash 
and Microsoft were also rated highly by the survey 
respondents. The overall  vendor landscape for MEM 
listed above is a broad mix of vendors, with a wide 
variety of claims: you will  l ikely need more than one of 
them to cover your entire marketing event calendar.

The other clear variation of vendors is based upon 
target markets. For instance, many only sell  to 
the tech industry, where marketing is the most 
sophisticated. Others, meanwhile, focus on the needs 
of marketers in other industries. As always, it  also 
varies according to whether you are a medium-sized 
company or a large international enterprise.

The MEM vendor landscape bewilders, and so 

vendors must tell  better stories.  The over-100 MEM 

vendors out there have a variety of roots. Some  

have just repackaged traditional offerings through 

new product positioning. Others, meanwhile, 

are meeting platforms that are good for that core 

purpose, but not necessarily f it  for larger events, 

or vice-versa. Most are challenged, however, to 

communicate the benefits of their technologies to 

business-oriented marketers.

Integration into marketing stacks will  become 

paramount.  In most companies, MEM will  become 

part of the martech stack by 2023, and vendors wil l 

be required to connect with CRM and marketing 

automation systems. Marketing will  also want to 

pull  real-t ime event data into their customer data 

platforms (CDPs) and will  want reports/analytics on 

event impact, r ight up to consolidating the overall 

impact of event programmes.

MEM will move from a project business to an 

enterprise business model. The events business 

was traditionally aligned to projects across an 

events calendar. When events become part of a 

holistic marketing strategy, CMOs and procurement 

executives wil l  force more of a software/hosting 

l icensing model based upon usage and impact. Then, 

they will  even want to negotiate towards a value-

based pricing relationship. Savvy vendors should 

plan to collect engagement and attendee data for 

themselves to support this desire. 

Vendors must manage growth expectations as the 
turbulence dies down.  In 2020–2021, MEM vendors 
enjoyed growth numbers of 100–300% in customer 
numbers, revenues and headcount, and many of them 
are now set up with venture capital to invest strongly 
in R&D, sales and services. Investors tend to drive 
towards their own exit strategies and may pressure 
their clients to continue their momentum, which can 
lead to overpromising, and/or buying market share 
through discounting.

Vendors must also manage growth pains.  Any 
company with that growth experience must usually 
deal with growth challenges l ike integrating new 
employees, standardising their offerings and 
maintaining customer relationships.
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Wo rd s  o f  w i s d o m  f ro m 
S k i p  F i d u ra   

S k i p :  Yes,  p r i or  t o  t he  p andemic,  a 
d i g i t a l  ex p er i ence t yp i ca l l y  meant 
a  d i semb od i ed  voi ce  t a l k i ng over 
t he  same s l i d es  t hat  were  used for 
a  p hys i ca l  p resent at i on.  N o rea l 
t hou ght  was  g i ven t o  t he  needs 
of  t he  au d i ence.  I t  was  j u st  a  way 
t o  g i ve  you r  content  a  l onger 
shel f  l i fe.  N ow,  t he  b rand s  that 
have a l ways  b een event  heavy  are 
not  onl y  h i r i ng event  companies 
t o  manage t he  p hys i ca l  event, 
b u t  t hey  have teams of  wr i ters , 
d i rect ors  and  p rod u cers  f rom the 
T V and  f i l m i nd u st ry  t o  p roduce 
t hei r  d i g i t a l  event s.

Pe te r :  Do you  t h i nk  t hat  market ing 
shou l d  now comp l ete l y  own the 
event  fu nct i on?

S k i p :  N ot  t o  sou nd  l i ke  a 
p ol i t i c i an,  b u t  I  d i sagree wi th  the 
p remi se  of  t he  qu est i on!  I  don’t 
t h i nk  t here  was  ever  a  t i me when 
t he  market i ng d ep art ment  should 
n o t  have owned  event s.  Events  are 
j u st  anot her  channel  for  d el iver ing 
content .  Market i ng shou l d  own 
content  creat i on  and  d el i very.

