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A SURVEY ON COVID-19
BY KONGRES MAGAZINE
Survey dates: March 15 - April 2, 2020

The editorial board of Kongres Magazine wanted to attain first-hand information from members of
the meetings industry and hear their thoughts on the COVID-19 situation. A survey was sent out and
Kongres Magazine managed to reach 522 respondents from 35 countries. The survey provides
interesting insight into the thought-process of meeting planners when it comes to critical,
unpredictable changes like a global virus outbreak in our industry. All data in the survey was
gathered by Kongres Magazine according to GDPR regulations and their privacy policy.

NUMBER OF ANSWERS
522 respondents from 35 countries
EVENT CANCELLATIONS

On average, every meeting planner
has had to cancel 7,86 events and
postpone 9,59.

60.9 %

believe we should delay all
meetings for the next few months.

18.8 %

believe we should cancel all
meetings for the next few months.

11.7 %

believe it should be handled
on a case-by-case basis.

4.7 %

believe we should continue to
hold meetings in areas that
are not significantly affected.

How concerned are you about
COVID-19 affecting your business?
71.7 % of meeting
planners are VERY
CONCERNED and
only 5.5 % are

75 %

50 %

25 %

NOT CONCERNED
by the situation.

0%

Very concerned

Concerned

Not concerned

What do you think are your chances
of getting sick with Coronavirus?
When asked about the chances of getting sick with
Coronavirus, 55% of meeting planners said their chances of
getting sick are MEDIUM, 29.9 % of meeting planners think

WORK

they are LOW, while only 15.1% think they are HIGH.

84.5 %

said they will continue to work
from home during office closure.

10.1 %

said that work is halted, but
compensation is provided.

70.3 %

have banned all travel globally
for their employees

5.4 %

said that work and
compensation are both halted.

10.9 %

have banned only nonessential
travel for their employees

10.2 %

have banned all nonessential
travel to all affected locations

4.7 %

have not banned travel, but are
monitoring the situation

23.734

43.161

How is work handled when an employee is quarantined
or in self-imposed isolation (but not infected)?
Employee works remotely 74.4 %
Employee uses sick leave 20.2 %
Employee uses personal days 1.6 %

TRAVEL

A SURVEY ON COVID-19
BY KONGRES MAGAZINE

How would you describe your
company's reaction to the outbreak?

BIGGEST RISKS
Liquidity Risk - 37.50 %

Late follower
8.6%

Interest Rate Risk - 14.17 %
Purchasing Power Risk - 14.17 %
Tax Risk - 11.25 %

Pioneer
39.8%

Early follower
51.6%

Political Risk - 10,42%
Legislative Risk - 8,75%

Other (3,75%)
No income
Bankruptcy

Early follower — actively collects external information and reacts promptly
Pioneer — acts proactively and makes timely decisions to tackle the matter
Late follower — relies heavily on external information
Lone ranger — imposes very little change

Can you estimate how much your
profits will decrease in 2020
because of COVID-19?
40% decrease in profits – 31,1 %
60% decrease in profits – 25.4 %
80% decrease in profits – 22.1 %
20% decrease in profits – 17.2 %
100% decrease in profits – 4.1 %
The fact that most meeting planners think their profits in 2020
will suffer greatly because of COVID-19 are very alarming.

In these hard times, we need:
43.161
Information - 35.52
%
Ideas - 26.64 %

Losing members
Loss of future work
Laying off and subsequently loosing staff
Global economic breakdown risk
Generally all PEST Factors

ALTERNATIVE EVENT FORMATS

Webinars
Video conferences
Hybrid events
Small team events
Live Streaming
MOST TRUSTED SOURCE OF INFORMATION
The local or national government - 40.3 %
Health professionals - 34.1 %
News - 17.1 %
Other - 3.9 %
Social Media - 3.1 %
Friends, family - 1.6 %
Not Donald Trump

Inspiration - 22.39 %

Scientific and governmental sources

Insights - 15.44 %

Specialised websites

THOUGHTS ON THE
COVID-19 SITUATION
“Many companies will disappear, especially small ones like ours in Spain. We will have to rethink our
business and how to continue … Thanks to Kongres Magazine for this survey and the possibility of
expressing ourselves in the face of such a difficult situation. We will read your conclusions”
“A disaster but health is more important!”
“We need to help each other… COVID-19 is a sickness, not the end of the world”
“It will be a big challenge not only for organisers, associations and meeting planners but also for
the meeting industry suppliers. Some companies might not survive this if not supported well by
their governments. Still it is a chance for new ideas, new development, strategies and a more
sustainable meeting culture in the future.”
“It is an unplanned hardship that has come really hard at our industry. One can never be prepared
for such a situation, but I guess people will learn from this and start inculcating clauses to cover
for such eventualities while contracting.”
“I think we should use this time of less work to rethink, reorganise and prepare ourselves to be
more than ready when the market and travelling industry open again. Maybe reinvent ourselves.”

“I think, especially in Italy and Lombardy where I live, that the meeting industry will come slowly to
a normal situation not before the end of 2020. COVID-19 has been a tragedy for Italy’s economy
but we are strong and will survive.”
It will change our industry dramatically after. Darwin will come to mind again, this will be the
survival of the fittest and smartest. It looks like our business plan for 2025 will be happening
sooner than we thought…”
“Many companies will be experiencing difficult times in terms of cash flow and tax payments. It
depends how long it will take … many jobs will be eliminated unfortunately. Governments must act
rapidly to give financial support to the MICE and travel industry”
“If the crisis continues for more than 3 months it will ruin many businesses. Many companies will
go under. We still don’t know how the market will react after the pandemic. How long the
43.161
economic
effect will last. Support from the governments through a package of financial measures
and business solidarity is crucial in these moments.”

“Fear is a bad adviser”

KONGRES MAGAZINE'S
RESEARCH ON POST-CORONAVIRUS
MARKETING STRATEGIES
Survey dates: March 31 - May 18, 2020
Restarting marketing activities after the coronavirus crisis is one of the burning matters that members of
the meetings industry face right now. Kongres Magazine wanted to analyse their post-pandemic
marketing plans and sales strategies. This is the second survey in a series of research articles that tackle
the most interesting trends in our industry. 361 meeting planners completed our survey. All data in the
survey was gathered by Kongres Magazine according to GDPR regulations and their privacy policy.

NUMBER OF ANSWERS:
361 respondents
TOP PRIORITIES

34.5 % – Carrying out postponed events
25.3 % – Improving engagement with clients
13.8 % – Reaching a relevant audience
11.5 % – Revenue increase
8.0 % – Carrying out cancelled events
4.6 % – Increasing the number of events
2.3 % – Increase in sales
COMMUNICATION CHANNELS

How confident are you in the
meetings industry recovering after
the COVID-19 crisis?
The answers to this

50 %

question showed

40 %

us just how

30 %

uncertain the

20 %

current situation is.

10 %
0%

48.3 %

33.3 %

18.4 %

Optimistic

Not sure

Pessimistic

Do you expect your marketing
budget to change in 2020?
67.8 % expect their marketing budget to decrease, many of

The most used offline/online
communication channels during this crisis

them have already ruled it out completely, as they believe it
presents an unnecessary expense right now. 23% think it will
stay the same and only 8% believe it will increase.

Social Media (Facebook, LinkedIn, Instagram)
Website and web portal

23.734

Direct Marketing (newsletter, e-mail)
Online events (webinars)

43.161

Sales calls will become the
most important lead generation
tool after the crisis.

In which of the following
digital distribution
channels will you INVEST
MORE after the crisis?
18.43 % – Website
18.09 % – Social (Facebook, LinkedIn)
11.26 % – E-mail
8.87 % – Online events (webinars)
8.53 % – SEO (Organic Search)
7.85 % – Social Communities
7.17 % – Video Advertising

KONGRES MAGAZINE'S
RESEARCH ON POST-CORONAVIRUS
MARKETING STRATEGIES
When do you think is the
best time to start marketing
your product again?

What is the first thing you will do
when the crisis is over?
41.0 % – Visit friends and relatives
16.3 % – Have a drink with friends

Now

12.3 % – Enjoy a nice meal in a restaurant
10.5 % – Travel somewhere/take a vacation

When things go back to normal

5.8 % – Visit a barber and hair dresser

After the ban of events

3.5 % – Stay in self-isolation at home
Next year
0%

1.0 % – Attend a concert
20%

40%

60%

SOURCES OF INFORMATION
The most useful sources of information when
it comes to finding information on event
destinations or event venues:

Direct contacts

1.0 % – Go to the movies

How satisfied are you with
international MICE associations as a
48.3 %
33.3 %
18.4 %
marketing tool during the crisis?
53.5 % - Neutral

Friends and colleagues

20.9 % - Somewhat Satisfied
11.6 % - Somewhat Dissatisfied
8.1 % - Very Dissatisfied

Convention Bureaus

5.8 % - Totally Satisfied

Google
MAJOR CHALLENGES AFTER THE CRISIS
1. Distrust and fear of traveling abroad

5. Overload of information

The burning question… is it safe to travel?

Overflow/excess of advertising coming from destinations/providers

2. Security problems with transportation

6. New event formats

Getting people to travel again

Cheaper but more flexible events

43.161

3. Security problems during events with many people

7. Low budgets

Activate the trust in meeting

Price dropping – how to get on the same level as before the crisis

4. Cleanliness and sanitation of hotels and restaurants

8. Market segmentation

Safety and hygiene of the venues

Not all markets will recover at the same time/in the same way

WORD CLOUD

CONTENT
MARKETING

PROMO VIDEOS

ONLINE EVENTS
(WEBINARS)

WEBSITE
HIGH-END VIDEO
ADVERTISING

SOCIAL MEDIA
SEO

SOLIDARITY FUND

CRM

FAM TRIPS

GUERRILLA ADD

If someone gave
you 500.000 EUR to
spend on marketing
after the crisis,
where would you
invest it?
BLOGGERS

MORE CONTENT

RELIABLE
INFORMATION
NETWORK

LINKEDIN

MOBILE APP

STORYTELLING

WHAT TYPE OF MARKETING WILL PRODUCE THE
GREATEST ROI AFTER THE CRISIS?
Online solutions where you can reach the right target group make sense. Example: if
you are an international MICE supplier and you want new business with buyers from
Germany you need to have: the right target group and digital awareness for your
brand in line with the wishes and the needs of the German target group.
Direct communication with clients, relevant online & social media presence.
Regular newsletters sent to clients and agencies, sales calls and personal
connections (personal contacts, lobbying).
Marketing directed at current partners and clients, communications that
improve reputation and highlight trust.
This will not change and everyone will continue to use those digital
marketing channels (especially social media, media service providers, web
in general. Also it's affordable.

KONGRES MAGAZINE'S RESEARCH
ON COVID-19 EVENT RESTRICTIONS
Survey dates: April 24 - May 7, 2020

The third survey in a series of research articles by Kongres Magazine delves into restrictions connected to
organising events and their gradual removal. We wanted to know what event organisers, venues, congress
centres and hotels think about the measures that have brought our industry to a complete halt. The sooner
the liberalisation of socialising at certain types of events happens, the sooner restrictions will get removed.

NUMBER OF ANSWERS:
509 respondents

Will participants be
wearing masks at
events for the
foreseeable future?
The way events are organised will change completely in the
future. Wearing masks at events is something that we never
thought we would be discussing. Most respondents agree that
participants will be wearing masks at events in the future.

46.7 % - YES
31.5 % - I am not sure
13.0 % - NO
In addition to the attendees, 64.1 % of respondents believe
that employees will also have to wear masks at future events.

When do you plan on carrying
out your first live event?
Autumn 2020 - 52.7 %
Summer 2020 - 12.1 %
Winter 2021 - 12.1 %

When do you think European
governments will allow events
48.3 %
33.3 %
for up to 100 people?

18.4 %

September 2020 - 34.1 %
2021 - 18.7 %
October 2020 - 14.3 %
August 2020 - 9.9 %
July 2020 - 8.8 %
October 2020 - 7.7 %
June 2020 - 5.5. %

Will professional medical staff
need to be present at events?
45.1 % - NO
26.4 % - YES
18.7 % - I am not sure
Depends on the size of the event
Yes, to measure temperature
Only for big events

December 2020 - 1.1 %
NECESSARY MEASURES
The vast majority of respondents agree that
disinfection of conference halls and handing
out hand sanitisers to participants are the
most necessary measures.
Disinfection of conference halls - 4.5
Handing out hand sanitisers to participants - 3.6

Depends on the format & structure of each event

Checking body temperature at the entrance - 2.9

Yes, always

Providing masks - 2.6

A well defined protocol is enough

Medical staff for controlling medical procedures - 1.3

KONGRES MAGAZINE'S RESEARCH
ON COVID-19 EVENT RESTRICTIONS

THE MOST IMPORTANT TECH
We are in for big changes when it comes to event
technology. Sooner or later, we will have to go 100% digital
and respondents agree that fast internet connectivity will
be the most important factor of future events.

