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A Trend represents a force of change, impacting consumer
behavior and market dynamics. It is a synthesis of recent
patterns, with a vision to how it will impact the world in the
future.

At Fahrenheit 212, we believe that Trends should represent
seismic, long- lastmg shifts that will be here to stay in the
foreseeable future.

The most successful companies disrupt competitive
landscapes by getting smart on these trends and offering
experiences, products, and services that raise the bar for
competitors.
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Trend 1
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‘Emotional Intelligence

- Designing with the end-user in mind

SIGNALS:

2022

UNDERGROUND

74%

2022 is predicted by Annette Zimmerman of
Gartner to be the year consumers’ devices know
more about their emotional states than their
families do.

The London Underground sampled tweets and
analyzed them to understand its patrons. It
looked at users’ tweets by time, location, and
subject to understand their interests and more
effectively connect with them. As an example,
they found that almost 40% of tweets posted
between 6PM and midnight at the North
Greenwich station were about music, and
created music-related content for its digital
billboards during those times in that location.

Marriott & PCMA | The Future of Meetings & Events Sources: 1. Gartner 2. Selligent Marketing Cloud 6

According to a survey from Selligent Marketing
Cloud, 74% of consumers expect companies to
treat them as individuals, rather than as part of a
consumer segment (e.g. ‘Millennial’ or ‘suburban
mother’).2
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_ Emotional Intelligence

~ Designing with the end-user in mind

WHAT WE HEARD:

“It has to be an environment that you as the human want to
be in. It shouldn't be dictated by the organization, but
actually by the participants or the team members who are
going to be there. That's something that cannot and
should not be dictated from the top down, but it should
come actually come from the people attending it. And
there need to be two people. Human beings, employees,
must be given agency to meet needs and give great service,
it's not a corporate thing.”

“It takes a person to understand and have this recognition
of what somebody's going through, or what experience
somebody wants. I don't think anybody other than
people can actually have that level of empathy. If
you're having a tough day, for example, and you're like, ‘I'll
Just take coffee,” only a human will know that you're
probably having a tough day, and should say, ‘It's on the
house.” A machine won't pick up on that. Space and
technology can only go so far.”

“I got a brief from an airline to help them with credit card
signups, and they wanted a typical crappy trade show
booth with someone standing with a clipboard - but we
gathered a bunch of data on who goes to these events and
what they do in their spare time, and we were able to create
a solution that actually appealed to them emotionally. The
solution that we reached was an immersive trampoline,
where the higher you jump, the more miles you got on your
card. We built an emotional environment based off of
data and people had a great time.”

Vv

Wilhelm Oehl
Partner & CXO
Eight Inc.
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Vv

Dilip Rao
CEO
> Sharebite

Amy Blackman
Senior Advisor
A Hundred Years

Fahrenheit212



"ndfrstoo‘d and to be

IndIVId ual needs At

Marriott & PCMA | The Future of Meetings & Events 8 Fahrenheit212



~ Emotional Intelligence

- Designing with the end-user in mind

SUPPORTING SUB-TRENDS

L
Al and Tech to
Unlock Intelligence

2.
Employee Agency to
Act on Their EQ

Al'is a powerful tool in mining and making sense
of data. Its outputs can help brands transcend
demographics or personas to understand who
participants are on a deeper level, connecting
disparate information to paint emotional,
psychographic, and deeply personal profiles.

Businesses that are setting up smart systems and
underlying infrastructure to collect information,
make sense of it, and translate it into tangible
actions are increasingly coming out on top.

Marriott & PCMA | The Future of Meetings & Events

Human touch can't be underestimated or
undervalued. More and more, employees - with
the help of technology - are being given the space
and time needed to understand the consumers
who they serve, and businesses are granting
them agency to act on any issues or delights that
they see fit.

It's not about engineering moments of empathy
or emotional understanding, but about giving the
front-line staff the permission and tools that they
need to act on intuition.
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. Designing with the end-user in mind-

HOW WILL THIS AFFECT...

