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INTRODUCTION
Picture this event. Upon arrival, you give your name to the host on
the registration desk who searches through reams of pre-printed
badges to find yours. Attendees watch a PowerPoint presentation
and give feedback on the session by filling in a paper left on each
chair. Much of your networking – if any – involves a conversation
with the person who happens to be sitting next to you or standing
in front of you in a queue.
Fast forward to the present, and event technology has transformed
all the above and more. Online registration tools capture valuable
information including demographic data, likes, dislikes and
interests, all of which can be used to tailor content for delegates
before, during and after the event. Registration systems linked to
social media enable delegates to track which of their connections
are attending while also displaying new contacts they can meet
on the day. Presentations have been transformed into interactive,
two-way sessions; live polls can help speakers adjust content in
real-time, according to the audience’s interests, and increase levels
of engagement.
That’s just for starters. With the increasing uptake of live
streaming, your event audience is not limited to those physically
present – everyone can attend everything from anywhere. Virtual
reality and live social channels can be used to create ‘digital
participants’ in events, so they are more than just delegates.
Imagination Agency, for example, is working on a platform called
Quanta that aims to use immersive technology to allow guests to
feel like they are at events, wherever in the world they actually are.
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INTRODUCTION CONT’D
Christophe Castagnera, head of connected experience at
Imagination, says: “Technology creates and shapes more
personalised experiences – by finding out about our guests’
behaviours through tracking, creating personalised content, live
conference voting and location-based technology, we can create
an event where no two people’s experience is the same.”

And with event apps now the norm at business meetings –
providing information on the event and enabling attendees to
schedule meetings, highlight sessions of interest, meet with
like-minded people during the event and share their opinions via
tweets and posts – technology has had an impact on how planners
approach their job as well as the delegate experience.
It’s clear that the events industry has come a long way with its
use of technology and it’s now one of the most exciting sectors
when it comes to exploiting the latest applications. Yet with all
this potential at event managers’ fingertips, to what extent are
they taking technology to the next level and beyond? C&IT, in
association with Cvent, explored event organisers’ attitudes to
technology and future trends in three stages; via a survey, a
webinar exploring the results and its wider implications, and
a ‘Big Questions Live’ debate with all stakeholders concerned,
including brands, agencies and suppliers.
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MISSED OPPORTUNITIES?
The survey examined whether event organisers are making the
most of technology’s opportunities, whether there is more they can
be doing, and whether technology is becoming a distraction to both
organisers and delegates.
According to the survey, spend on event technology is low, with
slightly less than three-quarters of respondents (70%) saying that
their organisations’ total spend on event technology per event falls
into the lowest bracket (0%-20%) compared with other elements
of event production.
Barriers to technology uptake come down, not surprisingly, to cost;
55% of respondents say there is not enough budget allocated or
that the associated costs are too high. The survey also highlighted
how quantifying return on investment (ROI) remains the numberone priority for event managers; however, without sufficient
investment in technology, measuring ROI can be a real challenge.
This raises the question of whether organisers are using event
technology to its full potential.

OUR SURVEY SAID…
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KNOWLEDGE GAP
Industry experts believe a lack of education and knowledge about
event technology – specifically understanding the value it can
bring to events – is a significant obstacle to investment. Too often,
technology is seen as a ‘nice to have’ rather than a ‘need to have’.
“There is a lack of understanding about the value that tech can
deliver – it is often seen as attached to a solution, replacing
more process-driven aspects of event-planning, rather than being
considered in terms of how it can deliver on event objectives,”
believes Caroline McKenzie, operations director at Open Audience.
“There is also an anticipation that technology is expensive, but if
you look at traditional budgets from 10 years ago, with the costs
of marketing and print, for example, this is where technology has
helped to save costs.”
To have trust in the benefits that technology can bring, organisers
need to examine their event goals in detail and outline exactly
what they want to achieve. An event for an internal team, for
example, will yield a different ROI than one aiming to inspire
and motivate prospects and clients.
From an agency point of view, Jemma Peers, commercial director
at Top Banana, believes there is a need to promote technology
among clients, to create a compelling reason to want to use it and
understand the value it adds to the message being delivered.
“There’s no point putting technology in for gimmick’s sake,”
she says. “It’s about how we create the compelling reason, that
the piece of tech meets the objective the client is trying to hit.”
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THE TIME FACTOR
Organisers are faced with more technology and solutions than ever
before, so finding the time – whether to research technology or
explore different options – is also an issue. The survey found
that time was cited as the second-biggest issue holding back
technology investment.
Nicola Wedge, head of events for Barclays UK, says the time
factor is a big consideration when investing in a new technology –
organisations need to ensure that it is both the right product and
compatible with their existing systems. “There’s a lot more time
needed to test technology and ensure it works,” she says. “And
if your event is in three months and you haven’t got time to find
something new and test it, often you fall back on what you know.”
Companies are also finding that time spent integrating the
technology can negate any perceived benefits reaped. Yet, to
maximise the full benefits of event technology, tools and systems
need to be integrated with the rest of the business so organisers
can prove the outcome of the event from a business value
perspective. There is also the added challenge of technology
moving so quickly that by the time organisers have caught up, the
technology has already moved on.
“It’s really hard [to use event technology to its full potential]
because as soon as you’ve showcased some tech at an event,
it’s moved on, as the tech world is constant evolving,” says Clare
Melton, events director at CBRE. “It’s almost impossible to know
that you’re using something to its full potential when the ‘potential
scope’ is permanently changing and evolving.”
Ben Taylor, head of creative technology at Cassette, a division of
experience agency TRO, believes that if knowledge is there from
the beginning, technology can be embedded at the ‘ideation’
phase, becoming an integral part of the event from the beginning
rather than being seen as an addition or ‘bolt-on’.
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ENHANCING ENGAGEMENT
Of those surveyed, 67% of organisers view technology as a
way of deepening levels of engagement with attendees, while
61% acknowledge how event technology can better streamline
processes. With regards to increasing levels of engagement,
experts agree that it’s key to make technology integral to the
event experience itself, rather than peripheral.
By making technology a part of the experience for attendees,
it becomes a seamless part of the event. One such example
is where an event used digital signage that was connected to
individual attendees’ profiles, enabling them to use the technology
to personalise options such as ‘Where’s my next session?’ and
‘What’s my schedule?’
There are many different ways to engage delegates with content
through technology, be it an app, social media or a voting system.
But to avoid technology for technology’s sake, organisers must
consider what result they want from that particular engagement.
“If you’re looking to do a temperature check, for example, consider
whether you can use social media rather than a voting system, or
run competitions during the event using technology,” says Peers.
“Don’t shoe-horn technology in, otherwise you won’t achieve
the engagement you want because people won’t get it. It has be
compelling and audience-specific.”