Good internet connectivity 4.63

How will you handle refunds when
an attendee has a confirmed case
of COVID-19?
46,1 % - The entire fee will be refunded
44.9 % - Basic refund conditions apply
9.0 % - The attendee will not get a refund

Video-conferencing systems
with live streaming 4.13
Professional multimedia
technicians 4.04
Interactive conference
systems (e.g. Slido) 3.93

HIGHEST RISK
The respondents ranked the ABOVE 70 age
bracket as the one faced with the highest risk.

How will you exclude high-risk
individuals from your
participant list at future events?
They won't be denied access 41.1 %
By measuring body temperature 25.6 %
Subjective judgement 15.6 %
Other 14.4 %
They will be denied application 12.2 %
With physical control on entry 10.0 %

The optimal length of future events:

1-2 DAYS
Will everyone working in the
meetings industry have to be
tested for COVID-19 in the future?
38.5 % - YES
33.0 % - NO
28.6 % - I am not sure

When do you think the nightmare
by the name of COVID-19 will end?
31.5 % - Spring 2021

We shall inform them about the risk when they register

21.2 % - Summer 2021

Individuals need to be responsible and not attend

15.7 % - Autumn 2020

Own personal responsibility
No discrimination!

13.5 % - Winter 2020/21

Following government rules

6.7 % - Summer 2020

Would need to carry a Health Passport
Pre-conference communication
Medical declaration requirement

3.4 % - Never

OPINION AND ADVICE
What measures would you implement to reduce crowding in public spaces?
By working with the venue to satisfy the requirements dictated by the local, state, & country norms as well as
other common sense input.
Using digital resources for registration management and access validation (interaction with smartphones, for example)
Try to do dinners at open air venues as much as possible. Or organize seating like 2 and 2 at one table in case
of couples which is mostly the case with incentives (guests are invited to bring their spouse to an incentive).
Special signs on the floor, showing people where to go, handling possible crowding with extra personnel
Line control, reduced capacity, bigger exhibition spaces, social distance seating, more employees for faster processes

What can meeting planners do for the safety of their participants?
Education and assurance of what measures are taken.
Take more space than needed for the number of participants so there is greater distance. Make disinfecting wipes,
hand sanitizer and hand washing stations available as appropriate. Possibly survey attendees pre-event regarding
COVID-19 exposure, etc. Pre-event communication with attendees letting them know what precautions the meeting
or event has undertaken for their safety and restating they should not attend if they have a fever or do not feel well.
They need to have safety and security assessment plans/procedures, which are in compliance with local
Government regulations: Space the meeting halls, disinfect all venues and rooms and public areas as often as
possible and put sanitizers wherever possible.
Ensure health security of the venues, technical and support staff for the event, ensure safety distance between
participants and provide support and monitoring services. Health security will be imperative.
First of all let the guests be checked before taking the flight, or let them be in self-quarantine at least 7 days
prior to travelling to avoid being stopped at their airport before flying to Croatia.
Cooperate and coordinate with the providers (venues, catering, hotels) to make sure they have implemented the
security measures. Control by checking in at the event entrance, temperature measures, distribution of masks
and hand disinfection sprays.
Have virtual conferences until it is safe to have physical ones again.

Survey dates: May 8 - June 1, 2020

KONGRES MAGAZINE'S RESEARCH
ON DESTINATIONS AFTER COVID-19
How important will the
destination experience be for
business events in the future?
60 %

Which of the following activities
will you cut as a meeting
planner over the next months?
International trade shows - 19,66 %

40 %

Fam trips - 15,81%

20 %

Domestic trade shows - 12,82 %

Industry Conferences - 14,53 %
Client events - 11,97 %
Site visits - 8,97 %
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Do you prefer virtual fam trips
over destination fam trips?
NO - 82,3 %
YES - 11,5 %
Other - 6,3 %
No, however it is better than nothing
It depends if you can do it safer
I used to prefer in person, but that all has changed
Not usually, but we have no choice at the moment

The use of social media for choosing
a destination is expected to?
56, 3 % - Increase
43,8 % - Stay the same
0,0 % - Decrease

None - 7,69 %
Association memberships
- 4,70
48.3 %
33.3 %%
Partnerships - 2,99 %

18.4 %

What megatrends will influence
and challenge the meetings and
events industry in the future?
24,63 % - Technology
22,43 % - Sustainability
15,81 % - Mobility
9,93 % - Rise of the individual
7,72 % - Demographics
7,72 % - Sharing Economy
7,35 % - Circular Economy
2,57 % - Urbanisation
1,84 % - Feminisation

KONGRES MAGAZINE'S RESEARCH
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In your dealings with
DESTINATIONS (CVB, DMC
etc.) what annoys you most?
PROFESSIONALISM

In your dealings with
DESTINATIONS (CVB, DMC etc.)
what is the most positive?
TAILOR-MADE APPROACH

Lack of professionalism

Personal tailor-made client approach

No direct answers to questions

Receiving answers and suggestions

Slow responses to our requests

Saves time on destination search

Lack of cooperation among local providers

New ideas that I didn't think of

Wrong answers, promises never hold

Quick responses with targeted info

Lack of transparency; price over quality

Partnership approach

CONTENT

KNOW-HOW

48.3 %

33.3 %

Generic unpersonalised information

The knowledge of the area

Not understanding briefs properly

Local knowledge

Less creativity within programme

Knowledge and insight

The information they offer seems generic, typical

Getting insight from the CVB is a critical component

I am always looking for the unique, limited access, personally

Unexpected surprises on locations, hidden gems

connected experiences and it would be nice to work with a

Suggestions and deep knowledge of the territory

CVB that might offer some personalised connections.

Local market knowledge, insider tips

RFP'S

TRUST

Answers not clear and complete

Personalised guidelines

Sometimes their answers are too slow

Trustful source of information

Lack of price clarity

Feeling we are in the same boat

Secret-hidden charges

Dealing as partners

The majority do not have a lot of influence on the local

Sharing results and responsibilities

supplier network, e.g. cannot help with housing contract

Reliability, fulfilled expectations and contracts

OTHER

EXPERIENCE

Arrogance of the locals and close minded associates

Creativity

Forcing to choose a location which is not suitable for us

Optimism

When they only present their paid members

Passion

KONGRES MAGAZINE'S RESEARCH
ON DESTINATIONS AFTER COVID-19

When travel restrictions are lifted, which
destinations are at the top of your list?
TOP 10 FUTURE COUNTRIES

SPAIN

FRANCE

AUSTRIA

GERMANY

PORTUGAL

CROATIA

GREECE

SLOVENIA

MONTENEGRO

UK

L-DAY

WHEN

ARE

PLANNING

LIVE EVENT DAY

FIRST

YOU
YOUR

LIVE EVENT?
TELL US

THE L-DAY CAMPAIGN
Survey dates: May 11 - June 6, 2020

We are certain that many colleagues wake up with the same question; when will I be
able to organise events? To instil some hope and provide information from around the
world, we launched the L-DAY campaign. L-DAY or LIVE EVENT DAY is the day that we
will be able to organise events without limitations. In order to provide the most objective
answer to the afore mentioned question, we asked international experts, influencers,
associations and Kongres Magazine readers to answer three simple questions:

1.

When will your country allow
events for up to 100 people?

2.

When will your country allow
events without restrictions?

20,0 % - JUNE 2020

34,3 % - Don't know and not sure yet

17,2 % - JULY 2020

20,0 % - January 2021

17,1 % - MAY 2020

17,1 % - Beginning of September 2020

11,5 % - SEPTEMBER 2020

8,6 % - April 2020

8,6 % - AUGUST 2020

5,7 % - Beginning of July 2020

2,9 % - DECEMBER 2020

5,7 % - March 2021

2,9 % - JANUARY 2020

2,9 % - End of August 2020
2,9 % - Beginning of October 2020

3.

When are you planning
your first live event?

2,9 % - Beginning of November 2020

22,8 % - SEPTEMBER 2020

5,7 % - MARCH 2021

14,3 % - JULY 2020

2,9 % - OCTOBER 2020

8,6 % - NOVEMBER 2020

2,9 % - DECEMBER 2020

8,6 % - JANUARY 2021

2,9 % - FEBRUARY 2021

8,6 % - APRIL 2021
5,7 % - JUNE 2020

Ever since the COVID-19 pandemic started, Kongres Magazine has been
making an active effort to report about the latest developments with top
quality content, helping the industry wade through the crisis. Our work was
awarded by the readers, who keep returning to the web portal every day.
Thank you for staying with us, even in the most challenging times!
Your Kongres Magazine Editorial Board

LIVE

VS

ONLINE

Survey dates: June 10 - June 24, 2020

Can Online Events Really Replace Face-to-Face Meetings?
The coronavirus pandemic exposed many weaknesses and highlighted unexploited
opportunities in the meetings industry. It seems that we finally found the solution; online
events. These kinds of events existed before the global pandemic, but we want to know - Are
live events really a thing of the past? All events have their upsides and downsides. In the
sixth and final survey, we wanted to find out what you think about the future of events.

NUMBER OF ANSWERS:

693 respondents

PRIMARY BUSINESS OF RESPONDENTS:
30,4 % - Event agency
23,5 % - Agency (PCO, DMC)
13,7 % - Meeting planner
9,8 % - Destination Management Organisation
2,0 % - Venue
Other:
AV service provider
Communication Agency for MICE marketing
Publishing
Training organisation
Association
Local authority

Have you ever attended an online
meeting? If YES, what type?

18.4 %

63,4 % - Webinars
17,8 % - Virtual Conferences
3,0 % - Hybrid Events
2,0 % - Webcast
3,0 % - Virtual Trade Show
10,9 % - Other (please write)

In my work, I use the following
tools on a regular basis:

Event media

How many live events have
you attended last year?
74,5 % attended between 0 - 25 events
10 - 25 events - 25,5 %
5 - 10 events - 24,5 %

99,0 % - E-mail
77,5 % - Video conferencing
60,8 % - Webinars

0 - 5 events - 24,5 %
25 - 50 events - 13,7 %
50 - 100 events - 7,8 %
over 100 - 3,9 %

59,8 % - Online shared documents

LIVE

VS

Are you going to switch
your live events to online
after coronavirus?

65,7 % - Only partly
28,4 % - No
5,9 % - Yes completely

ONLINE

Did attending an online
event make you want to
attend a live event?
NO
29.4%

Do you see online events playing
an important role in reaching a
younger audience?

18.4 %
YES
70.6%

49,0 % - Yes
38,2 % - Not sure
12,7 % - No
How would you monetize
online events?

How do you keep
attendees of online
events engaged?

62,7 % - Registration fee is lower

41,2 % - Great content

38,2 % - Sponsorship

37,3 % - Audience engagement

35,3 % - Through a virtual exhibition hall
21,6 % - It would not be revenue-generating
12.7 % - Registration fee stays the same
2,9 % - Other
Hybrid model, revenue generator
Fees according to the extent of the virtual venue
Still working on it

10,8 % - Gamification
10,8 % - Other
Mix of one and two with a touch of 3
Gamification is the driving force to maintain interest
Provide excellent content and high quality sound and video
It has to be the joining of several different aspects.

LIVE

VS

At what time of
day should online
events be held?
45,1 % - 10 a.m. - noon
20,6 % - 3 p.m. - 5 p.m.
16,7 % - 1 p.m. - 3 p.m.
8,8 % - 5 p.m. - 7 p.m.
6,9 % - 7 a.m. - 10 a.m.
2,0 % - noon - 1 p.m.

Which AI tools can help
improve online events?
53,9 % - Meeting minutes summarisation
34,3 % - Expert suggestion
34,3 % - Opinion mining
30,4 % - Sentiment analysis
28,4 % - Text generation
23,5 % - Voice recognition
13,7 % - Gesture recognition

ONLINE

What skills should
meeting planners poses
after COVID-19?
72,5 % - Flexibility
64,7 % - Online marketing
56,9 % - Event planning
56,9 % - Organisational
52,0 % - Customer services
47,1 % - Digital-user interface
15,7 % - HTML skills
6,9 % - Other
OTHER
Trust and solidarity
Take care of interaction!
Strong contract negotiation
Problem solving skills
Ability to explain tech in user-friendly terms

Why should we organise
LIVE EVENTS?