&

Business Event Strategists

Participants

=

Venues

With new, precise information on every participant,
business event strategists will have to leverage data
analytics to tailor the content of events such that it's
suitable for each individual, down to the right pace,
amount of content, or style of interaction. Business
event strategists will also use this information to better
define potential attendees.

what if...

...event strategists had a machine learning algorithm that would
mine information on all participants to understand the desires of
the broader group, as well as each participant individually?

Marriott & PCMA | The Future of Meetings & Events

While there may be some privacy concerns when it
comes to data collection, many participants are okay
with their data being collected, as long as it is being
utilized to optimize their experience. Participants’
expectations for tailored and relevant events will be
higher than ever, down to the details. Every aspect of
the event should feel just right for the participants in
order to see the maximum individual ROI for the time
invested.

what if...

...participants could opt-in to a database and create profiles that
would develop over time, suggesting events that are catered to
their specific interests, and making those events more personalized
to them?

11

Utilization of data will become a differentiator for
venues, helping them create the right spaces and
experiences for not only the organization hosting the
meeting, but also each participant. Venues will leverage
their interactions with participants not only at events,
but at other touchpoints as well. Venues will also
double down on their investments in employees,
enabling them to deliver personalized and empathetic
service.

what if...

...venues trained and incentivized employees to understand how
consumers are feeling, rewarding them for any actions taken
toward improving the experience of an individual customer?

...venues could collect emotional and physiological data via sensors
to better understand individuals?

Fahrenheit212



Trend 2
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Orchestra

Engineering and embt

SIGNALS:

Google

207%

527%

Google believes that “casual collisions of the
workforce” are crucial for productivity and
innovation, and has designed its campus in a
series of interconnecting rectangles so that
employees will always be in close proximity with
one another. Google Cafés are designed to
encourage interactions between employees
across departments and teams, and their
cafeteria is designed to accommodate six to
eight people at one table to make food a social
experience.

A study conducted by Susan Pinker, author of
The Village Effect, found that moments of
conversation between coworkers increase
performance by 20%, and one face-to-face
conversation is equivalent in productivity to 34
emails.

Marriott & PCMA | The Future of Meetings & Events | Sources: 1. Forbes 2. Klimstra et al (2011) 14

A 2011 study conducted by Theo Klimstra found
that the weather impacts the moods of 52% of
the population, meaning that weather changes
can encourage different types of connection,
moods and interactions, levels of productivity,
and activities.?
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Orchestrat

Engineering and emb

WHAT WE HEARD:

“How can we actually facilitate and provide surprise for
visitors so that you're actually so much in the here and now
that people forget about their worries, forget about
their hopes and fears, and are just here? Engaging in
this moment. It's pretty powerful.”

“At WeWork, we actually make the hallways too narrow so
that you bump into people. We intentionally don't have a
wayfinding mechanism so you have to ask someone where
something is - there are certain things that the space
can do to foster interaction.”

“There's that whole concept of sweat-working - like
SoulCycle - let's arrange a workout in the morning that
fosters some serendipitous connection. That's how you end
up meeting people that you wouldn't normally meet. | like
those things where people who are organizing these
structured events are actually thinking beyond the event
itself. What will people do outside of our programming?
How can we structure that? The point of this whole
event is to create these human collisions.”

vV

Elle Barriga
Creative Director, Head of Visual
Experience Design, Local Projects

Marriott & PCMA | The Future of Meetings & Events

Cory Clarke
VP Product Development
WeWork

y
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vV

Amy Blackman
Senior Advisor
A Hundred Years
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Consumers' lives are more programmed than ever before, and with a
constant stream of data and information at their fingertips,
scheduling, curation, and prediction are prolific parts of the
/ everyday. As such, the unexpected, unplanned moments now
J surprise consumers, creating lasting memories and driving
\ _meaningful impact. These memorable moments transcend A
surface-level surprise or delight -

they are serendipitous, magical experiences.
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Orchestrat

Engineering and embt

SUPPORTING SUB-TRENDS

L
Create Human
Collisions

2.
Leverage
Context

3.
Embrace Natural
Serendipity

4.
Deprioritize
Conventence

Experiences can help foster
serendipitous connections between
individuals, giving them a brief - or
long term - interaction that leaves
them with meaningful memories.
Whether together for just a moment,
or connected for an entire weekend,
these unplanned collisions can occur
over a common interest or can take
people out of their comfort zones,
but bring individuals together to
share in something that they never
could have planned.