OUR SURVEY SAID…
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THE DATA CHALLENGE
Organisers also need to harness technology better to enhance
data-collection methods. Surveys and questionnaires are still the
most popular form of traditional data collection, with 85% of
respondents citing this method. Moreover, organisers still appear
cautious about adopting technology for data collection – just 19%
of those surveyed say their organisation uses RFID to collect data.
Cvent describes this as a ‘curious dilemma’; while surveys can offer
immediate feedback, organisers are missing a trick. Organisations
are opting for traditional data-collection methods because they
work but, at the same time, these are not contributing to a more
engaged experience; organisers, for example, are not able to share
information as readily as they can if the data is harnessed and
shared using event technology.
For the most part, organisers are asking the relevant questions in
the registration process, such as what the ‘hot industry topics’ are
or ‘what attendees would like to focus on in sessions’, yet much of
this data is not shared with speakers or session moderators.
While event organisers have the chance to use this data to
mould content, or to know what their audience is thinking in
advance, it seems many are simply asking questions for the sake
of asking them.
When it comes to quantitative data and collecting statistics, Taylor
points out how advances in technology have helped organisers
to gain a wider understanding of their events; through Wi-Fi
tracking and 3D cameras, for example, organisers can measure
demographics, age, gender and more. All this information, says
Taylor, is available via relatively cost-effective solutions.
“We can start to play around with our event spaces to see how
it affects footfall and dwell-time; on an ongoing basis we can
take this very fluid environment that has traditionally been seen
as difficult to measure and put some science behind it. It’s very
exciting for us, our clients and our brands,” he says.
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LOOKING TO THE FUTURE
A poll carried out by C&IT during the webinar asked eventorganisers what event technology is most important now and in
the future. For the present, online registration systems remain
overwhelmingly popular, with 67% opting for this, followed by
27% for event apps and 7% for RFID.
Cvent believes there is an opportunity for organisers to track
delegates’ physical footprint at an event – it expects the 7% for
RFID to climb, with dwell-time and movement around an event
offering a key data set that can be integrated with digital data to
offer a holistic view of delegates’ engagement levels.
The most important technology for the future was seen as artificial
intelligence, chosen by 71%, followed by social media walls at
14% and beacon technology and facial recognition at 7%.
With technology now permeating all parts of the event spectrum,
from planning to the event itself through to follow-up, do organisers
envisage a time when technology will be used mainly for back end
processes, with a more ‘personal’ approach returning to events?
Cvent points to how it is key for technology to enable the live
experience but not distract from it. One example it gives of this in
practice is how an app was used to help delegates prepare prior
to an event. They could see who was attending, what they did
and where they were from; so, instead of introducing themselves
during breaks, delegates could spend that time pinpointing who
they wanted to talk to and why, using technology to create a
more meaningful experience.

OUR SURVEY SAID…

71

%

of respondents say artificial intelligence
is the most important technology for the
future, followed by…

14
%
7

%

who say social media walls, and…

who cite facial-recognition and
beacon technology

Then • Now • Future: where is event technology headed?

10
LOOKING TO THE FUTURE CONT’D
Just how much further can event technology evolve? Organisers
and agencies believe something that creates an emotional
connection and promotes shareability will be the next big thing.
Peers gives the example of a session on artificial intelligence,
where the keynote speech was delivered by a robot. This had the
effect of both exciting and engaging the audience and showcasing
the technology in a different and therefore thought-provoking way.
The way event organisers and delegates interface with technology
will also change, with people not limited to their phones or other
tiny devices but using technology in increasingly virtual ways.
Think screens popping out of thin air or the ability to talk to a
screen and receive real products or services here and now.
For event organisers to take advantage of technology’s potential
now and in the future, however, a greater understanding of the
desired outcomes of an event needs to be reinforced. It is also
imperative for technology to become an integrated part of the
business – ideally from the ideation and creative stage. Once
organisers are clear on the value of technology and what it brings
to the business, the case for ongoing investment becomes all the
more compelling.
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ABOUT CVENT
Cvent, Inc. is a leading cloud-based enterprise event
management platform, with over 2,700 employees and
over 28,000 customers worldwide. Cvent offers software
solutions to event planners for online event registration,
venue selection, event management, mobile apps for
events, e-mail marketing, web surveys as well as onsite
check in and badges. Cvent provides hotels with a
targeted advertising platform designed to reach event
planners looking for suitable venues. On November 29,
2016, Cvent announced it had been acquired by Vista
Equity Partners. In addition, Cvent and Lanyon Solutions
announced the merger of their two companies, creating a
global meeting, event and travel technology leader.
For more information, please visit www.cvent.co.uk, or
connect with us on Facebook, Twitter or LinkedIn.