Why should we organise
ONLINE EVENTS?

Final mark for LIVE EVENTS: 4,02

Final mark for ONLINE EVENTS: 3,02

4,65 - To strengthen relationships

3,15 - To influence others

3,92 - To influence others

3,03 - To make important decisions

3,78 - To make important decisions

3,19 - To solve problems

3,73 - To solve problems

2,70 - To strengthen relationships

18.4 %

LIVE

VS

ONLINE

What makes LIVE
EVENTS successful?

What makes ONLINE
EVENTS successful?

Face to Face meetings are essential. People
engage more. Interact more, network more.

Time saving, cost saving, people listen more
carefully, making the exchanges more effective.

Networking and Face2Face communication

Sustainability

Nothing is better than being face to face.

Eco-responsibility re: flights/consumption

Virtual events don't create the same engagement

Time and cost efficient for the participants

Being part of it and the experience of living it!

No travelling, hotel rooms, or eating out

No matter how good the platform is, it is very difficult to network

Flexibility, sustainability

Live engagement is key to building and strengthening relationships

More affordable, less time consuming

Strong psychological component when we share experiences with others

Full recording immediately after

Connections & Relationship building

Problem solving

Great people

Quick problem solving and sharing of ideas

Genuine connections, nuanced reactions

Stay in touch with your audience even in a crisis situation

Emotions and relations

You can join from anywhere

Direct exchange of opinions, controlled focus

Easiness

The use of all our senses

It's possible to record and watch the whole content again

Personal contact and overall experience

Audience

Human presence

Broader audience and a much bigger reach

Meting people in person is the most important part of any business

Flexible timetable

Building and maintaining relationships is possible

Often free of charge

Contact with people, live information exchange, smiles and hugs

The ability to attend for folks who are not comfortable

The overall experience: relevant content, attendees, good venue

with travel but don't want to miss out on the opportunity

Content

Costs

Appealing content, reliable and relevant speakers

Lower costs

Better management of time, themes and atmosphere

Virtual events are much cheaper

Inspirational environment

Time and travel savings

Opportunity to come across new things, new people

LIVE

VS

ONLINE

What makes LIVE
EVENTS successful?

What makes ONLINE
EVENTS successful?

The energy and excitement that happens when

Virtual events are not made to replace live events

people come together can't be recreated through

forever, but to complement them. I foresee that in the

a computer screen. People want to experience a

future there will be a purpose for both live and virtual

moment, an environment that is different than

events. Both will exist side by side. Budget, financial

their usual surroundings - whether it's an event

power and travel cost/restrictions may play an

in a different destination or a chance to get out

important role. I'm happy to chat about it.

of their home/office - and live events offer this.
Meeting people in person is, in my opinion, still

The transfer between the different presenters or

the strongest way to develop relationships.

panels should be done smoothly by a dynamic

The place, the environment, the service,
ample space and facilities, easy to reach, low
cost travel opportunities … and the event
itself, top level speakers and content, latest
technology features and no issues with it. Of
course your communication and promotion..
everything! No loose threads!
The key to making Live events a success are
Human Personal Interaction, networking, meeting
key decision makers who are available only during
these events. Post event gathering helps not only
to socialize amongst fellow colleagues, but also
gives an opportunity to know them on a personal
level. These events give us a chance to know much
about destinations, tourism boards, property
owners. It also provides you a platform to meet
fellow travel agents from all over the world.

presenter who knows how.
The only benefit I see is saving time and other
resources (less people involved, there is no need
for a bigger meeting venue ...)
Virtual events, as a stand-alone format, can & will
not satisfy the complexity of business events, as a
marketing & communication tool. However, the
virtual element will be an integral & necessary
part in the future of business events.
They can deliver a larger audience than a live
event might. It's easier for people to attend as
they don't have to make any effort other than
sitting in front of their computer.

LIVE

VS

How high is the possibility of
face-to-face meetings and travel
being replaced with online?

If you had voted in your company,
what would you choose?

ONLINE
46,1 % - Low possibility
35,3 % - Medium possibility
18,6 % - High possibility
48,0 % - LIVE meetings
45,1 % - HYBRID meetings
6,9 % - ONLINE meetings

STATEMENT: The use and related
marketing strategies of ONLINE
meetings in our organisation,
positively contributes to our goals.

STATEMENT: The use and related
marketing strategies of LIVE
meetings in our organisation,
positively contributes to our goals.

64,7 % - Fully agree and somewhat agree

91,2 % - Fully agree and somewhat agree

45,1 % - Somewhat agree

69,6 % - Fully agree

21,6 % - Somewhat disagree

21,6 % - Somewhat agree

19,6 % - Fully agree

6,9 % - Somewhat disagree

7,8 % - Disagree

1,0 % - Disagree

5,9 % - I don’t know

1,0 % I don’t know

STATEMENT: The world is becoming a better and more sustainable place with online meetings
64,7 % - Fully agree and somewhat agree
52,9 % - Somewhat agree
21,6 % - Somewhat disagree
11,8 % - Fully agree
9,8 % - Disagree
3,9 % - I don’t know

HOW DO WE MOVE FORWARD
WITH EVENTS AFTER COVID-19?
Survey dates: July 27 - August 24, 2020

EVENT PLANNING AFTER COVID 19
This survey aims to defog the uncertain future of event organisation through the opinions of international
meeting planners. We all want to know what we need for a quick and efficient business restart after COVID-19.
This situation is an opportunity to reshape the meetings industry and make it more sustainable.

Number of answers: 1.297 respondents from 32 countries

What is the average size of a typical
live or online meeting that you plan?
28,4%

41 to 100 participants

21,0%

101 to 200 participants

21,0%

201 to 500 participants

14,8%

Over 500 participants

11,1%

16 to 40 participants

3,7%

1 to 15 participants

Where did you hold most of your live
meetings before COVID-19?
45,7% - Hotels
22,2% - Special Venues
16,0% - Conference Centre
48.3 %

33.3 %

18.4 %

16,1% - Outdoor and sport venues

How are you handling cancelled events?
Most meeting planners have postponed or cancelled their events and only a few have implemented online alternatives.

Postponed until a set date next year
Postponed, but no set date
Online alternatives being implemented
Outright cancelled
Postponed until a set date later this year
0%

10 %

Would you consider cancelling live events in favour of
online/hybrid events after the COVID-19 pandemic?

20 %

30 %

64,2% - NO
35,8% - YES

40 %

HOW DO WE MOVE FORWARD
WITH EVENTS AFTER COVID-19?
Survey dates: July 27 - August 24, 2020

If online/hybrid alternatives are being implemented, what alternatives are you using?
Hybrid
Zoom
Microsoft Teams
We either choose live OR online. Hybrid models are not the future, unless they are being planned as 2 separate
events with their own planning, script and facilitators. Trying to combine a live and online event by adding a
livestream and a chat does not make it hybrid. There is so much to learn and to gain for our industry, but let's
not forget that we're in the business of making connections between human beings.
We are holding short, sharp presentations sessions using a hub website with Zoom as the broadcast option
Only tried once so far using Zoom and got mixed reactions.
Webex platform as virtual space where we introduce different facilitation techniques.
Eyeson Meetings
We still do not see alternatives that can be developed as the situation is increasingly confused regarding the
end of the pandemic.

33.3 %

We have implemented a digital platform for virtual and hybrid events

What is the biggest barrier in organising hybrid/online events?
Our research confirms that the biggest challenge is ENGAGEMENT of online attendees. We still have a
lot to learn in this field and it will take quite some time for the most optimal solution to be developed.

OTHER:

Participant engagement
No experience so far

Trying to squeeze a
live event through a
livestream channel
and calling this an
hybrid event
People are all the
time on the
computers, they want
to mingle and meet in
person

Problems with technology
Risk of failure
Cost
0%

18.4 %

20 %

40 %

Do you think carrying out online events is
more expensive or cheaper than live events?

60 %

61,7 % - Cheaper
16,0 % - Much cheaper
12,3 % - Same cost
8,6 % - More expensive
1,2 % - Much more expensive

HOW DO WE MOVE FORWARD
WITH EVENTS AFTER COVID-19?
Survey dates: July 27 - August 24, 2020

HYBRID CONFERENCE COSTS
How much do you think a hybrid conference for 100 live participants and 300 online participants costs?
30,9 % - Less than 20.000 EUR

OTHER

22,2 % - 40.000 EUR

Depends on the duration, catering, number of speakers, speaker costs, etc.

17,3 % - 20.000 EUR

Depends on concept, content, tech and engagement features.

14,8 % - More than 50.000 EUR
14,8 % - 0ther

Depends on the rental costs of the venue, the scenography, the catering.
Depends if the live participants fly in and stay overnight

ACCEPTABLE LENGTH OF ONLINE/HYBRID MEETINGS
27,2 % - 1 hour
23,5 % - 2 hours

What types of events are NOT
ACCEPTABLE through online
technologies?
Trade shows (68%)

21,0 % - 3 hours with a break

Conventions, exhibits (47%)

11,1 % - 45 minutes

Recruiting for new staff (37%)

9,9 % - 4 hours with a break

Sales calls (27%)

7,4 % - All day is acceptable but must provide breaks

Customer or client meetings (23%)

0,0 % - 6 hours with a breaks

REFUNDS
1. Are you offering refunds to attendees who don’t feel safe and want to cancel for events still scheduled?
70,4 % - YES
9,6 % - NO

2. Are you offering full registration refunds or credits for future events in case of cancellation?
46,9 % - YES, full refunds
35,8 % - YES, credit for future events
8,6 % - NO, no refunds
8,6 % - NO, no credit for future event

3. Are your events covered by cancellation insurance?
80,2 % - NO
19,8 % - YES

Surprisingly, most event planners have not insured their
events against cancellation. It seems that a completely
new dialogue will have to be established between event
agencies and insurance companies.

HOW DO WE MOVE FORWARD
WITH EVENTS AFTER COVID-19?
Survey dates: July 27 - August 24, 2020

EVENT SPONSORS
If you have cancelled one or more events, what have you done regarding the sponsors?
Answers in this segment show just how uncertain current times are. Clear sponsor policies have not been defined yet.

22,86 % - Applied sponsor fees to the same event next year
20,00 % - Refunded the total fee to sponsors
20,00 % - We haven't decided
12,38 % - Applied sponsor fees (or a portion of the fee) to a different sponsor benefit this year
10,48 % - Other
7,62 % - Refunded a portion of the fee to sponsors
6,67 % - Asked the sponsor to donate their fee to your association/organization

How concerned are you that COVID-19 will result in less conference/event sponsorship revenue?
70,3 % of respondents are concerned about sponsorship revenue, which is quite alarming.
Extremely concerned
Very concerned
Somewhat concerned
A little concerned
Not at all concerned
0%

10 %

20 %

30 %

40 %

EVENT VENUES
Most important things when choosing a VENUE for your next LIVE event?
Priorities when it comes to choosing an event venue have turned upside down. Most meeting planners are looking for
flexible spaces, a quality service and a high level of health and safety, things to be expected.
4.21 - Flexibility of space
4.15 - Quality of services provided by venue
4.10 - Health and safety
4.09 - Professionalism of the venue staff
3.99 - Fast internet
3.91 - Speed of response of venue sales staff
3.90 - Quality of the food and beverages
3.60 - Price

HOW DO WE MOVE FORWARD
WITH EVENTS AFTER COVID-19?
Survey dates: July 27 - August 24, 2020

EVENT VENUES - THE NEW NORMAL
What measures do you expect to be implemented at event venues when events resume?
20,96% - Hand-sanitising gel throughout the venue
19,46% - Additional cleaning of surfaces
17,66% - 1,5 metre distancing

When this pandemic is over I will be very
motivated to take part in live events.

14,07% - Single-use cups

95,1% of respondents agree

13,17% - Face masks and gloves
Alternatives such as livestreaming or online
experiences are no substitute for live events.

12,57% - Individual lunch boxes

91,4 % of respondents agree

ADVANTAGE OF LIVE EVENTS
19,75 % - Networking with work colleagues or clients
15,43 % - Being with friends and colleagues

I will not attend any live events until
there is a vaccine for COVID-19.