Marriott & PCMA | The Future of Meetings & Events

Physical environments have the
unique ability to impact this feeling
of magic through surprises around
the bend, rooms that aren't
expected, or design that delights.
Increasingly, designers are creating
spaces that intentionally provide the
framework for serendipitous
moments.

17

With large groups of people in new
environments, unexpected or
out-of-control occurrences are
inevitable. By adopting a mindset of
adaptability, brands can own and
capitalize on these unplanned
moments to create something
different, more unique, and even
better than what could have been
planned.

Although experiences can't plan for
the unexpected, they can embrace it
when it arrives.

Technology has provided
convenience in nearly every aspect
of life - so much so that consumers
now expect a tech solution to
everything. But rather than trying to
optimize the entire experience,
convenience should be deployed
strategically, thoughtfully freeing up
consumers time and energy to make
space for meaningful moments and
adventure.
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Participant attention is at an all time premium, as technology
amplifies distraction and enables remote attendance.

Experiences will embrace freedom & surprise,

\J freeing consumers from the constant constraint of schedules or /
agendas. By embracing the unexpected, we can engage participants
’ and leave a lasting impression.
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Orchestra

Engineering and embt

HOW WILL THIS AFFECT...

&

Business Event Strategists

Participants

Venues

Meetings & events hold a unique opportunity to act as
an escape from everyday, over-scheduled lives. Event
strategists should embrace and even engineer the
unexpected, turning away from agendas to create
meaningful moments, content, and interactions that
participants will value and remember. Event strategists
will need to plan flexibly and curate serendipity.

what if...

... event strategists were able to adapt the agenda to reflect the
weather - moving a lecture outside if it's sunny, or holding breakout
groups around a fireside if it's stormy?

...event strategists designed some programming explicitly with the
intent of cancelling it, creating “free moments” for participants to
explore?

Marriott & PCMA | The Future of Meetings & Events

As technology enables remote attendance and
distraction, participants will look to in-person meetings
& events for experiential magic. Consumers can access
nearly any information at the fingertips, and no longer
evaluate events based on the information that they
obtain; professional development can happen
anywhere. Instead, participants will look for events that
offer engaging, exciting, and unexpected experiences.

what if...

...programming functioned more like a choose-your-own-adventure
book, and participants could choose different paths through the
event based on what they'd just experienced?

...participants could opt-in to “blinded events”, in which they could
sign up to the entire experience without knowing exactly the
programming or agenda?

19

Venues will win with atypical locations that give
participants something new and exciting, unexpected
culinary offerings, and embracing the environment to
reflect serendipitous happenings in the world,
including weather changes. Venues should also work to
foster human interaction by designing spaces that
encourage casual collisions and conversation.

what if...

...venues had a series of design principles that could be applied to
space every time to engineer serendipity intentionally?

...venues focused less on wayfinding, and more on casual collisions
or human interactions?
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Trend 3
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Multimodal Design

Designing for adaptation and iteration

SIGNALS:

Herman Miller's Public Office Landscape allows
workers to transform their workspace for
different needs. When employees want alone
time, they can create a quiet working space, but
when they want to collaborate, they can create a
space for intimate working time with one other
person or with a larger group.

Marriott & PCMA | The Future of Meetings & Events | Sources: 1. Jones Lang LaSalle

Dish Society completely transforms its space
throughout the day in order to create
environments that are exactly right for the
daypart. This capability allows the restaurant to
maximize revenue throughout the day by
transforming the environment from fast casual
to full service, a concept in restaurants known
as ‘flex-casual'. Before dinner, a host station is
wheeled in, drink stations are hidden away, and
space is made to allow for servers to move
freely throughout the restaurant, replacing the
afternoon cashiers standing behind counters.