Park i ng t hat  rant ,  however,  I  do 
t h i nk  t hat  event  management 
need s  t o  b e a  sp eci a l i sed 
fu nct i on wi t h i n  market i ng.  To 
ru n  a  l a rge hyb r i d  event ,  you are 
goi ng t o  need  set  d es i gners, 

Pe te r :  S k i p ,  I  know t hat  you 
h ave  h o sted  p l ent y  of  market i ng 
e ve nts ,  v i r t u a l ,  hyb r i d  and 
phys ic a l .  Whi ch of  t hese  d o you 
th ink  de l i vers  t he  most  va l u e  t o 
an  o r gani sat i on,  and  why? 

S k i p :  That  rea l l y  d ep end s on t he 
go als  o f  t he  organi sat i on.  Du r i ng 
th e  pand emi c,  a l l  event s  went 
v i r tua l .  What  t hat  meant  was  t hat 
m ar ke t ing d ep art ment s  were  no 
lo nge r  hoard i ng t hei r  b est  content 
fo r  th e i r  l i ve  event s.  T h i s  content 
be c am e  access i b l e  g l ob al l y  and 
I  th ink  a  l ot  o f  comp ani es  were 
s h o c ke d b y  how mu ch attent i on 
th e i r  v i r tu a l  event s  got  f rom 
o uts ide  of  t he i r  core  market s.  I f 
y o ur  go al  i s  t o  b road en you r  reach, 
th e n y o u need  t o  have some v i r t u a l 
c o m po nent ,  whet her  t hat  i s  t ot a l l y 
v i r tua l  o r  hyb r i d .

At  th e  s ame t i me,  t here  are  
th ings  y ou  can d o i n  rea l  l i fe  t hat 
de l ive r  b r i l l i ant  ex p er i ences  whi ch 
are  h ard t o  rep l i cate  v i r t u a l l y.  I f 
y o ur  go al  i s  t o  create  a  memory 
th at  w i l l  connect  you r  b rand  wi t h  a 
gre at  exp er i ence,  t hen a  p hys i ca l 
e ve nt  m ay  b e t he  b est  way  t o 
de l ive r  that .

Pe te r :  Do you  t h i nk  t he  re l a t i ve 
im pac t  o f  t he  d i g i t a l  event  format s 
h as  c h anged  over  t he  p ast  years?

S K I P  F I D U R A  

P ro p ol is  Hive  ambassador, 

Exe c ut ion & Campaigns
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l ight ing des igners,  s o und te c h s , 
l ight ing techs,  v ide o  play bac k 
techs,  s tage manage rs ,  f r o nt 
o f  house s ta f f,  produc e rs , 
broadcast  d i rectors ,  c am e ra 
operators,  network  adm ins  and 
v ideo edi tors .  I  am s ure  th at  I 
am forgett ing some pe o ple,  but 
the  point  i s  that  running a  hy br id 
event  requi res  som e  h igh ly 
specia l i sed sk i l l s  th at  h ave  to  a l l 
work  together  f rom  th e  planning 
s tages  to  del iver  a  gre at  e ve nt.

Pe te r :  What  do th ink  abo ut  my 
predict ion  in  the  Re c o m m e n d a t i o n s 
chapter  that  la rge m ar ke t ing 
events  (not  webinars)  ne e d to 
become more enter ta in ing and 
prov ide a  greater  expe r ie nc e, 
a lmost  TV- l ike? 

S k i p :  I  absolute ly  agre e,  and 
I  th ink  the  word ‘ente r ta in’  i s 
a  good one to  use.  We  ne e d 
to  focus  on both  de f in i t io ns  o f 
‘enter ta in’ .  F i rs t  and fo re m o s t, 
we need to  del iver  o ur  c o nte nt 
in  a  way  that  i s  en jo y able  to 
the  audience.  I ’ve  be e n to 
events  where  i t  fee ls  l ike  a l l  th e 
creat iv i ty  was  used  to  ge t  m e  in 
the  room and not  e no ugh  th o ugh t 
was  g iven to  keepi ng m e  th e re.  I 
th ink  audiences  are  go ing to  be 
much more discern ing and give 
you feedback  wi th  th e i r  fe e t .