13,58 % - Community bonding

65,5 % of respondents disagree

12,04 % - Energy from crowds
10,19 % - Teambuilding
11,11 % - Live entertainment or activities
8,64 % Live seminars or educational session
3,70 % - Sights and sounds
2,16 % - Other

I would pay more to attend a live event if
social distancing measures meant that fewer
people could attend-

79,0 % of respondents agree

THE BEST OPTION FOR FUTURE EVENTS IS:
44,4 % - Hybrid meetings
39,5 % - Live meetings
12,3 % - Undecided
3,7 % - Other

EVENT VENUES DURING
AND AFTER COVID-19
Survey dates: September 18 - October 10, 2020

What do meeting planners actually expect from venues?
The 8th survey in Kongres Magazine's extensive research addresses the expectations of meeting planners
when it comes to event venues during and after COVID-19. A lot of event venues pride themselves on being
“COVID-ready” and complying with all the necessary safety precautions. But, what do meeting planners
actually expect from venues during these strange times? The results of this survey will hopefully answer that
question and help venues adapt to the complex needs of meeting planners during and after coronavirus.

Number of respondents: 558 (45,5% of respondents have more than 20 years of business event management experience)

36,92 % - Venue website
15,38 % - LinkedIn
12,31 % - Venue Finder
12,31 % - Other (please specify)
10,77 % - Venue Directory
6,15 % - Cvent
4,62 % - Venue Scanner
1,54 % - Tag venue

In which format have you organised
most of your events during COVID-19?
51,5 % - Online event
15,2 % - Virtual event

Are you confident that you will
book venues (hotels, convention
centres etc.) in the next 6 months?
50 %
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10 %
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Which venue finding platforms do you use?

What is the minimum lead time for
starting your live/hybrid event?

12,1 % - Other event types

39,4% - More than a month

9,1 % - Live event

27,3% - From 2 - 4 weeks

9,1 % - Hybrid event

18,2% - Up to 2 weeks

3,0 % - Multi-hub event

15,2% - Immediately

In your opinion, what kind of venues are the most suitable for events during COVID-19
if we take health and safety recommendations into account?
Combined

33,3 %

Doesn't matter, every venue can be safe

30,3 %

Outdoor

30,3 %

Indoor

6,1 %

0%

10 %

20 %

30 %

40 %

If you've recently cancelled a venue and chose another one, what were the 2 main reasons?
Replaced with online meeting

48.5 %

Health and safety not taken care of

27.3 %

Other

24.2 %

Space limitation

21.2 %

No health and safety certificate

15.2 %

Cancellation policy

8.1 %

Bad communication

6.1 %

Too expensive

3.0 %
0%

Where did you hold most of your
live meetings before COVID-19?

10 %

20 %

30 %

40 %

50 %

If you organised an event in the last 6
months, what kind of venue did you use?

45,7% - Congress hotels

22,9 % - Congress hotels

22,2% - Special Venues

22,2 % - Outdoor venues

16,0% - Conference Centre
7,4 % - Other
3,7 % - Outdoor venues
3,7 % - Sport venues and arenas

16,7 % - Special Venues
11,1 %- Convention centre
9,26 % - Academic venues
8,5 % - Other
5,6 % - Boutique hotels
3,7 % - Sport venues

How much would you be willing to pay for a
venue now (during COVID-19) in comparison
to before the COVID-19 situation started?
Less (slightly, much) - 45,4 %

A lot more
6.3%

Slightly less
21.9%

Much less
24.9%

Same - 36,4 %

Slightly more
9.4%

More (slightly, a lot) - 15,2 %

How much would you be willing to pay per
attendee for a hybrid event during COVID-19?
40 EUR/attendee

45,5 %

20 EUR/attendee

21,2 %

60 EUR/attendee

15,2 %

More than 100 EUR/attendee

12,1 %

90 EUR/attendee

The same
37.5%

6,1 %
0%

10 %

20 %

30 %

40 %

50 %

How important do you think the following elements of hybrid events are?
(5 =very important / 1= not important at all)

4.38 - STREAMING service
4.30 - ONLINE engagement
4.29 - SPEAKERS management

4.28 CONTENT management
4.22 DIGITAL EVENT platform
4.15 MEETING design
4.06 LIVE production
4.03 COMMUNITY building
3.94 REGISTRATION management
3.97 EVENT analysis
3.81 SOCIAL MEDIA management
3.77 ON DEMAND production

If you organised an event in the last 6 months, what has the venue provided you with?
66,7 % - Updated information about available seating capacity
60,6 % - New conference layouts based on social-distancing requirements
54,5 % - All security standards (in line with government regulations)
42,4 % - Space optimisation service
27,3 % - Proper guidance and instruction for use of halls
15,2 % - Crisis management plan

What do you wish the venue provided you with, but didn't?
1. A more flexible cancellation policy
2. Free face masks
3. Reduced prices
4. Queue management
5. COVID tests

What measures would you EXPECT to be implemented
at event venues when events resume completely?
66,7 % - Hand-sanitising gel throughout the venue
59,8 % - Ventilated venues/exhibition halls
54,5 % - 2 metre distancing
48,5 % - Additional cleaning of surfaces
39,4 % - Face masks and gloves
38,5 % - Queue management
36,4 % - Making use of multiple exit and entry points
27,3 % - Single-use cups
21,2 % - Individual lunch boxes

When it comes to social-distancing and safety, what
measures would you LIKE to see at venues in the future?
60,6 % - Limited physical interaction and queuing at reception and registration (if allowed by legislation)
56,8 % - Registering participants in advance to enhance participant flow
54,5 % - Participant health/temperature checks (if required by legislation)
54,5 % - Recommended use of face masks for as long as required as per risk-based approach
42,4 % - Pre-arrival risk assessment questionnaire
18,2 % - Created isolation units outside the venue where possible for individuals showing COVID-19 symptoms

When it comes to food and hygiene, what measures
would you LIKE to see at venues in the future?
69,7 % - Avoiding participant handling of food at buffets
69,7 % - Disinfecting microphones
63,6 % - Implementing physical distancing through table spacing and participant seating
60,6 % - Enhancing sanitation: cleaning & disinfecting tables immediately after participant has left
51,5 % - Create water/soft drinks protocols (water bottles in areas where there is safe drinking water)
48,5 % - Considering minimising what is placed on participant tables, mono-packaged items
30,3 % - Cleaning machines handled by participants regularly

When it comes to cancellation fees, what measures
would you LIKE to see at venues in the future?
51,5 % - Waiving all cancellation fees
48,5 % - Reducing cancellation fees/charges
48,5 %- Negotiating contract obligations when event is rescheduled
3,0 % - Suggestions: Flexibility on both sides so it's fair to each party.

How should venues help meeting
planner engage attendees?

78,8 % - Relaxation zones
64,5 % - Music
54,5 % - Happy hours
15,2 % - Gaming and VR zones

Write POSITIVE and NEGATIVE things when dealing with venues:

NEGATIVE THINGS

POSITIVE THINGS

1. Cancellation fees and terms

1. Professionalism

2. Slow response time, bad communication

2. Clear instructions for organisers and attendees

3. Contact person is not the decision maker

3. Creative meeting space design

4. Not ready fo COVID reality

4. Not charging extra for overflow rooms due to social

5. No ideas how to make events unique

distancing measures

6. Technical staff occasionally demotivated

5. Flexibility about deadlines

7. Increased prices during COVID

6. Doing their best to keep venues safe and healthy

In your role as an event planner, is there anything else you'd like to
share about your experiences during the past few weeks with venues?
Late coming is still an issue to be appropriately managed in order to avoid queues.
It seems venues are becoming more amicable when discussing postponements or cancellations.
Many hotels have outsourced cleaning staff which has really reduced the quality of cleanliness.
Safety is a must!

Stay positive!

How important are the following
pieces of equipment when it comes to
organising an event during COVID-19?
(5 =very important / 1= not important at all)

4.55 - WiFi Dedicated Bandwidth (800 Mbps)
4.38 - Streaming platform
4.38 - Professional wireless microphones
4.33 - Webcasting / video streaming
4.29 Audience response system
4.28 TV/Video monitors
4.28 Physical network internet connection
4.27 Professional-level Video Camera
4.25 Video/data projector (LCD/DLP)
4.23 Seamless Video Switcher
4.00 Sound mixer (min. 4 channels)
3.90 Lighting - Stage wash lighting
3.90 Digital signage
3.81 Lighting - Room wash lighting

MONETISATION OF EVENTS AFTER COVID-19

Survey dates:
21 October 2020 - 23 November 2020

Number of respondents: 412
43,8% Agency (PCO, DMC)
21,9% Independent meeting planner
15,6% Meeting planner
15,6% Other
3,1% Destination Management Organisation

Meeting planners have been racking their brains
thinking about different ways of monetising events
for quite some time now. The digitalisation of our
industry combined with established methods of
charging admission have brought new opportunities
to the table. The event monetisation dilemma is very
important, so we decided to analyse it in scope of
our 9th research on the impacts of COVID-19.

How many events are you planning to
carry out in each quarter of 2021?

70.70% of respondents are
planning the majority of
their events in the third and
fourth quarters of 2021.

Percentage of the total planned events:
12,63% - Q1 (January, February, March)
26,27% - Q2 (April, May, June)
27,60% - Q3 (July, August, September)
43,10% - Q4 (October, November, December)

What impact do you think the coronavirus
crisis will have on the importance of
monetisation for your events?
Stay the same

Decrease importance
3.9%

17.2%

Unsure
19.5%

Increase importance
59.4%

MONETISATION OF EVENTS AFTER COVID-19

By what percentage do you expect revenue from your events
to decrease/increase in 2020 compared to last year?
Of all respondents, only 4.9% have increased revenues, while the remaining 95.1% recorded losses.

How will your revenue be distributed in 2021?
The vast majority of respondents are planning live and hybrid events (57.66% of them).
A large share (30.31%) will continue carrying out virtual and online events.

VALUE ELEMENTS of events
Please rate the following VALUE ELEMENTS of events based on their importance for making money.

(5 - crucial for making money / 1 - not relevant for making money)

EVENT REACH

EVENT INFLUENCE

EVENT CONTENT

PHYSICAL REACH: 3.75

NETWORKING: 4.28

CONTEXTUAL VALUE: 4.09

The value of the event is

The value of the event is

The value of the event is

defined by the physical reach.

defined by the possibility of

defined by how well content is

meeting people face2face at

used through different

events and sharing your ideas.

communication channels.

BRAND RECOGNISABILITY: 3.97

INTERACTIVITY: 3.94

DIGITAL REACH: 3.72
The value of the event is defined by
TURF (Total Unduplicated Reach).

KEYWORDS: 3.23
The value of the event is defined by
keywords. Highly positioned
keywords can improve event value.

The value of the event is defined by

The value of the event is defined by

having a recognisable brand which

how well you can repackage content

opens co-branding opportunities.

for different platforms and still

INFLUENCERS: 3.56
The value of the event is
defined by meeting relevant
influencers at events.

allow interactive learning.

REDISTRIBUTION VALUE: 3.34
The value of the event is defined by
how well you are able to
redistribute and resell content.

MONETISATION OF EVENTS AFTER COVID-19

What was the biggest source of
revenue for your events in 2019?

How do you intend to make money
with your events in 2020/21?

As many as 67.44% of respondents generated
revenue in the classic way with registration fees,
sponsorships and accompanying exhibitions. This
certainly means that there is still a lot of room for
the development of new forms of monetisation.

In 2021, most respondents are betting on a higher
share of funding from governments, while the share
of registration fees and sponsorships will decrease
slightly. However, other forms of monetisation are
still waiting to be used.