22

Investment management company Jones Lang
LaSalle predicts that by 2030, 30% of all
commercial office space will be consumed as
‘flexible space’ that can transform to fit the
needs of individual employees, as well as
collaborative group dynamics.!
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Multimodal Design

Designing for adaptation and iteration

WHAT WE HEARD:

“With 3D printing, you can create a space, or a room, that's
very purpose-built based on the need for that specific
conference. Then when you're done with it, you can just
ship the room out into the ocean and it will biodegrade
and it have no environmental impact. They're working on
that stuff and it's in the process of being developed right

”

now.
Sherrif Karamat
! CEO
" PCMA

Marriott & PCMA | The Future of Meetings & Events

“The term atmosphere comes into play when we talk about
space - spacial design and how it relates to a visceral
interpretation of what it is. Then you can amplify it with
content. You must create spaces in which you don't
need to read the text panel to understand what it is all
about. We have an immediate, visceral understanding
through the creation of an atmosphere. That's why it's so
important for a space to be able to adapt to its content.”

Elle Barriga
Creative Director, Head of Visual
Experience Design, Local Projects

23

“The assumption with the space at WeWork isn't that you'll
redesign it in 12 years. We're assuming it's in continuous
iteration and redesign. Our spaces are fully
sensor-made so we understand how people are using
them. If the quiet room is never being used we can convert
that into something else. It allows us to constantly shift the
space and just recognizing that the design won't be static.”

Cory Clarke
VP Product Development
WeWork
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Environment is a key element of user experience, and expectations
of spaces are cthangingin consumers’ info-rich, connected lives.
People wantspaces to be as nimble and fluid as their digital

“experiences, and

design should adapt to support quick change.

As such, spaces are being designed to flex and accommodate the
different waysthat people prefer to interact with the space and with
one another. And as brands continue to recognize that every
experience and every indjvidual are different, they are increasingly

o employing iterative design to support these different use-cases.

Marriott & PCMA | The Future of Meetings & Events 24 Fahrenheit212



Multimodal Design

Designing for adaptation and iteration

SUPPORTING SUB-TRENDS

Long-term, fixed structures are no longer fit for
the new ways that consumers live and work.
Instead, spaces are being designed to be
reprogrammed over time - from the
infrastructure, to the architecture, to the fixtures
and furniture - becoming part of a flexible family
that accommodates preferences. Businesses
must think about the utilization of space across
different, under-utilized day parts, considering
how physical space can be adapted depending
on the time of day or the current need.

Marriott & PCMA | The Future of Meetings & Events

Within the same space, consumers often require
discrete and different experiences/journeys.
Spaces can no longer be designed with one
journey or path in mind, but in a way that
accommodates parallel paths and different need
states. Tech can enable this with digital surfaces
that adapt to content and use-cases or smart
furniture that transforms according to the user
and their preferences.

25

The multisensory power of immersive technology
is being leveraged to transport consumers to
another place or to put them in another persons’
shoes.

This powerful immersion across the 5 senses
creates a true sense of transformation, and
should be leveraged to tap into emotions,
empathy, and understanding that was previously
unavailable with 2-D eyes-and-ears options.

Fahrenheit212



Every event has aunique objective & audience

and a space mustreflect each event's specific personality and needs.
From technalogicaliinfrastructure, to architecture, to furniture and
fixtures, space is critical to any event, and should be designed to
adapt to the.ways that participants will engage with one another,
with the,content of the event, and with the space itself.

X
A T °
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Multimodal Design

Designing for adaptation and iteration

HOW WILL THIS AFFECT...

Content and space are becoming increasingly
intertwined, and events’ objectives will manifest in a
space. Business event strategists will need to work
closely with organizations to identify the right spaces
for their needs, and then work with venues to make
sure the content and the space support one another,
learning about the capabilities of a space and helping
to design accordingly.

...events strategists were also “experience designers”, matching the
programming with changes to the physical space?

