
2020 HA S HAD A SHOCKER. AND THE E VENTS 
INDUSTRY HA S BEEN ONE OF THE HARDEST HIT. 
Postponements, cancellations, reduced numbers, locks downs and 
restrictions — just some of the challenges which in-house marketing teams 
and the events agencies they work with have faced.

Should we cancel altogether? Could it work online? Hybrid? Smaller groups? 
What purpose does our event serve and how else might we bring our people 
together and take our products to market? 
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CONSIDER E VERY THING IN THIS NE W CONTE XT  
(IT’S ABOUT MORE THAN INFECTION CONTROL)
The hiatus has given us all time to reflect. Providers in the events market have 
borne the brunt of the pandemic in business terms, many having lost an entire 
season of contracts and bracing themselves for the next. 

Driven by the need to survive or a desire to adapt, we have seen innovation in the 
market like never before — with providers pivoting to deliver events in new ways 
and through new channels.

Likewise, businesses who would usually have hosted or attended events each 
year are looking again, through a new, post COVID lens. 

Infection prevention and control will continue to be a priority. The need to 
provide an environment which is clean, safe and allows people to distance and 
move freely without direct contact with others will be the standard. Of course, 
the guidelines and restrictions will evolve over time, but safety must remain the 
centre of gravity, whether events are run remotely, in small groups or in larger 
numbers.

But we must also recognise our needs as businesses and as people.  
Life will and must go on, relationships will flourish, and colleagues will continue 
to work together, support each other and thrive in their careers.

What’s important is that any changes are sustainable and future proof.

So, let’s get back to basics.
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1. 



USE TECH WISELY
If the latest set of restrictions has taught us anything, it’s that events as we 
know them will remain out of action for some time to come, and the flight to 
technology and hybrid events is set to continue.

From chatbots and voice translation, or the ability to customise your event 
for individuals or groups, to an immersive event experience through a VR 
headset, these technologies have the ability to take the attendee on a 3D 
journey from the comfort of their own home. The ways to delight and surprise 
your audience have risen tenfold.

Yet, the take up has, in our experience, been limited. The challenge is, it’s a 
hard sell. Unless you are operating in a high-tech environment (E3 anyone!?) 
clients often don’t switch on to this level of tech. Some perceive it as a 
gimmick and we have found a lukewarm response to the suggestion of VR 
headsets. If we can’t persuade cinemagoers to wear cardboard glasses,  
this doesn’t come as a great surprise.

To create a quality production which involves this level of tech requires 
commitment and budget, which many businesses simply don’t have  
at the moment.

There have always been huge benefits to be had from using tech to deliver 
events either entirely or in part. But although virtual has now become 
necessity, the use of different forms of technology needs to be done well  
and for the right reasons.

The value of an event is in well considered principles, and these have  
always been and will remain the same. 

Think of an event like a dinner party:

• Build on proven traditions — people know what to expect and they  
know how to behave.

• Make people welcome and offer generosity of spirit.
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SIZE ISN’T E VERY THING.  
THINK SMALLER AND MORE FREQUENT.
If you build it, they will come. Or will they?

Will people actually want to attend large scale events over the next couple of 
years? Time will tell, but our hunch tells us it’s going to take some time for 
delegates to flock back to exhibitions and large events at pre COVID levels.

That’s not to say we shouldn’t embrace the f2f elements of events once 
more. We just need to think differently about format.

Small is beautiful, isn’t that what they say? Well, in terms of the future 
events landscape this is a great starting point. And you needn’t be a small 
organisation to make this work.

With centrally produced, consistent and compelling content, there is no 
reason why large organisations cannot roll out a programme of smaller 
events to replace what would previously have been one large, single event.

They can be run as a roadshow over a season or happen consecutively with 
a number of smaller events running locally. A combination of F2F and online 
events can accommodate local lockdown restrictions and ensure inclusion 
for those shielding. And a single online link up — for part or all of the event 
can bring the wider team together.

At a smaller wholesome, more intimate event, there is greater opportunity for 
your attendees to spend more time with the people they want to. It becomes 
a greater platform for people to engage and build relationships.