We a lso  need to  fo c us  o n th e 
other  def in i t ion  of  ‘e nte r ta in’  –  to 
g ive  attent ion or  co ns ide rat io n 
to.  Di f ferent  par ts  o f  th e  audie nc e 
have di f ferent  needs ,  w h ic h  we 
need to  cons ider. 

When we t ake  a  ha l f  hour 
network ing b reak  at  t he  in -p ers on 
event,  we  need  t o  of fer  c ontent 
to  our  onl ine  aud ienc e.  T his  not 
only  keeps  t hem  engaged ,  b ut 
a lso  g ives  t hem  c ontent  t hat  i s 
exc lus ive  t o  t hat  ex p er ienc e. 
However,  we s hould  not  s t op 
at  jus t  the  d i f ferent  venues .  We 
need to  t h ink  ab out  t he  d i f ferent 
needs  of  t he  aud ienc e wi t h in  eac h 
venue.  Fo r  ex am p le,  m ay b e a  s ign 
language  inter p reter  c ould  m ake 
an  event  m ore  ac c ess ib le  for  t he 
in -person aud ienc e.

Pe te r :  A nd  t he  p rop osal  t hat 
m ar ke t ing event s  record i ngs  wi l l 
be c o m e  a  content  feed  for  some 
s o r t  o f  Net f l i x- l i ke  content  l i b rary 
w h e re  prosp ect s  and  cu st omers 
c an br owse and  enj oy  cu rated 
v ide o s  o n-d emand .  Do you  t h i nk 
th at  w i l l  hap p en and ,  i f  so,  what 
s o r t  o f  new sk i l l s  wi l l  t hat  requ i re 
in  c o nte nt  market i ng teams?

S k i p :  I  th i nk  i t  mu st  hap p en. 
We  s pe nd  a  l ot  o f  t i me t ry i ng t o 
gue ss  w hat  p hase of  t he  cu st omer 
jo ur ne y  a  p rosp ect  i s  i n  a t  any 
g ive n m oment  and  t hen d el i ver 
th e  r igh t  p i ece of  content .  A 
be tte r  app roach i s  t o  make a l l 
y o ur  c o ntent  ava i l ab l e  and  gu i d e 
th e m  to  the  i n format i on t hey 
ne e d.  I  th i nk  of  t h i s  l i ke  p l ay i ng 
dar ts  (o r  a t  l east  me p l ay i ng 
dar ts) .  I f  you  a l ways  a i m for  t he 
bul ls e ye,  you  wi l l  mi ss  more  of ten 
th an no t.  On t he  ot her  hand ,  i f 
y o u’re  a imi ng  
fo r  th e  board  you  wi l l  b e  mu ch 
m o re  s uccess fu l .
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S E C T I O N  9 :  P E T E R  O ’ N E I L L

Re c o m m e n d a t i o n s

	› Recruit media talent.  The largest B2B companies 
wil l  be creating their own ‘Netfl ix’ websites with full 
presentations and atomised videos of the speakers who 
have featured in recent marketing events, plus further 
thought leadership and educational content. Over 
time, the expectation among all  B2B buyers wil l  be to 
enjoy the same type of experience. So, when further 
recruiting content marketing staff,  you should be 
looking for people with video management and editing 
skil ls,  or providing training for these capabilit ies. 

	› Configure event data into your customer data 
management strategy.  As you extend your customer 
data management (CDM) processes and strategy, 
ensure that the CDM team are able to collect and 
collate event engagement data as well.  This requires 
process design and ensuring that the selection criteria 
for new event platform software includes  
this requirement. 

	› Don’t neglect the content expectations of your 
ecosystem members.  While the intent to provide an 
entertainment and memorable experience in future 
marketing events is understandable, savvy marketing 
executives wil l  also continue to generate content that 
provides deeper information to technical buyers and 
product or service user/consumer-personas. 