29,07 % - Participant fees
24,42 % - Sponsorship
13,95 % - Exhibition
8,14 % - Government grants
8,14 % - Own marketing budget
4,65 % - Online/Offline advertising
3,49 % - Subscription
3,49 % - Other
2,33 % - Merchandising
2,33 % - Media rights

25,23 % - Participant fees
19,63 % - Sponsorship
11,21 % - Government grant
10,28 % - Exhibition
10,28 % - Own marketing budget
8,41 % - Online/Offline advertising
4,67 % - Subscription
4,67 % - Merchandising
2,80 % - Media rights
2,80 % - Other

How relevant will the following ways of making money be in the future?
(5 - very relevant / 1 - not relevant at all)

How concerned are you that COVID-19
will result in less conference/event
sponsorship revenue?
The vast majority of colleagues are very concerned
that sponsorships will drop drastically.
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3.45 SPONSORED WEBINARS
3.41 LIVESTREAM BRANDING
3.40 SPONSOR/PARTNER WIDGET
3.34 SPONSORED SPEAKERS
3.09 DIGITAL PARTNER PROFILES
3.06 SOCIAL MEDIA CO-BRANDING
3.06 VIDEO ON DEMAND
3.03 10-20sec VIDEO ADDS
3.03 SURVEYS/POLLS SPONSORSHIP
3.01 SPONSORED LANDING PAGES
3.01 COBRANDING NEWSLETTERS
2.97 SOCIAL MEDIA INTERVIEWS
2.88 VIRTUAL EXHIBITION STANDS
2.81 PRE and POST-EVENT PARTIES
2.59 SOCIAL MEDIA GAMING
2.59 VIRTUAL GIVEAWAYS
2.69 CARE PACKAGES
2.56 ONLINE GAMIFICATION
2.39 CHATBOTS
2.38 HAPPY HOURS/LIVE MUSIC

MONETISATION OF EVENTS AFTER COVID-19

Which revenue formats
do you use to monetise
your event website?
19,35 % - Display banners
18,29 % - Custom Creative
17,07 % - Incentivised Video
16,98 % - Native-Sponsored Content
9,76 % - Search/Text Ads
8,54 % - Native Placements
6,10 % - Out-stream video
3,91 % - Other

Which payment
method will be the
most suitable for your
events in the future?
50,0 % - Online payments
21,9 % - Classical billing and charging
12,5 % - Multiple platforms
6,3 % - Dynamic paywalls (platforms)
3,1 % - Microtransactions
3,1 % - Freemium subscription
3,1 % - Other
0 % - Premium subscription
0 % - Paid events on Facebook
0 % - Donations

What key steps are you taking in
2021 to improve your business in
terms of monetisation?
The share of all respondents who use
individual strategies is shown. Most of
them will be investing in the introduction
of new technologies, staff training and
new business budget models.

Is event data being monetised for your event?
29,2 % - Yes, it is an integral part of our event strategy
28,1 % - No, data is not monetised
21,9 % - Yes, we are in a conception phase
12,5 % - No, but it's planned in the long term
8,3 % - No, but it's planned in the next 12 months

What benefits can you achieve by monetising data?
22,58 % - Development of new services
21,51 % - Improved participants experience
20,43 % - Improved customer loyalty
20,43 % - New revenue sources
15,05 % - Personalisation of event products

Do you use any of the following
methods to resell the content
produced through your event?
59,4 % - Post-event reports
43,8 % - On-demand content
40,6 % - Trainings
25,0 % - Premium content website
21,9 % - E-books
18,8 % - Podcasts
15,6 % - Other
6,3 % - Content licensing
A very interesting question that offers a set of solutions for
monetisation in the future. Many respondents stated that
they do not use any of the above, meaning that there are still
open opportunities in this area.

65,6 % - Adding new technology
62,5 % - Staff training
59,4 % - New budget strategy
56,3 % - Forming new partnership
53,1 % - New price strategy
47,9 % - Adding services
46,9 % - Focusing on more profitable business
46,8 % - Demonstrating the value of ROI of events
45,9 % - Marketing more
28,2 % - Broadening client base
3,1 % - Other

MONETISATION OF EVENTS AFTER COVID-19

Should online events
be free of charge?

It depends...
18.8%

The answers to this question are quite
interesting, as a relatively high percentage of
respondents (25%) is convinced that online
events should be free. This means that
monetisation will be a challenge in this area.

Online events should be free
25%

How much would you be
willing to pay for a halfday online event ticket?
40 EUR

25,2 %

I would not pay anything

21,9 %

Less than 40 EUR

18,6 %

90 EUR

15,6 %

150 EUR

9,6 %

Other

Online events should not be free
56.2%

The answers to this question are a
confirmation of the previous one. As
many as 21.9% would not pay anything.
43.8% are willing to pay up to EUR 40.

*9,2 % Other - It depends

"It really depends on the
content, how important it
is for us, added value..."

0%

10 %

20 %

30 %
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THE FUTURE OF MICE SALES

Survey dates:
27 November 2020 - 24 December 2020

Number of respondents: 745
26,0 % - Agency (PCO, DMC)
24,7 % - Other
19,2 % - Destination Management Organisation
15,1 % - Event agency
8,2 % - Meeting planner
6,8 % - Independent meeting planner

The MICE sales process is very complex and
demanding. Impulsive purchases are very rare,
therefore marketing sales campaigns need to
be thoroughly considered and calibrated. The
corona crisis has shuffled the cards when it
comes to sales and the results of this survey
aim to help you plan your future sales strategy.

From which markets do the
majority of your clients come from?

DEMOGRAPHIC OF RESPONDENTS:

68,5 % - International market

17,8 % - Generation Y (1981 - 1995)

45,2 % - National market

39,7 % - Baby Boom Generation (1946 - 1965)
39,7 % - Generation X (1966 - 1980)
2,7 % - Mature generation (before 1945)
0,0 % - Generation Z (1996 - 2018)

20,5 % - Regional/local market

How much of your sales activities
are now done remotely?
68,5 % - Almost all sales remotely

Do you feel face-to-face selling
will revert to the same levels as
before the pandemic?

21,9 % - Partly remotely

41,1 % - Yes

9,6 % - Haven't changed

35,6 % - No
21,9 % - Don't know

74%

of respondents agree that
selling via remote means
(online, tele, video) is NOT as
effective as selling face-to-face.

1,4 % - Not applicable
Almost half of the respondents believe that we will return
to old ways in sales. The share of those who do not
believe in this is also surprisingly high. This is proof that
there we will definitely witness big changes in this area.

THE FUTURE OF MICE SALES
SALES BEFORE AND DURING COVID-19
75,54 % - Face-to-face Selling

Pre-Covid-19: 24,46 % - Remote Selling

Have you updated your sales
target groups during COVID-19?

Not at all
24%

Other (please explain)
2.7%
Yes
37.6%

Currently:

30,41 % - Face-to-face Selling
69,59 % - Remote Selling

How effective is your company's
digital sales channel in reaching
potential clients?
As effective as before COVID-19
More effective than before COVID-19
Less effective than before COVID-19
0%

Just slightly
35.6%

MOST IMPORTANT MICE SALES ACTIVITIES

20 %

40 %

60 %

EFFORTS IN MARKETING ACTIVITIES

Please sort the following MICE sales activities
according to their importance for you.

Has your company increased its effort on the following
marketing activities since the beginning of the pandemic?

1. PERSONAL CONTACTS

INCREASE EFFORT

2. PERSONAL RECOMMENDATION
3. EXHIBITIONS/TRADE SHOWS
4. IN-PERSON MARKETING (SALES CALLS)
5. CONTENT MARKETING
6. SOCIAL MEDIA
7. MARKETING VIDEO

68,5 % - Digital Marketing
61,6 % - Social Media Marketing
47,9 % - Webinars
47.4 % - Microsites
46,6 % - Thought Leadership Content

8. FAM TRIPS

INCREASE EFFORT

9. INFOGRAPHICS

49,3 % - Video content

10. ONLINE RECOMMENDATIONS

45,2 % - Website downloads (ebooks, brochures)

11. WEBINARS

45,1 % - Direct Mailing (newsletters)

12. E-NEWSLETTERS
13. E-GUIDE
14. BLOG
15. QUIZZES AND SURVEYS

DECREASE EFFORT
61,6 % - Trade shows

THE FUTURE OF MICE SALES

57,5 %

of respondents think that selling through video
conferencing platforms (e.g. Zoom, Webex, Teams) is
more difficult and demanding than selling face-to-face.
Others have already successfully adapted to the situation.

Other answers:
Less difficult, but also less effective
Challenging, but not difficult
We need time to measure how effective it will be

Which social media channel has
proven to be the most effective
for your brand/event?

What type of social media
engagement is best for
your target group?
63,2 % - Video
57,9 % - Links to website content

62,2 % - Linkedin

47,4 % - Images

51,4 % - Facebook

13,2 % - Text with CTA

43,2 % - Instagram

5,3 % - Surveys

18,9 % - Youtube

2,2 % - Polls

16,2 % - Twitter
8,1 % - Other

The answers indicate the direction in which
engagement tools will develop in the future.

2,7 % - TikTok

What actions has your company taken in response to COVID-19?
60,3 % - Introduced new product/service offering

21,9 % - Focused on eCommerce functionality

54,8 % - Increased marketing

20,5 % - Introduced a new sales channel

46,6 % - Focused on improving customer satisfaction

19,8 % - Participated in more bids / tenders

43,8 % - Established new strategic alliances / partnerships

19,2 % - Decreased prices

42,5 % - Enhanced our website

12,3 % - Won more deals as a result of fewer competitors

38,4 % - Added value instead of discounting

6,8 % - Acquired a company / companies

35,6 % - Focused on retaining customers

2,7 % - Other (Please specify

34,2 % - Opened new/different market sector/

THE FUTURE OF MICE SALES

74,0%

of respondents feel that attending B2B trade shows will be
an important part of MICE sales in 2021.

THE MOST EFFECTIVE B2B TRADE SHOWS
In your experience, which B2B trade shows have proven to be the most effective (in ROI)?
The question about B2B events provided us with some very interesting answers. We defined four clusters,
according to the share of answers of all respondents. It is important to point out that almost 90% of
respondents come from Europe. If the focus was on Asia, the answers would probably be different.

Cluster 1: Very high ROI

Cluster 2: High ROI

18,31% - IMEX FRANKFURT

4,23% - ITB

15,02% - IBTM

3,89% - MCE CEE

9,39% - CONVENTA TRADE SHOW

3,76% - WTM

8,45% - M&I FORUM

2,82% - MEETEX

7,98% - IMEX VEGAS

2,82% - ILTM

6,10% - MEETINGS SHOW

Cluster 3: Medium ROI

Cluster 4: Average ROI

1,41% - WTM

0,94% - AIME

1,41% - VIRTUOSO

0,94% - MICE boat

1,41% - IT&CMA Bangkok

0,94% - SIW

1,41% - INDABA

0,94% - TTG

1,41% - IGLTA

0,94% - BIT

1,41% - ICCA CONGRESS

0,47% - WESTM

THE FUTURE OF MICE SALES
B2B EVENTS RANKED ACCORDING TO THEIR RELIABILITY
AND POWER OF COMMUNICATION DURING THE PANDEMIC
We checked the ROI matrix on the previous page with a control question that
showed a correlation between the ROI of individual events and the brand.

IMEX FRANKFURT 10.1
IBTM WORLD 9.6
CONVENTA TRADE SHOW 9.0
IMEX AMERICA 8.0
AIME 8.0
CONFEX 7.1
MEETINGS SHOW 6.4
M&IFORUM 5.5
MEETEX 4.2
CONNECTIONS 3.0

TOOLS THAT SUPPORT
MARKETING AND SALES
ACTIVITIES
Social Media Monitoring (61,6 %)
E-mail Marketing Monitoring (58,9 %)
CRM system (51,9 %)

In what areas do you think your company

Team Collaboration (50,7 %)

should invest in to increase sales efficiency?

Webinar Platforms (47,9 %)

49,3 % - New IT tools (e.g. CRM, Marketing Automation, etc.)
47,9 % - Identification of potential customers

Website CMS (46,6 %)
Web analytics (37,0 %)

43,8 % - Advertising and PR
40,1 % - Training for sales team and representatives
39,7 % - Education of potential customers

Social Selling Tools (26,0 %)
Traditional Media Monitoring (21,9 %)

38,9 % - Increasing the competitiveness of products or services
37,2 % - Incentive programs
35,6 % - Creating a coherent marketing and sales strategy
30,1 % - Better understanding of how customers buy
11,0 % - Increasing the number of sales representatives
4,1 % - I don't see the need for investment
2,7 % - Other
Other:
Virtual experiences,
360 video content
Participating in fam trips

Data analysis (20,5 %)
Employee Advocacy (17,8 %)
Marketing Automation (17,8 %)
E-commerce platforms (15,1 %)
Chatbots (6,8 %)
Augmented Reality (5,5 %)

*percentage of respondents, who
use these tools in their sales

BIGGEST CHALLENGES IN TERMS OF MARKETING AND SALES IN 2021

SAFETY
Breaking the Covid-Phobia on people will be the major challenge in 2021
Providing safety standards to clients
Making people want to travel again. They are really afraid
Difficulties in having the most updated information from various destinations about which
venues/hotels will be open and which closed
Vaccine - Travel - destination recovery - Economy - regaining trust

LEAD GENERATION
Converting leads to sales
Collecting business cards" under the pretext of "lead generating" is long dead

LIVE EVENTS
Restarting the tradeshows in combination with discovering the destination
People are sick of digital - they want to meet in person again

CREATIVITY
Launching creative products and innovative approaches in selling
2021 might be a busy year in various platforms and crowded with millions of messages. Clients will
be attacked by suppliers, while everyone will wanna get their slice of the pie! It will also be a year of
price wars, not the year, where value for money offers win.