Think how each smaller event could be tailored to a group or a region. 
Consider whether your events could work by team, department, customer 
group, market, or could you work on a very localised basis, by county lines  
or local hubs.

The type of venue you choose can help reflect your values — are you looking 
for cosy and intimate, spacious and practical, would you consider an arts 
venue or heritage site, an outdoor, temporary structure or a sports ground? 
With venues looking to generate new income streams, there will be those 
that reinvent themselves and offer a host of options for business audiences.

3.
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QUALIT Y REIGNS —  
DON’T COMPROMISE ON PRODUCTION VALUES
Just because an event may be smaller or less frequent, it doesn’t mean you 
should compromise on production values. In fact, you can see this as an 
opportunity to ensure quality. Get creative with the content and delivery.  
What big idea can you use to frame your day? 

You want to give attendees an expectation for your event — but still delight  
and surprise them. Whatever the nature of the event, think how you can 
make it memorable for all the right reasons.

Think about the user experience. This starts way before the event itself 
and is an aspect that we find is often overlooked. How will you deliver your 
invitation and what form will it take? Can you personalise the itinerary 
to make it relevant and appealing? Are you communicating regularly and 
providing top notch customer service in the run up to the event, do delegates 
have a point of contact if they have any questions? What about the takeaway 
or goody bag? The follow up?

You don’t always have to spend lots more to improve the quality of your 
events, but you do need direction and passion. This is where the experience 
of good events companies comes into play.

You can create a smaller, high quality production, which can then  
be replicated across groups and venues throughout a roadshow. Quality  
assets which can be reused time and again — content, props, staging, 
signage, furniture. 

4.

TEN-POINT MANIFESTO
THE SHAPE OF E VENTS TO COME…



DEMAND SUSTAINABILIT Y
The environment is a big and growing concern for the sector. And rightly so. 
It is at the heart of our business at Clink Clink and part of our journey 
towards B Corp certification.

If you are not already thinking about the environmental impact of your 
events, then no doubt your employees, your customers and your shareholders 
will be.

We have seen one of the biggest events of all — Glastonbury — offer a 
masterclass in how to reduce environmental impact on a huge scale through  
a series of sustainable practices and proactive care for the environment. 

And while your event may look very different from the world’s greatest 
performing arts festival, there will be other considerations you can make, 
which will often result in cost savings too.

Travel — or how to reduce it — is a good starting point. 

Do delegates need to travel at all? If so, could it be to a local hub instead  
of a central venue?

Can you encourage car sharing (when it’s safe to do so), incentivise cycling, 
could a task to find alternative transport become part of the event itself? 
You may well find that once travel is reduced, cost is too. It can also help you 
to recoup some time. Fewer hours spent getting to the venue means more 
time to dedicate to what matters most. From the user experience, it may also 
make a huge difference to those who need to juggle responsibilities at home 
with  
an extended working day (or overnight stay).

We also need to think about the supply chain. Which external suppliers 
are you using and what do they bring to the party? Can you opt to support 
local suppliers or independents? A localised model will have a considerably 
smaller footprint and may also mean you get better quality for your money. 

5.
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GOOD CONTENT AND GOOD COFFEE
What do we remember from events we have been to? 

For us, it’s twofold: 

1. Has the content inspired me to think differently about something?  
Was it memorable? 

2. Was the catering good? Did it feel restaurant quality or was I handed 
 an over-brewed coffee in a paper cup? 

They are simple benchmarks, but they capture the essence of what so often 
makes a good event.

When planning your content, think about your audience and the setting.  
Read the room.

In the past, you may have presented to 100 people in a conference hall with  
a screen and mic, now you have a group of 20 in a more intimate setting.  
Are the same methods still appropriate? What can you do to embrace the 
new setting and smaller audiences? Will you sit or stand? Can you use 
audience participation, can delegates touch and feel the content? Can you 
speak more frankly to fewer people? Consider the tone, the vibe of the event 
and how it will help you to reach your goals.

Rehearse, rehearse, rehearse. If your people aren’t confident, use a  
pre-record. Have your content polished beforehand so you can focus on 
delivery on the day. We need to think longer and harder about how to  
engage people.