...event strategists understood participants’ preferences and could
adapt the space accordingly, with custom tailored seating, meeting
rooms, or recreation spaces?

Marriott & PCMA | The Future of Meetings & Events

As consumers expect spaces that are more compatible
with their needs, they're looking for spaces that are not
only right for them, but that are also flexible and able
to change according to their liking. At events,
participants will increasingly look for spaces that are
designed for discrete needs, including wellness rooms,
quiet work spaces, intimate settings, and loud, exciting
spaces - each presented at the right time and to the
right calibration.

...participants could request the types of spaces they would like to
see at the event, like yoga rooms or phone booths?

...participants were given the tools and materials to design their
own space for the event, or modularly adapt the space that's
already there to better suit their needs?

27

Technology is doing away with static spaces, and
profitable spaces are those that can adapt by utilizing
3D printing, adaptable lighting, and sensorial tech.
Economic buyers will look for venues that are adept at
change and that can support the needs of their event.
The most successful venues must incorporate modular
spaces that can change not only according to the event,
but according to specific moments and activities.

...venues were designed with sensors in every room, enabling the
space to track usage and update options accordingly?

...sensorial tech could be used to transform a space’s atmosphere
across day-parts?
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Bigger than Oneself

Acting on a meaningful message

SIGNALS:

657%

&

d17%

A 2018 report by global communications
marketing firm Edelman found that 65% of

consumers will not buy a brand if it stayed silent
on an issue that it had an obligation to address."

Marriott & PCMA | The Future of Meetings & Events | Sources: 1. Edelman 2. Nielsen

Nike's recent “Dream Crazy” campaign features
Colin Kaepernick, a controversial public figure
who speaks out against police brutality and
racial inequality. The campaign went viral, and
while some consumers burned their Nike gear,
others still took it as a sign that the brand is
aligned with their political beliefs. The ad earned
$43M worth of media exposure, record
engagement, and in the 4 days after it aired,
boosted online sales by 31%.

30

According to a 2018 Mintel report on
responsible brands, 51% of consumers in the US
agree that an environmentally responsible
product is worth paying more for.2
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Bigger than Oneself

Acting on a meaningful message

WHAT WE HEARD:

“This year, the buzzwords you're hearing in boardrooms are
about employee engagement, corporate and social
responsibility, culture, internal branding, social good,
sustainability. These buzzwords weren’t used as much 10
years ago -- back then it was all profits, ROE, RO, things like
that. | foresee continued gravitation towards these new
improved, mission-driven mindsets.”

“The devil is in the details. | see these organizations that
put on events about sustainability, but then they they don't
give you a refillable water bottle and have disposable
plastic all over the place. You've got to pay attention to
the details. It's credibility. Follow through.”

“WeWork went meat-free, which means that at all of our
events, we don't have meat. But also, as an expense policy, |
can't go out and eat bacon. It creates a conversation - |
end up discussing this with our clients. They may
disagree, but at least it fosters that dialogue. Some people
are completely aligned, some people are not, but at least
we're able to start making incremental change through
those conversations.”

Vv

Dilip Rao
CEO
[ Sharebite
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V

Amy Blackman
Senior Advisor
A Hundred Years
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Cory Clarke
) VP Product Development
y WelWork
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Bigger than Oneself

Acting on a meaningful message

SUPPORTING SUB-TRENDS

L
Be Polarizing

2.
Design Down to
the Details

Businesses must take a stand and be clear about

their values, even if this is not the most

convenient choice. Consumers are less willing to

align themselves with brands that have
wishy-washy beliefs.

This is coming to life in messaging, strategy,

operations, and how employees and consumers

are treated, and how leadership presents itself.