Planning a marketing event calendar for f iscal or 
calendar 2023 is probably going to be one of the 
more strategic programmes for many B2B CMOs and 
marketing directors over the next months. Many in 
marketing used to see events as nice-to-have vanity-
driven exercises of corporate PR. In future, it  wil l  
be an integral part of an overall  customer 
engagement strategy.

Future marketing plans wil l  include both physical and 
digital  events as standard in customer engagement 
programmes; to collect market/customer insights at 
scale and to maintain a buyer/customer relationship 
over a longer period than just a buying cycle. A B2B 
CMO I’ve met recently talked about future plans as 
more of a ‘media strategy’ than a marketing strategy. 
I  know of several large tech vendors that already have 
concrete plans into 2024 for large scale, multi-media, 
highly-branded events accommodating thousands of 
delegates and providing an outstanding conference, 
networking and banqueting experience for business 
partners and customers alike.

Virtual marketing events wil l  become part of a new 
marketing channel, scheduled and atomised across 
the whole calendar and much more numerous, 
impactful,  and measurable than before.

The interviews documented in the body of this report 
contain a series of recommendations for you to 
take note of, but I  would l ike to add a couple more 
strategic thoughts. You may not need to do it  this 
year, or even next, but I  suggest that you should be 
at least considering the following initiatives over the 
next two to f ive years: 
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gives al l  organisations the keys 
they need to unlock the attendee 
engagement that drives event and 
organisational success. 

People value their  t ime now more 
than ever, and venues and marketing 
event management software vendors 
have a job to do to help event 
planners create special,  easy-to-get-
to experiences that satisfy the needs 
of attendees. They need to make it 
easy for organisers to understand 
what is  on offer from space, food 
and entertainment to sustainabil i ty 
measures, technology specif ications 
and collaborative tools. 

This report does a fantastic job  
of  outl ining the challenges that exist 
within the technology landscape of 
too much choice, with not enough 
explanation, so vendors must tel l 
better stories to make their  offerings 
clear.  I t  is  good to see that there is  a 
renewed focus on integrations into 
marketing stacks, as capturing the 
r ight data from events wil l  help to 
al leviate one of the top challenges 
outl ined in the report of  data 
strategy and discipline.

Cvent  is  pleased to be a  part 
of  such important  research and 
are excited to see how venues, 
marketers,  planners,  and 
technology vendors cont inue to 
col laborate to meet  the needs of 
both organisat ions and attendees.

the return to in-person events. But 
venues are seeing that l ive event 
frequency and attendee numbers are 
bouncing back to the same levels as 
they were pre-pandemic because of 
this need to get together, network 
and collaborate.

Now that marketers and event 
organisers are armed with more 
information around when to 
go hybrid, which events suit  a 
digital-only format and the level 
of  targeting and depth of value 
proposit ion required to run in-
person events, i t ’s  clear to see that 
i t  is  not about the r ise and fal l  of 
one format over another. Virtual 
is  not dying, hybrid is  just  getting 
started and there is  no room for 
pitt ing the varying formats against 
each other. Instead, it ’s  about how 
to shape a total  event programme 
that is  tai lored to the needs of your 
audience and event objectives. 

Attendees interviewed for the 
report are clear with their  needs 
and art iculate well  what drives them 
to attend dif ferent events. They 
do well  to provide suggestions 
on when each format works for 
them and what can be provided 
before, during and after events. 
This feedback should be taken 
seriously and should be shared with 
marketers,  event organisers,  venues, 
suppliers,  and board members al ike. 
Listening to this attendee feedback 

Collaboration, networking, 
dialogue,  and discussion.  I t ’s  no 
surpr ise that  in-person events 
resumed their  r ightful  place 
as  one of  the best  performing 
market ing channels.  But  what 
is  interest ing is  that  they have 
transformed into meetings of  a 
di f ferent  k ind.  Whereas in  the past 
content  was certainly  k ing,  now 
a healthy balance of  networking 
opportunit ies  and roundtable 
sty le discussion alongside a 
compel l ing agenda f i l led with best 
pract ices and case studies ( rather 
than thought leadership)  go hand 
in  hand at  the top of  the l is t  of 
attendee requirements.

