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It had been nearly five months since we had last
checked in with the business events community to get a
sense of how they saw the future taking shape when we
sent out an invitation to participate in our dashboard
series in early October.

We found there was greater interest in participating in
our survey in mid-April, when we had 580 respondents
than in October, when 226 took the survey. Why the
drop? Perhaps it’s partly due to each survey’s focus. In
April, we were trying to assess how event profession-
als were feeling from a mental-health perspective. In
October, our questions were meant to help inform our
November issue’s business events forecast in light of
the strong economic headwinds the industry is facing.
Mental health and the economy are two pressing but
very different issues. Given that we rarely give ourselves
the opportunity to reflect on how we are operating at an
emotional level, the higher level of participation in April
is understandable.

With the economy as our focus this time around, we
asked: What do you believe will have the biggest impact
on your events-related business in 2023? We asked
survey takers to narrow it down to one. The largest
percentage of planners — nearly 3 out of 10 — said travel
and budget policy restrictions, followed by inflation and
supply-chain issues (27 percent). Only 17 percent of plan-
ners are primarily concerned with the potential for an
economic recession, whereas that concern ranks highest
among suppliers — nearly one-third selected that option.
For suppliers, workforce and staffing issues come next:
23 percent of suppliers said that would have the biggest
impact on their business vs. 12 percent of planners. Only
a small percentage (6 percent or fewer) of planners and
suppliers ranked audience sustainability concerns, host
destination social policies, potential health-related issues
from COVID, or global security as their biggest concern.
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Suppliers are more bullish than planners, however,
on revenue expectations for 2023 compared to 2022
— half of suppliers vs. one-third of planners expect an
overall revenue increase of up to 50 percent. An equal
percentage (15 percent) of both planners and suppliers
predict there will be no change in revenue and a larger
percentage of planners (one out of five) expects a decline
in revenues of under 25 percent vs. around 17 percent of
suppliers who anticipate the same loss.

Around the same percentage of planners said in Octo-
ber that they were planning in-person-only events in the
future as in April (seven out of 10 planners in October
and 68 percent in April); fewer are planning digital-only
events in the October survey (3 out of 10) vs. 35 percent
in April; and less than half are planning hybrid events —
47 percent in October vs. 52 percent in April.

Planners are expecting higher registration numbers
than in the previous survey: 18 percent expect an increase
of up to 50 percent in October vs. 8 percent who said the
same in April. And as the year went on, planners seemed
abit more certain about their attendance levels for future
events. In April, 37 percent said they were unable to
predict registration numbers until they got closer to their
event; only 22 percent said the same in October.

Their responses to another survey question rein-
forced that: As far as their biggest financial challenge in
budgeting for face-to-face events, only 19 percent said in
October that it was predicting attendance compared to
41 percent in April. We introduced rising AV costs as one
option and rising F&B costs as another response option
to this question in October and planners were equally
split — 18 percent said each of those represented their
biggest budgeting challenge. Only one out of 10 planners
said they were challenged by budgeting for a hybrid event
in the October survey vs. more than two out of 10 in the
April survey.
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As far as how those hybrid events will take shape, the
most popular version in October was a digital component
related to but not held in parallel with the in-person
event — 21 percent vs. 19 percent in April. Fifteen per- SUPPLIER TRACK
cent in both surveys chose a simultaneous in-person
event with streaming video and a separate online
program for the virtual audience with the ability for
both audiences to interact via the event platform, but a COMPLEMENT TRACK
smaller percentage in the October survey (one out of 10)
said they will have a simultaneous in-person event with
streaming video for the virtual audience with no sepa-
rate online content for digital participants vs. the April What region best represents where you do the
survey when 16 percent selected that option. majority of your business?

These slight changes in event format demonstrate
that planners continue to consider the best formula for
their events in the face of rising costs and attendees’ abil-

« Business events professional - Events marketing professional

« Supplier serving business events professionals
« Destination marketing professional

» Academic - Other

ity — or willingness — to travel. 81% US. 85% US.

Of course, each audience and event is different. But 5% Canada 9% Canada
we wonder: Are the 70 percent of planners who say their 5% APAC Region 2% APAC Region
events will be in-person only in 2023 weighing all fac- 6% EMEA region 2% EMEA region

tors? What we’ve been reading in medical and scientific Latin America Latin America
journals is that those audiences want both digital and
in-person options. In fact, in late November, the British
medical journal thebmj published an article written

by a group of six physicians and scientists. “We hope,”
they wrote, “to convince you that if you are intending to
organize a purely in-person event, making it hybrid with
avirtual attendance option is actually the most logical,
productive, and inclusive way forward.”
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84% US.
11% APAC Region
5% EMEA region
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Michelle Russell is Convene’s editor in chief.

What best describes your role in the business What best describes your title?
eventsindustry?