Marriott & PCMA | The Future of Meetings & Events

When businesses make a statement, they must
commit 100% to the things that they say they
stand for. They can't just SAY it, they have to ACT
on it -- all the way down to the smallest minutia
and detail. Every action a brand takes today is
documented and seen by the world, and a
company’s back-end operations must completely
align with what they, and what their consumers,
stand for. The stakes are high, and companies
with misaligned agendas no longer make the cut
for consumers.
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Bigger than Oneself

Acting on a meaningful message

HOW WILL THIS AFFECT...

h

Business Event Strategists

Participants

el

Venues

An event must completely embody the message that it
stands for, and the most meaningful, successful events
will be impactful ones. Event strategists should
embrace the message of an event and identify the right
moments for the message to come to life. Consistency
is key, and event strategists will need to ensure that
every detail is aligned with an event's message, and
that participants hear the message throughout.

what if..

...event strategists could understand the small moments during
which messaging has disproportionate impact?

Marriott & PCMA | The Future of Meetings & Events

With a wealth of choice in the brands at their fingertips,
consumers have the ability to evaluate experiences
based on values. Participants aim to identify with
organizations that align with their values, and just as
they choose brands with messages, participants will
increasingly choose, and return to, events whose
messages and values align with their own. Participants
will look more to discuss and address serious societal
issues at events.

what if..

...for every positive action that a participant took (arriving on time
to lectures, collecting new contact information), the event would
contribute to a Karma Fund, benefiting a charity of the
participant’s choice?

The ease with which information can be exchanged
leaves consumers hungry for information on back-end
operations. Venues will increasingly be chosen based
on their commitment to ethical operations and values.
An event that stands for sustainability will not choose a
venue that fails to provide reusable water bottles, or is
not thoughtful about food waste. Venues must be
considerate and honest about their capability to
support impactful events.

what if..

...venues tracked and publicized participants’ sustainable
behaviors to help them understand their impact?

...venues were more transparent about their back-end operations,
like food sourcing and waste?

Fahrenheit212
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Clear Sense of Place

Leveraging geography for deeper enrichment

SIGNALS:

857%

VIKING

53%

According to Mintel's 2018 report on
experiential travel, Millennials value experiences
over material goods, with 85% of Millennials
putting a priority on venturing out of their
comfort zones and learning new things as the
most valuable experiences.’

Marriott & PCMA | The Future of Meetings & Events | Sources: 1. Mintel 2. Ibid

Taking this trend to the extreme, Viking is
launching a 245-day cruise in 2019 that
immerses travelers in cultural enrichment in
various cities around the world, completely
breaking them from their day-to-day lives.

Mintel's 2017 report on emerging travel
destinations reported that 53% of consumers
say the most interesting part of travel is
discovering ‘secret places’ or hidden parts of a
city only that are only known to locals.?

Fahrenheit212



Clear Sense of Place

Leveraging geography for deeper enrichment

WHAT WE HEARD:

“What | like about Airbnb is that it gets you into a place in
an authentic way. The first ones [ stayed at were in Turkey
and you were able to get into the residential neighborhoods
and the places where cool things were happening, where
there aren't these huge hotels. They were off the beaten
path. I've always thought that it was a unique experience to
stay with locals.”

"It's not just about utilizing the convention center anymore,

and instead, it's about utilizing all the assets within the
city to create that really personalized experience based on
the interest of the participants that are going to the
conference.”

“Valuing the place that you go is so important; getting
out, seeing it, touching it, having these interactive
moments with local businesses, local leaders, having
this dialogue, and then people going back to their homes
and going, ‘Wow, there's so much cool stuff happening in
Peoria!’ | go to a million conferences a year and they're
always in the same cities. The hotels are really expensive
and | know I'm going to sit in traffic for an hour. But there is
a whole other world of alternatives.”

Joseph Brennan
& Cofounder

4 ‘, Zoba

Marriott & PCMA | The Future of Meetings & Events

Sherrlf Karamat

PCMA

»:

39

V

Amy Blackman
Senior Advisor
A Hundred Years
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sumerized experiences are being traded in for authentic,
on-true destinations, where enrichment comes in unexpected
forms and through exposure to local cultures..
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Clear Sense of Place

Leveraging geography for deeper enrichment

SUPPORTING SUB-TRENDS

L
Honor the Place -
Keep it Local

2.
Distance Helps
Disconnection

3.
Don’t Forget Human
Nature

Leverage geography as an underutilized asset:
cities can and should be an active character in
the play. As revitalization and exploration
continue to play important roles in participant
conversation, there is big opportunity for the
place itself to take on a bigger role.