It ’s great to hear feedback such as 
this from across the industry, and 
this report enables us to understand 
how to move forward with the 
hundreds and thousands of events 
that are due to take place over 
the next year.  There was a worry 
of  how the pandemic would affect 

F E L I C I A  A S I E D U  

senior  market ing manager, 

Euro pe,  Cvent
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B2B Market ing was  fo unde d in  2 0 0 4 ,  s tar t ing l i fe 
as  a  pr int  magazine.  I t  h as  s inc e  e vo lve d into  the 
wor ld’s  go- to  resourc e  fo r  B 2 B  m ar ke te rs  lo o king 
to  become best - in -c lass  a t  w h at  th e y  do,  and pl ace 
themselves  a t  the  f o re f r o nt  o f  m ar ke t ing e vo lut ion.

B2B Market ing pro duc e s  a  num be r  o f  pr o duc ts , 
inc luding:  ins ight  re po r ts ;  in te r v iews  w i th  th e 
best  minds  in  the  b us ine ss ;  T h e  B 2 B  M a r ke t i n g 
Po d c a s t ;  webinars;  c o nfe re nc e s ;  and e ve n Aw ard s 
programmes.

The la test  product  in  B 2 B  M ar ke t ing’s  exte ns ive 
port fo l io  i s  Propol is  –  an  exc lus ive  c o m m uni ty  for 
B2B marketers .  Pro po l is  g ive s  y o u ins tant  ac c e ss 
to  unbiased expert s ,  t ra in ing,  te c h nic a l  re s o urces, 
research and peer - to -pe e r  le ar n ing,  a l l  s uppo r ted  b y 
a  dedicated custom e r  s uc c e ss  m anage r.

Want  to  learn  more  abo ut  B 2 B  M ar ke t ing o r  Pr op ol i s 
speci f ica l ly?  Just  ge t  in  to uc h  us ing th e  c o ntac t 
deta i l s  below and s tar t  y o ur  jo ur ne y  w i th  us  to day.

 
 
b2bmarket ing.net 
propol is .b2bmarke t ing.ne t

in fo@b2bmarket ing .ne t 
+44 (0)20 7014 492 0
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A b o u t

Cvent  i s  a  l ead i ng meet i ngs,  event s  and  hosp i ta l i ty 
technol ogy p rov i d er  wi t h  more t han 4,300 
emp l oyees  and  near l y  21 ,000 cu st omers  wor l dwide. 
T he comp rehens i ve  Cvent  event  market i ng and 
management  p l at form of fers  sof t ware  sol u t i ons  to 
event  organi sers  and  marketers  for  onl i ne  event 
regi s t ra t i on,  venu e se l ect i on,  event  market i ng and 
management ,  v i r t u a l  and  ons i te  so l u t i ons,  and 
attend ee engagement .  Cvent ’s  su i te  of  p rod u cts 
au t omate  and  s i mp l i fy  t he  ent i re  event  management 
p rocess  and  max i mi se  t he  i mp act  o f  i n -p erson, 
v i r t u a l ,  and  hyb r i d  event s.  Hotel s  and  venu es  use 
Cvent ’s  su p p l i er  and  venu e sol u t i ons  t o  wi n  more 
grou p  and  corp orate  t ravel  b u s i ness  t hrou gh Cvent ’s 
sou rc i ng p l at forms.  Cvent  so l u t i ons  op t i mi se  the 
ent i re  event  management  va l u e  chai n  and  have 
enab l ed  c l i ent s  arou nd  t he  wor l d  t o  manage mi l l ions 
of  meet i ngs  and  event s.

Cvent

http://b2bmarketing.net
http://propolis.b2bmarketing.net
mailto:info%40b2bmarketing.net?subject=
http://propolis.b2bmarketing.net
https://www.cvent.com/uk
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