Ever since the epidemic started, the editorial board of Kongres Magazine has
been carrying out in-depth research on the impacts of COVID-19 for the meeting
industry, studying the ever-changing needs and expectations of meeting planners.
We would like to thank everyone, who has taken part in the research so far. With
your contribution, we are one step closer to overcoming the new pandemic reality.

www.kongres-magazine.eu

F*!#UP'S AT EVENTS

Survey dates: 5 January 2021 - 1 February 2021
The first Kongres Magazine survey of 2021 is slightly different than usual. We are all aware that Mr Murphy is waiting
for us around every corner when organising events. We also know the saying: "What can go wrong, will go wrong".
This survey is dedicated to finding out how meeting planners deal with F*!#UP's at events.
When something unexpected happens that could ruin our event, we need to learn how to keep a sober head. At that
moment, we are trying to resolve the situation and not look for the culprit. In order to prepare for the risks connected
to organising events as best as possible, we would like to share your experiences with the readers of Kongres
Magazine and help fellow meeting planners.

NUMBER OF RESPONDENTS: 766

DEMOGRAPHIC OF RESPONDENTS:

31,0 % - Agency (PCO, DMC)
27,6 % - Other
15,5 % - Destination Management Organisation
15,5 % - Meeting planner
6,9 % - Event agency
3,4 % - Independent meeting planner

48,3 % - Generation X (1966 - 1980)
34,5 % - Baby Boom Generation (1946 - 1965)
13,8 % - Generation Y (1981 - 1995)
3,4 % - Mature generation (before 1945)
0,0 % - Generation Z (1996 - 2018)

For your last major event, did you:

For your next major event, will you:

Postpone it - 42.1 %

Host it normally - 34.5 %

Pivot it to virtual - 26.3 %

Pivot it to virtual - 32.8 %

Cancel it - 22.8 %

Postpone it - 31.0 %

Host it normally - 8.8 %

Cancel it - 1.7 %

What factors most often lead to problems at events?

OTHER:
No chemistry and cooperation with the client

44,8 % - EXTERNAL FACTORS (crisis, political situation, natural disasters, ...)

The stubbornness of the client

32,8 % - EXTERNAL AND INTERNAL FACTORS (equivalent to external and internal causes)

Poor quality of services from local suppliers/venues

12,1 % - OTHER (please explain)

Lousy organisation

10,3 % - INTERNAL FACTORS (wrong business decisions, employees, inefficiency, ...)

Not being thorough enough

Things you can not control (storms, loss of electricity)

Incompetence and inefficiency of subcontractors
Lack of understanding of the process by the client.

F*!#UP'S AT EVENTS
THE MOST IMPACTFUL GLOBAL RISKS IN 2021
Economic Slowdown / Slow Recovery after Covid-19 12.2
Business Interruption 8.6
Fear of travel extending over long-term 8.5

What are the most
important factors when
outsourcing a contractor?
76,8 % - Professionalism of staff

Impact of the crisis on airline service, routes, pricing, etc 8.2

58,9 % - Flexibility

Cash Flow / Liquidity Risk 7.8

57,1 % - Approach and attitude

Regulatory/legislative changes 7.0

35, 7% - Price flexibility

Political risk/uncertainties 6.9

33,9 % - Time efficiency

Increasing Competition 6.5

26,8 % - References

Failure to Innovate / Meet Customer Needs 6.2

3,6 % - Other

Damage to Reputation / Brand 6.0
Loss of destination marketing companies to support 4.5

What kind of relationship
are you in with your
subcontractors?

Cyber Attacks / Data Breach 4.5
Failure to attract or retain top talent 4.1

How satisfied are you overall
with your subcontractors?
Very satisfied
15.8%

63,2 % - Contractual relationship
35,1 % - Partnership

Unsatisfied
0.0%

1,8 % - Other

Neither satisfied or unsatisfied
17.5%
Satisfied
66.7%

What do you think is the most common problem that causes a F*!#UP?
57,9 % - Poor planning
49,1 % - Bad project team communication
43,9 % - Unprofessional organisation
31,6 % - Uncoordinated work scheduling
29,8 % - Too much improvisation
22,8 % - Disagreements between all parties
17,5 % - Bad relationship with the client
17,5 % - Lack of financial resources for achieving quality

THE MOST IMPORTANT RISK INDICATORS
4.21 - Indicators related to team and staff quality
4.20 - Indicators related to the content of the event

How often do you monitor risk
indicators at your events?
50,0 % - Occasionally

3.95 - Indicators related to event logistics

28,6 % - Daily

3.82 - Financial indicators

10,7 % - At the end of every quarter

3.46 - Indicators related to innovation

7,1 % - Other

3.34 - Indicators related to sales and marketing

3,6 % - Never

In the case of sudden problems or
complications, we have a crisis
scenario in place for every event.

How far do you agree or disagree
with the following statements:
(5 - I agree completely / 1 - I do not agree)
3,96 - A contract is not a guarantee that the event will be successful

NO
26.8%

3,88 - Events are successful if they are organised by professionals
3,78 - Events are more successful when partnerships are formed
3,41 - Contractors are a bottleneck in organising events
3,35 - Technology is a bottleneck in organising events

YES
73.2%

3,19 - Changes in how events are organised are self-explanatory

GENERAL AND MOST OFTEN F*!#UP
Technical issues (it works, but when the event starts, it suddenly doesn't anymore) leading to a poor first impression
Lack of detailed planning / Lack of clear goals for the event / Lack of an overall vision by client and contractors
No WOW effect. The event does not leave any significant value for participants
Weather-related issues (open-air spaces) and loss of power
Speaker is not on site (flight or disease issues)
Attendees forget to tell us their dietary needs. And then they complain there are no vegan meals
Mismatch of client's expectations and a realistic event scenario
Transfer companies not following the procedure and the client not being able to find the car/driver
Services provided by subcontractors do not meet requested requirements
The agenda is set too late, speakers send the materials too late and even then the content is not final...
Choosing a venue that is either significantly too large or too small. The participants felt lost in space or crowded
Not enough participants, lousy marketing

ADDITIONAL
ANSWER:

Creativity! Event planners are so busy and so demanded that they do not have the time to oversee every aspect of
event organization and also being creative. Creativity is expected but yet few companies (DMC, event agencies)
prepare their employees to be creative. Creativity demands time, it needs to be nurtured, it's a process.

COMMUNICATION F*!#UP
Poor communication between participants and media / Poor communication between client and organiser
Last minute "small" changes of the event set-up, timing or flow that end up having a massive domino effect
Not putting things in writing
Typos or wrong spelling of certain brands - sometimes funny but most of the time embarrassing
Everybody in the project team knows it better. Everybody is talking, but nobody is listening.
Sending out messages to delegates without letting them rest and finding errors in them
Not listening to what DMC agencies have to say
Wrong communication channel evaluation
Lack of coordination between the organisers and all stakeholders
Communication of prices and VAT (included or excluded)
Staff at the registration desk not having relevant information
Confused participants due to bad communication on the event website

ADDITIONAL
ANSWER:

Agents from abroad did not transmit the message from DMC that it is going to rain in the period of the event, so
they did not buy umbrellas. I ended buying 100 umbrellas on the spot, and of course, I needed to go to 4 different
shops. This could have been solved elegantly with better communication and listening to what a DMC has to say.

TECHNICAL F*!#UP
Bad internet connection
Problems with AV equipment
Unreliable partners and old material
Bad technological support. It is much easier to underperform in virtual events
Not having backup microphones, chargers, batteries, projectors etc.
The possible gap between the promise and the delivery of tech services
Not having enough time to soundcheck and rehearse
Lack of technicians in the meeting rooms
No plan B in place
Power failure, infrastructure malfunction
The projector was so poorly lit
Collapse of internet connection when participants should start voting using their mobile devices

ADDITIONAL A hotel in Dubrovnik swore some 20 years ago that they had excellent Wi-Fi. We trusted them, but then the internet
crashed when 200 attendees connected to it during their lunch break. We were of course to blame and not the hotel.
ANSWER:

LOGISTICAL F*!#UP
Not being able to ship event and marketing materials to certain countries
Due to traffic, the materials didn't get to the right place on time
Unreliable local partners
Sending the signage to the wrong person and the wrong hotel address
Devices in customs
Problems with transport companies, broken lorry, buses being late
Venue going out of business
Problems with transportation
When transportation companies subcontract drivers who don't know the area or the directions
Not enough seats in a room
Not considering access to the venue. Simple questions like a place to park huge buses if necessary
Running out of food

ONLINE EVENT F*!#UP
Wi-FI drops / Poor Wi-FI quality / Losing audio or internet connectivity of a speaker
People constantly unmuting themselves
Unreliable video conferencing platform and connection
Poor moderating on the event
Too many speakers
No cohesive thread of the event
Problems with screen-sharing presentation
Driven by the cost "argument/factor" a patchwork of online technologies leads to under-performance
The speaker appears too late
Bad audio, video, lighting, background, etc.
When people think that their camera is not working and they show us too much
When the camera is working and people keep asking: can you hear me, can you see me?
For the first 5 minutes, participants could not hear the speaker because a certain button was not clicked

When do you
expect to be able
to host in-person
events again?

31,6 % - Q3 2021
22,8 % - Q4 2021
21,1 % - 2022
15,8 % - Q2 2021
8,8 % - Q1 2021

Are you satisfied with how
event industry associations
are representing events and
dealing with the crisis?

71,9 % - YES
28,1 % - NO

HIGH TECH OR HIGH TOUCH

POWERED BY TOLERANCA MARKETING RESEARCH DEPARTMENT

Survey dates: 4 February 2021 - 4 March 2021

We are all optimistically looking forward to the end of the crisis that, at least according to most, vaccination brings.
However, there are still many open questions that we want to address and thus help you exit the crisis. The main
question that we wanted to answer was which approach will meeting planners choose for their future events - HIGH
TECH (digital event solutions, focus on innovative technology) or HIGH TOUCH (live event solutions, focus on all
human senses and emotions). We also looked at what events will look like after the crisis, how will relations between
stakeholders change and how strong will the new digital event sector become.
The questionnaire consisted of 24 questions and completing it took respondents 12 minutes on average.

NUMBER OF RESPONDENTS: 730

DEMOGRAPHIC OF RESPONDENTS:

33.9 % - Agency (PCO, DMC)
27.4 % - Event agency
14.1 % - Destination Management Organisation
13.8 % - Meeting planner
5.4 % - Independent meeting planner
1.2 % - Digital event organiser (DCO)

42.4 % - Generation X (1966 - 1980)
31.5 % - Baby Boom Generation (1946 - 1965)
20.7 % - Generation Y (1981 - 1995)
4.3 % - Mature generation (before 1945)
1.1 % - Generation Z (1996 - 2018)

For your last major event, did you:

For your next major event, will you:

February 2021

December 2020

February 2021

December 2020

40.7% - Postpone it

42.1% - Postpone it

35.9% - Pivot it to digital

32.5% - Pivot it to digital

37.4% - Pivot it to digital

26.3% - Pivot it to digital

31.5% - Postpone it

31.0% - Postpone it

16.5% - Cancel it

22.8% - Cancel it

29.3% - Host it normally

34.5% - Host it normally

5.5% - Host it normally

8.8% - Host it normally

3.3% - Cancel it

1.7% - Cancel it

*A comparison of data between different survey
periods shows that meeting planners postponed
fewer events than in 2020. More events were
pivoted to digital and fewer were cancelled.

How far do you agree or disagree
with the following statement?

*Looking at the future, more meeting planners will pivot
their events to digital than in 2020. The percentage of
postponed events will be very similar, but the number of
events hosted normally will decrease.

After the COVID-19 pandemic, I believe I will use digital
technologies more than I did prior to the outbreak.

3.88 / 5

HIGH TECH OR HIGH TOUCH
GOVERNMENT SUBSIDIES FOR MEETING PLANNERS
We asked meeting planners if they had already received any support/subsidy
from the government during the crisis. Almost 58% answered affirmative,
and a large part is still waiting for help. The information is important
especially from the point of view of competitiveness, as destinations with
adequate support will have a guaranteed strategic advantage.

Have you received any kind of
support/subsidy from your
government during the pandemic?