What makes the place different makes it a draw,
especially for Millennials, who are looking to not
only see but actually experience new locations.
Consumers aren't just looking to taste local
cuisine, but learn to cook it themselves. They're
not just looking to meet the locals, but actually
live with them and experience their everyday
lives.
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Distance from the everyday enables consumers
to remove themselves from reality and open
themselves to new experiences and deeper
engagement - be it distance from their daily
schedule, from places that they regularly spend
their time or are familiar with, or even from their
devices.

As these detachment and isolation trends
continue to proliferate, brands are playing active
roles in helping consumers disconnect,
encouraging digital wellness as well as
exploration, self-reflection, and mindfulness.

L3

People crave fresh air, blue sky, and other living
things - the importance of bringing this humanity
and desire back into experiences is critical.

Consumers can't spend their time in
over-engineered spaces or over-focusing on their
tech, but need to get outside, reset their
perspective, and refresh their mind. As such,
consumers are increasingly looking for
destinations that embrace and appreciate the
outdoors, fueling industries like “glamping” to
new heights, and bringing tourism to new
outdoor-oriented destinations like Iceland and
Banff, Alberta.
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Clear Sense of Place

Leveraging geography for deeper enrichment

HOW WILL THIS AFFECT...

&

Business Event Strategists

Participants

o

Venues

With so much available online, consumers are putting
additional value on the experiences that cannot be
achieved on a computer or at home. Event strategists
should think about events that allow for exploring
surroundings, decreasing the emphasis on content to
allow for adventure and outdoor exploration.

what if...

...event strategists partnered with local businesses or activities for
suggested after-hours programming?

...events encouraged digital disconnection, with faraday cages,
detox areas, or full-blown bans throughout the entire experience?
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Averse to spending more time in sterile or office-like
spaces, participants are looking for more experiential
events that allow them to break free from their
day-to-day lives, exploring a new place and connecting
with new people. ROl is no longer assessed based on
the content of an event, as this can all be accessed
online today. Instead, it's based on the value and
novelty of the experiences and connections.

what if...

...participants were mandated to go off-site and give back to the
community, volunteering at schools, doing conservation cleanups,
or contributing to community centers?

The ease of travel leaves consumers hungry for the
next destination, and the demand for non-traditional
venues is on the rise. Venues can leverage this trend to
become the ‘home-base’ of an event, offering these
outside experiences on the perimeter of their
programming. The most successful venues will focus
on non-traditional offerings and external experiences
to enable exploration.

what if...

..venues created a digital platform where local small businesses
could opt-in to host micro-events?

...venues created ‘city-sampler spaces’ where local businesses and
attractions were brought into the space?
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Emotional
Intelligence

Meetings and events will need
to move past reactive
adjustments to adopt a
proactive approach to
personalized experiences,
understanding the needs of

participants before they arrive.

Me—l—

Orchestrated
Serendipity

: Experiences must embrace

. freedom & surprise, freeing

: consumers from the constant

: constraint of schedules or

. agendas. By embracing the

: unexpected, we can engage

. participants and leave a lasting
: impression.

Marriott & PCMA | The Future of Meetings & Events

/_ 7
@)
/_\/

Multimodal
Design

Every event has a unique

. objective & audience and a

. space must reflect each event's
. specific personality and needs.
. Space is critical to any event,

: and should be designed to

: adapt to the ways that

: participants will engage.
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Bigger than

Oneself

You can't just provide content
¢ anymore. Every event must

: have a message. Participants
want to understand what's

. important to a business, and

¢ experience events that deliver
: that message down to the

. smallest detail

S

Sense of
Place

The most memorable events
celebrate local surrounding,
enriching visitors, exposing
them to the local culture, and
connecting them with the
community to increase
engagement.
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