A -
Vice President/Director 4 D 3+

59% Business events professional
\‘ 5% Event marketing professional _ 37%
‘ Marketing/Event agency _ 31%
. professional Manager/Coordinator (P 17%
15% Supplier serving business — 21%
events professionals
6% Destination marketing Chairperson, CEO, C-suite, President,
l professional Executive Director
2% Academic

6% Other

Owner

Other
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What best describes the primary industry sector

you manage events for?

I’'m an independent events
professional with clients in a
variety of industries.

Healthcare/science

Professional services

Education

Technology

Financial services/insurance

Consumer goods

Media, communications and
entertainment

Manufacturing

I’'m an independent events
professional specializing
in a particular field

Other

PCMA.ORG/CONVENE

A
A -
- -

A o
- 3
- o

- 3
21%

)

& o

-
@
A s

o s
¢ 0%
@ 0%

o 7
@ 0%
@ 0%

@
¢ 0%
¢ 0%

@
¢ 0%
@ 0%

@ %
@ 0%
@ 0%

@ %
@
- o

-
A
S /5

"

What type of business/organization do you work for?

Destination marketing
organization/CVB

Agency/Independent business

Corporation

Business events facility/venue

Contractor/freelance

Government/public sector

Association

Other
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Compared to 2019 (or pre-pandemic 2020), what COMPLEMENT TRACK [ | [ | |
will be the expected overall revenue change in [ |
your events-related business in 20227
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Decline greater Decline 51-75% Decline Decline No change Increase Increase
than 75% 25-50% under 25% up to50% more than 50%
PLANNER TRACK SUPPLIER TRACK COMPLEMENT TRACK

What types of events are you planning in Q1-2 20237 (Choose all that apply.)

In-person only I ©° D 0 O 7%

Digital/online only D 30% ® 4% a&@ 8%
Hybrid 47% 43% 38%
None @ 1% ® 4% ¢ 0%

What do you believe will have the biggest impact on your events-related business in 20237
(Please select one only)

WL

29% 9% 5% Travel and budget policy restrictions
27% 21% 37% Inflation/supply chain issues
32% Potential for an economic recession
12% 23% 1% Workforce/staffing
5% 6% 5% Audience sustainability concerns
3% 0% 5% Host destination social policies
3% 4% 16% Potential health-related issues from COVID-19
1% 2% 0% Global security
Other
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Compared to 2022, what do you believe will be the overall revenue change in your events-related
businessin 20237
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Decline greater Decline 51-75% Decline Decline No change Increase Increase

than 75% 25-50% under 25% up to50% more than 50%

What kind of overall registration numbers are you expecting for your largest planned 2023 in-person-only
event as compared to 2019 (or pre-pandemic 2020)?
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Decline greater Decline up to 50% Same Increase up to50% Increase of more Unable to estimate  Not applicable
than 50% than 50% until we get closer

to the event

What is your biggest financial challenge with regard to planning a business event in Q1-Q2 20237

" 19% 5% 8% How to budget in terms of face-to-face

attendance expectations
18% 5% 23% Higher AV and related costs
Higher F&B costs

l ' 12% 10% 15% Higher rates for space and rooms
‘.‘ 10% 5% 15% Budgeting/pricing for a hybrid (in-person +

digital) event

7% 10% 0% Deciding on registration pricing for face-to-face
participants

1% 10% 0% Navigating registration timelines/deadlines to
budget for a hybrid event

1% 5% 0% Expenses related to event marketing and
communications
What to charge digital event exhibitors/sponsors
Other
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RESPONDENTS SHARE CONCERNS
COLORING THEIR OUTLOOK FOR 2023

SUPPLIER TRACK

COMPLEMENT TRACK

“My biggest concern is the impact of a potential
recession post-COVID.”

“Engendering event sustainability throughout If you are planning a hybrid event in 2023 or beyond, what

the event ecosystem, proactively implementing best describes its envisioned design configuration?

purposeful/meaningful climate action

throughout the lifecycle of an event, and

catalyzing a circular events industry economy.” A
A digital component related to but not

- ithihe | 4 4%
“Client CFOs are cutting budgets drastically held in parallel with the in-person event

(as in millions) for remainder of 2022 and & 0%
almost all of 2023. We will see serious budget

cuts and number of attendees fall dramatically.
We do not expect recovery from a possible
recession until at least 2024 or 2025.”

Simultaneous, small in-person event
- -

with streaming video and separate
online program from virtual audence, ‘ 0%

with ability for both audienses to inter-

act via the event platform 4 -

“Fears of being priced out of the market for
in-person events, state and local legislation
issues, and a possible new COVID variant.” Simultaneous, small in-person event @

with streaming video and separate

online program from virtual audience, 4 5o,
without the ability for both audiences

to interact via the event platform ‘ 0%

“COVID ain’t done and planners need a strong
reminder on that.”

Simultaneous, small in-person event I 10%
with streaming video for virtual audi- - 5%
ence; no separate online content for °

digital participants - 8%

Hub-and-spoke model: small regional 4@ 3%
in-person events held simultaneousl
e i 5%
with separate content for digital

audience ¢ 0%
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