NO
42.4%
YES
57.6%

Which phrase best describes your outlook
on events and meetings industry for 2021?
52.2 % - Negative - 2021 will be quite a difficult year

Despite the first signs of optimism, the
overall assessment of the year ahead is
leaning more towards the pessimistic
side. 57.6% of respondents believe that
we have a difficult to a very difficult
year ahead of us.

25.0 % - Average - 2021 set to be quite an average year
8.7 % - Positive - 2021 set to be quite a good year
6.5 % - Very Optimistic -2021 set to be a very good year
5.4 % - Very pessimistic - 2021 will be a very difficult year
2.2 % - Other

How do you feel about digital events right now?
54.3 % - There's too many
31.5 % - There's just enough
10.9 % - Other
3.3 % - I want more

What is the number of weekly
invites to digital events?
0-2
10.9%

Bridge until live events are back
Some are good, most of them are TV shows with no interaction
They will stay, grateful for this, brings many new opportunities
It was the only chance not to cancel the events
There are too many without value propositions
We'd better prepare for them being here to stay

What is the number of weekly
digital events that you attend?

more than 20
5.4 %

11 - 20
12%

6 - 10
6.5%
3-5
44.6%

6 - 10
27.2%

more than 20
2.2 %

3-5
17.4%

0-2
71.7%

On average, we receive 3 to 10
invitations to digital events every
week (71.8%). 12% of respondents
also receive more than ten
invitations per week. The majority
attend up to a maximum of 2 events
(71.7%). The number of invitations
therefore far exceeds the number of
events we actually attend. This
means that competition in the digital
event market is high and supply far
exceeds demand.

HIGH TECH OR HIGH TOUCH
MAIN REASONS FOR ATTENDING DIGITAL EVENTS
What makes you attend digital events during the pandemic?
The content - 10.2
Training opportunities - 8.0
High profile speakers - 7.4
Networking opportunities - 7.4
New business opportunities - 7.0
Exclusivity - 6.9
Knowing one of the speakers - 6.4
Incentives for registering - 4.3
Others were attending - 3.6
A lot of free time - 3.6
Other (please specify) - 1.2

The main motive for participating in digital events remains
good content and related elements such as training
opportunities and the profile of the lecturers. When creating
digital events, you need to pay thorough attention to the
preparation of quality content and the selection of lecturers.

MAIN REASONS FOR NOT ATTENDING DIGITAL EVENTS
What is the main reason for NOT attending digital events?
26.4 % - Tired of attending digital events
23.1 % - Boring content
20.9 % - Too busy
14.3 % - Other (please specify)
13.2 % - Too many invites
2.2 % - Too many marketing emails

The reasons for non-participation tell us the
most about digital events. If the main reason
for participation is content, the expected reason
for non-participation was boring content.

MOST IMPORTANT ASPECTS
OF DIGITAL EVENTS

MOST IMPORTANT ASPECTS
OF LIVE EVENTS

4.43 Content
4.29 Learning something new
3.95 Charismatic speakers
3.71 Building relationships
3.62 Demos and case studies
3.58 ROE (Return on Event)
3.56 Interactive elements
3.52 ROI (Return on Investment)
3.48 Networking
3.36 Q&A sessions
3.05 Polls
2.43 Free stuff

4.42 Networking
4.41 Content
4.30 Building relationships
4.25 Learning something new
4.10 Charismatic speakers
3.98 ROI (Return on Investment)
3.96 ROE (Return on Event)
3.95 Interactive elements
3.69 Demos and case studies
3.55 Q&A sessions
3.09 Polls
2.58 Free stuff

Very important difference
For both types of events,
the first five criteria are
practically identical,
however there is a very
obvious difference. With
live events, networking
was positioned in first
place, while with digital
events, it was positioned
in ninth place.

HIGH TECH OR HIGH TOUCH
How would you rate your knowledge about organising digital events?
41.8 % - Good, but there's still room for improvement
35.2 % - Satisfactory
14.3 % - Very good
Respondents are confident about their knowledge of
8.8 % - Bad
digital events. As many as 56.1% of respondents
0.0 % - Very bad
rated their knowledge as good or very good.

How difficult do you think organising digital events is compared to live events?
32.4 % - More difficult than live events
28.3 % - Easier than live events
26.2 % - Same difficulty as live events
9.8 % - Much easier than live events
3.3 % - Much more difficult than live events

Which of these LIVE
STREAMING PLATFORMS
have you already used?
64.8 % YouTube Live
54.9 % Facebook Live
51.6 % Microsoft teams
27.5 % Vimeo Live
25.3 % LinkedIn Live
20.9 % Other
13.2 % Twitter Live
6.6 % Twitch
5.5 % Periscope
5.5 % IBM Cloud Video
4.4 % Crowdcast
3.3 % Tik Tok Live
3.3 % Brightcove
2.2 % Dacast
2.2 % JW Player
1.1 % Glisser
2.2 % JW Player

We received very scattered answers to this question.
35.7% of respondents think that the organisation of
digital events is more difficult, and 38.1% that it is easier.

Which of these VIDEO
CONFERENCING PLATFORMS
have you already used?
95.7 % Zoom
82.6 % Microsoft Teams
50.0 % GoToMeeting
43.5 % Microsoft Skype for Business
44.6 % Cisco Webex Meetings
29.3 % Google Meet and Google Duo
14.1 % Click Meeting
13.0 % BlueJeans Meetings
Other:
12.0 % Other
Confiva
7.6 % Facebook Rooms
Conference Compass
GTW, Via
6.5 % join.me
On Air by EventsAir
5.4 % Zoho Meeting
Airmeet
3.3 % ezTalks Meetings
Starleaf, Jitsi, BigBlueButton
Confer-O-Matic, Hop.in
3.3 % UberConference
Foreign and Italian vendors
3.3 % RingCentral Video
Big Blue Button
2.2 % U Meeting
EventsAir
OnAir from EventsAir
BrightTALK

HIGH TECH OR HIGH TOUCH
Which elements of digital transformation do
you think meeting planners should prioritise?
50.0 % - Data management
59.5 % - Personalisation
41.7 % - Marketing automation
40.5 % - VR - Virtual Reality
28.6 % - E-commerce
26.2 % - Gaming
26.2 % - AR - Augmented reality
22.6 % - 5G
22.6 % - Internet of things
22.6 % - Chat bots
13.1 % - Facial recognition
9.5 % - Investment in martech
6.0 % - Other
4.8 % - Wearables

A detailed look at individual areas points to hidden
areas that have tremendous potential in organising
events - for example, facial recognition or the
introduction of high-speed 5G internet.

Other:
Gamification
Privacy, impact on time and life management
To grab and keep the attention and deliver messages in a powerful way
The interaction that exceeds polls and Q&A
To make hybrid events easier/less expensive

When do you expect to attend a live event again?
7.6 % I don't know
7.6 % Other:

Autumn 2021
Summer 2021

depends on the development of the pandemic
depends on vaccination worldwide
depends on rules & regulations
whenever travel becomes stress-free

Spring 2021
Winter 2022
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Are you planning to carry out a hybrid event in
the next few months and how many?
48.9 % - No, I'm not planning any hybrid events
40.2 % - Yes, 1-2 hybrid events
4.3 % - Yes, 3-5 hybrid events
3.3 % - Yes, over 20 hybrid events
2.2 % - Yes, 10-20 hybrid events
1.1 % - Yes, 6-10 hybrid events

Almost half of the respondents will not
organise hybrid events. The answers show that
the concept of hybrid events is still relatively
fresh and has not yet been fully established.

HIGH TECH OR HIGH TOUCH
What types of innovation do you expect from destinations or venues after Covid 19?
72.2 % - Contactless registration
60.0 % - Rapid antigen or PCR testing
57.8 % - Professional studio for digital events
36.7 % - AR services (real-time use of information in the form of text, graphics, audio)
26.7 % - VR services (computer-generated 3D environment)
8.9 % - Other (please write)
Other:
Local AV suppliers to record the plenary presentation
Good internet connection to stream broadcast
Adapted networking tools/opportunities
Hybrid events in terms of a combination of on-site and interactive digital environments
More flexibility
Embed the city experience into the conference

What are the biggest obstacles for resuming events?
81.5 % - Travel limitations
73.9 % - Government permission
58.7 % - Concern over the safety of attendees and stakeholders
46.7 % - Cost of safety and social distancing
35.9 % - Physical distancing logistics
31.5 % - Budget problems
23.9 % - Real-time viral testing
3.3 % - Other (please write)

Currently, the biggest obstacles for relaunching
live events are restrictions on travel and free
border crossing, and concern for the safety and
health of participants. Countries that have the
answers to these questions will be the fastest
to restart the meetings industry.

Who would you trust the most to organise your next event after the pandemic?
40.2 % - No one, we would organise the event ourselves
19.6 % - DMC (Destination Management Company
16.3 % - PCO (Professional Congress Organiser)
14.1 % - EVENT agency
5.4 % - Other
2.2 % - DCO (Digital Conference Organiser)
1.1 % - MARKETING agency
1.1 % - VIDEO CONFERENCING platform provider

In uncertain times, most respondents
trust themselves. DMC's and PCO'S are
also positioned high, but answers show
that agencies will have to work had to
regain the trust of their clients.

Other:
Any partner, whom we know personally and we trust
Probably not a new partner
All of the above if they are professionals and can deliver a hybrid event

HIGH TECH OR HIGH TOUCH
When looking for a partner for a post-COVID event, what are the key factors for you?
48.4 % - Comprehensive set of services
44.0 % - Strategic partnership
39.6 % - Best value for money
38.5 % - Delivering projects on-time
33.0 % - Delivering projects on-budget
28.6 5 - The best references
27.5 % - Green policy
3.3 % - Other

The question about selecting partners nicely
complements the previous question about choosing
an agency for the next event. In first place is the
diversity of services, and in second - a strategic
partnership, which can be interpreted quite broadly.

Have you already used a professional online event studio during the COVID-19 period?
40.2 % - Yes, a few times
37.0 % - No, never
14.1 % - We are thinking about using one
8.7 % - Yes, many times

Almost half of the respondents had already used
such a studio. There is also a large proportion of
those who do not yet have experience with this.

How important do you think sincere
concern for the sustainable organisation
of events and attitude towards the
environment will be in the future?

70.7 % - More important than ever before
27.2 % - Same level importance as now
2.2 % - Less important than now

If you had to choose between HIGH TECH or HIGH TECH,
what approach would you take for your future events?
66.3 % - High TOUCH (live event solutions, focus on all human senses and emotions)
12.0 % - High TECH (digital event solutions, focus on innovative technology)
12.0 % - Other
9.8 % - Neither
Other:
A combination: High BRYD ;-)
High TECH and High TOUCH, you need to focus on both!
A mix of both high tech and touch
High touch providing exclusive content and user experience
Hybrid - take the best of both
Both have relevance in future but for different purposes
Nothing can compete with live events!

Probably the most provocative
question of the research gave us a
clear answer that we will have to
combine both HIGH TECH and HIGH
TECH at future events. This simply
means that future events will be
hybrid, despite the fact that most
respondents prefer HIGH TOUCH.

HOW AND WHY IS SOCIAL MEDIA
USED
IN THE MEETINGS INDUSTRY

Survey dates: 2 March 2021 - 31 March 2021

POWERED BY TOLERANCA MARKETING RESEARCH DEPARTMENT

The effectiveness of social media marketing has been rated as very high in previous Kongres Magazine surveys. At
the initiative of readers and partners, we decided to further analyse the use of social media in the meetings industry
and kindly invite you to take part in our survey.
The survey consisted of 32 questions and took respondents an average of 18,9 minutes to complete. We would like
to thank all respondents for submitting their answers.

NUMBER OF RESPONDENTS: 473
32.7 % - Agency (PCO, DMC)
31.3 % - Destination Management Organisation
9.7 % - Event agency
8.0 % - Independent meeting planner
6.5 % - Other
5.3 % - Conference hotel
2.7 % - Convention / exhibition centre
2.5 % - Other
1.3 % - Digital event organiser (DCO)

How many social media sites
do you have accounts with?

DEMOGRAPHIC OF RESPONDENTS:
42.7 % - Generation X (1966 - 1980)
29.3 % - Baby Boom Generation (1946 - 1965)
24.0 % - Generation Y (1981 - 1995)
2.7 % - Mature generation (before 1945)
1.3 % - Generation Z (1996 - 2018)

What percentage of the events you
are now planning will be digital?
(for online audiences only, with no in-person component)?

The average was:

4.4

More than 50%

37.3 %

Fewer than 50%

33.3 %

None

16.0 %

All

13.3 %
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SOCIAL MEDIA IN THE MEETINGS INDUSTRY
How many times a day do
you look at social media?
26.7 % - 2-5 times a day
26.7 % - 5-10 times a day
21.3 % - 10 + times
13.3 % - Once a day
12.0 % - Not everyday

How much time do
you spend on social
media per day?

2-3 hours
13.3%

3 hours +
8%
30-60 minutes
37.3%

1-2 hours
16%
Less than 30 minutes
25.3%

How often do you post on social media?

What do you use social media for?

37.3 % - Weekly
26.7 % - Daily
12.0 % - Every few months
12.0 % - Every few weeks
6.7 % - Multiple times a day
5.3 % - Never

23.0 % - Keeping in touch with friends and family
20.3 % - Inspiration
16.2 % - News
12.2 % - Event planning
10.8 % - Buying and selling
9.5 % - Other
6.8 % - To browse/ time waste
1.4 % - To meet new friends
0.0 % - To find employment
0.0 % - Dating

Why do you follow famous
MICE brands on social media?
46.7 % - To learn about new products
16.0 % - I do not follow any MICE brands
13.3 % - To connect with people different than me
12.0 % - To communicate with the brand
6.7 % - Other
4.0 % - To learn about promotions and discounts
1.3 % - To be entertained
Other:
To create best practices, what do they
do and what can I learn from that?
Monitor competitors and industry

Other:
To promote the MICE industry in Prague, inform,
persuade and sell MICE products and services
A combination: inspiration, knowledge transfer,
new connections, selling
Brand awareness
Promoting our brand and keeping our followers
updated with our company's
activities/events/etc.
Most of the above
More than one: Inspiration, Keeping in Touch,
News, Meet up, time waste

To learn and find new business

No
8.1%

To keep up to date on trends, issues,
new launches and destination offers
To learn about news

Do you use social media
to market your business?

Yes
91.9%

SOCIAL MEDIA IN THE MEETINGS INDUSTRY
MOST IMPORTANT MARKETING TACTIC FOR THE FUTURE
7.0 - Content marketing
5.5 - Direct marketing and sales
4.9 - Live events

Will your use of social media for
business increase in 2021?

4.8 - Influencer marketing

42.7 % - Increase somewhat

4.4 - SEO (Search Engine Optimization) marketing

30.7 % - Stay about the same

3.5 - Media planning and buying

24.0 % - Increase greatly

1.0 - Other (please specify)

1.3 % - Decrease somewhat

5.0 - Social media marketing

1.3 % - Decrease greatly

Approximately what percentage of your company’s overall marketing
budget was spent on social media marketing in 2019/2020?
1 -10%

62,2 %

11 - 20 %

16,2 %

21 -30 %

9,5 %

31 - 40 %

8,1 %

41 - 50 %

4,1 %
0%

25 %

50 %

75 %

How will you split your social media marketing budget in 2021?
rang 2.8 - Own staff to manage social media

rang 0-1 = 0 - 10%

rang 2.6 - Costs connected to creating content

rang 1-2 = 10 - 20%

rang 2.2 - Training and education of staff

rang 2-3 = 20 -30%

rang 2.1 - Paid advertisements on social media

rang 3-4 = 30 - 40%

rang 1.9 - Social media management platforms and analytics (e.g. Coschedule)

rang 4-5 = 40 - 50%

rang 1.8 - Social media community platforms

rang 5-6 = More than 50%

rang 1.7 - Social media CRM
rang 1.6 - Social media agencies

SOCIAL MEDIA IN THE MEETINGS INDUSTRY
What are your key social media marketing goals?
74.3 % Brand awareness
67.6 % Connect with audience

Has social media proven to be successful
in achieving your marketing goals?

41.9 % Increased traffic on landing page
35.1% Promote original content
32.4 % Drive leads
23.0 % Improve search rankings
20.3 % Drive sales

Somewhat unsuccessful
13.3%

20.3 % Educate partners
16.2 % Market research and insight
12.2 % Provide customer service
9.5 % Reduce marketing expenses

Very successful
20%

Somewhat successful
61.4%

2.7 % Other

MOST IMPORTANT SOCIAL
MEDIA SITES FOR BUSINESS

MOST IMPORTANT SOCIAL MEDIA
CHAT TOOLS FOR BUSINESS

Rate the following social media sites by
their importance for your business

Rate the following social media chat tools
by their importance for your business

3.76 Linkedin

3.16 Whatsapp

3.24 Facebook

2.51 Facebook Messenger

3.18 YouTube

2.28 Instagram Direct Messages

3.01 Instagram

2.17 Skype

2.68 Twitter

2.08 Viber

1.63 Pinterest

1.58 Telegram

1.56 TikTok

1.43 Slack

1.42 Tumblr

1.39 Line

1.43 Twitch

1.38 Snapchat

1.35 Reddit
Are there any other social media sites you use?

Are there any other social media chat tools you use ?

Clubhouse

LinkedIn Messages

Vimeo

Discord

German "version" of LinkedIn: XING,

Prospectin

Weibo

Kakao Talk

SOCIAL MEDIA IN THE MEETINGS INDUSTRY
What are the key challenges you face when it
comes to conducting social media marketing?
58.1 % - Content quality
55.4 % - Engagement
35.1 % - Measuring ROI
29.7 % - Lack of resources (people, tools, skills)
29.7 % - Content quantity
14.9 % - No strategy
14.9 % - Social media automation
13.5 % - Covid-19

What kind of content is the
best for your social media?
65.3 % - Videos
62.3 % - Original content/articles
35.3 % - Influencer posts

12.2 % - Lack of support from leadership

33.3 % - Case studies

12.2 % - Securing budget for socia

25.3 % - Infographics

6.8 % - Team bandwidth

17.3 % - Social ads

2.7 % - Other

16.0 % - Research reports
15.3 % - White papers/e-books

When you engage with industry
suppliers, which tone of
communication do you appreciate?

13.3 % - Slides or presentations

70.7 % - Informative

5.3 % - Other

13.3 % - Audio
9.3 % - Podcasts
8.0 % - Surveys

68.0 % - Friendly
38.7 % - Educational
25.3 % - Serious
18.7 % - Humorous
4.0 % - Other
Professional
Consistent
Creating reflection

What are some characteristics of social
media posts that perform the best?
65.3 % - Authenticity
51.4 % - Showing competence
37.5 % - Trustworthiness
36.1 % - Being smart
33.3 % - Showing confidence
33.3 % - Being likeable
19.4 % - Being funny/goofy
19.4 % - Showing influence
5.6 % - Other (please specify)

SOCIAL MEDIA IN THE MEETINGS INDUSTRY
How do you measure the effectiveness of
your social media efforts in marketing?
79.7 % - Basic (fans, followers, likes)

What are the biggest
challenges to generating
NEW LEADS on social media?

33.8 % - Conversions to leads/revenue

63.4 % - Finding qualified contacts

32.4 % - Unique visitors to landing page

46.5 % - Finding those that convert

24.3 % - CTR (click through rate)

22.5 % - Engaging hot leads

20.3 % - Not measuring

15.5 % - Cost of new leads

14.9 % - Ranking on social media metrics site (e.g. Technorati)

7.0 % - Other (please specify)

12.2 % - Reputation Metrics

When they are not looking for you, you are

4.1 % - Other (please specify)

there, when they look for you, they will Google

Social media listening tools and bit.ly

Making people decide, everybody loves the

Need to focus more on SM activity

product, but they procrastinate the decision

Reach

Creating content that is relevant for the user
Lead time

Do you use LinkedIn for lead generation?

NO
49.3%

YES
50.7%

What is the most
effective way to execute
social media marketing?
67.6 % - Combination of in-house
and outsource
24.3 % - In-house resources
8.1 % - Outsource to a specialist

KEY CHALLENGES OF LEAD GENERATION ON LINKEDIN
40.0 % - Don't know where efforts are best invested
30.0 % - Lacking good content for Linkedin
27.5 % - Need more content
25.6 % - ROI measurement
22.5 % - Inadequate number of followers
15.0 % - Lack of actionable insight
12.5 % - Unsure about the value of Linkedin
12.5 % - Inadequate budget
7.5 % - Other
3.7 % - Struggle to know what's worked

MOST EFFECTIVE SOCIAL
MEDIA MARKETING
TACTICS AND TOOLS
4.16 - Creating original content
3.92 - “Posting on social media consistently
3.10 - Discussion engagement
3.09 - Influencer marketing
3.07 - Going live (streaming)
3.03 - “SEO for social sites
2.98 - Tagging others
2.93 - Contests and giveaway
2.87 - Optimizing special profiles
2.86 - Paid advertising on social media

SOCIAL MEDIA IN THE MEETINGS INDUSTRY
What is the first thing that comes to mind when you hear social media?
Keeping up with one's friends and business contacts
Free advertising, connecting with people, and content promotion
Trivial (unfortunately!)
Find ways to valuable contacts for valuable news
Social media is part of your long-term strategy, needs a lot of work and attention before it can grow and
harvest. But if done well, consistently and professionally, you have a lot of potential
Digital marketing
Sharing value
Staying connected
Young People on their phones
Several platforms that give you the possibility - for free and very easy - to present your product,
destination and all the things you do in your daily business. (with additional possibilities if you have
further budget).
News
Engagement
Ever-changing
Reliability
A platform where people worldwide can interact
I hate it, but need it!
A lot of work, time-demanding
Trolling, fake news
FaceBook, the normal life, NOT the profession
Sharing interests, ideas and experiences, also being connected with the communities and networks.
Instagram for fun, LinkedIn for work
You have to be in it and can't ignore them, but it takes a lot of time to do it properly
Homework you don't like but needs to be done asap
Confusion
Inspiration

SOCIAL MEDIA IN THE MEETINGS INDUSTRY
What are your TOP social media marketing tips?
1. Right content for the right social media channel

1. Stay relevant

2. Content marketing strategy with measurable goals

2. Be picky about who you interact with

3. React - be quick, answer questions, communicate

3. "Like" doesn't mean you've convinced anyone of anything

1. Limit the number of social media channels

1. Share value

2. Choose a niche

2. Be authentic

3. Better less content but good content

3. Do not sell too much, share knowledge instead

4. Show your WHY

4. Be visible, have a constant stream of content

5. Be professional, consistent and stick to your values

5. Use the right hashtags and be consequent

1. Deliver authentic content

1. Be honest

2. Create valuable contacts

2. Try to have a schedule and follow it

3. Create long-lasting and newsworthy communication

3. Never say bad about the others

4. Do not exaggerate

4. Never take personal opinions that may be controverse

5. Do not lie.

5. Always have content that gives something to your clients

1. Be consistent

1. Don't get distracted by what others are doing, find your own way & voice

2. Be original

2. Look for ideas also outside your industry

3. Stay relatable

3. Have a good mix of business posts and personal touch

4. Bring valuable information

4. Inspire employees to share your content on their accounts

5. Be authentic

5. Don't be afraid to use humor in your posts - but have a good measure about it

1. Post regularly

1. Show social engagement of your company, not only business

2. Post qualitatively

2. Show the human side of your business, company

3. Watch others

3. Focus on people, stories

4. Like, comment, share

4. Post less, but meaningful content

5. Grow your network

5. Quality of audio/video material

1. Keep posting

1. For the B2B sector, a hard focus on the core target market

2. Publish stories every night

2. Be engaged with the right Influencers

3. Use Facebook ads for new reach

3. Be open to new ideas

4. Good content

4. Don't constantly repost old content

5. Reply to messages

5. Share content with a value and a purpose

Kongres Magazine's Surveys
POWERED BY TOLERANCA MARKETING RESEARCH DEPARTMENT
Ever since the epidemic started, the editorial board of Kongres Magazine has been carrying
out in-depth research on the impacts of COVID-19 for the meeting industry, studying the everchanging needs and expectations of meeting planners. As the owner of Kongres Magazine,
Toleranca Marketing agency was entrusted with the logistics of carrying out the research.

Need an in-depth market research?
Get in touch with our team of creative thinkers

TOLERANCA MARKETING d.o.o.
Štihova 4, 1000 Ljubljana, Slovenia
T: +386 (0)1 430 51 03
E: gorazd.cad@toleranca.eu
www.toleranca.eu

We would like to thank everyone, who has taken part in the research so far. With
your contribution, we are one step closer to overcoming the new pandemic reality.
www.kongres-magazine.eu