And make sure the catering is good. Sounds like a secondary thing, but it  
will make all the difference. No-one wants bad coffee.

6.

TEN-POINT MANIFESTO
THE SHAPE OF E VENTS TO COME…



WHAT’S YOUR PURPOSE?  
GONE ARE THE DAYS OF THE JOLLY
We shouldn’t run an event because it’s what’s always been done. We need 
to look again at the purpose. What is your business goal and is an event the 
best way to achieve it?

Is it what your team needs? Is it to reward, to boost morale, to communicate 
an important issue, to drive sales, to launch a product, to introduce a  
new leader?

In years gone by, large organisations would have had an events team who 
would manage the budget for everything from the company’s presence at 
an industry show to a management conference. In many cases, these teams 
have been absorbed elsewhere in the business and events have shifted to 
the HR and internal comms community. Their aims are more likely to be 
employee engagement, skills development or reward staff.

Ultimately, events are there to:

• Give information
• Celebrate success, feel pride
• Togetherness
• To make customers want to buy

If an event will make it happen, then think about what type of event might  
work for you.

Clients are being more strategic about their spend. It’s not just about 
putting budget behind the bar — the days of a long, boozy team day are 
dwindling. Drinking has never been less socially acceptable, and more 
businesses are shying away from designing their events around this culture. 
What’s more,  
it removes the need for an overnight stay in many cases.

Why not focus your efforts on a daytime event and give your attendees the 
option to continue if they want dinner and drinks? While some will value the 
opportunity for an evening out with colleagues, others will be grateful that 
they have not had to give up personal time to attend a work event.

7.
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THE NEED FOR THE PHYSICAL 
Some commentators in the market have suggested that the idea of 
essentialism will rule when it comes to events. This suggests that people 
will only ‘attend’ events when they have to. Where there is an alternative 
online or travel free option they’ll take that. After all, why would you travel 
to meet people at a conference (with the associated cost and risk of COVID 
infection) when you can access the same content from home?

But to us, this doesn’t take into account some of the fundamentals of 
human nature. It fails to consider our need for human contact through which 
we can build relationships and better do business. While we don’t want to 
take unnecessary risks, our view is that in the medium term, we will return 
at least in part to meeting in person. 

In a recent survey by RICS, 93% of the surveyors questioned felt businesses 
would scale back their office space as more people work from home.  
The implications for the commercial property market are significant and  
we are seeing businesses adopt new models which combine more time  
working from home with a reduced office footprint.

With much less time spent in teams/departments or company groups as a 
whole, events can help to fill this gap. And the cost of a reduced capacity 
office + wfh + offsite events, can still mean a saving for businesses 
compared to a return to office-based working for all.

We are social animals and being at an event, whether its purpose is team 
building, a product launch or profile raising in an industry, we all thrive on  
the company of other people.

8. 
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9. 
BE INCLUSIVE
Think about how your chosen event will ensure inclusivity — inclusive of the 
diverse audience of your brand or company. If you don’t know how, seek help 
and advice from a third party or expert organisation.

This is not a tick box exercise. Actions speak louder than words.

Consider all of your audience:

• How will you market the event in an inclusive way?
• How will you ensure access, both online and physically?
• Consider location, travel, facilities, catering — every touch point.  

Do your plans meet the needs of all groups? 
• Above all, think about the content of your event and how you’ll deliver it. 

Will the content be delivered by representative groups?
• Read the room — think about the context of your event.
• Ensure genuine representation and avoid appropriation.
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10. E VOLUTION NOT RE VOLUTION
We face unpredictable times ahead, in our lives and in business. 

The future of events will no doubt face challenges over the coming years.  
But if we are willing to re-think and adapt to the new environment we face, 
there is no reason why they shouldn’t be a core element of marketing your 
business and communicating with your people.

We are witnessing some incredible innovation in the world of technology  
which will reframe how and where we are able to deliver the event 
experience. But don’t rely on tech for tech’s sake. We don’t need to make 
events more complex or more expensive. We just need to reconsider what we 
are trying to achieve and the best means of reaching that goal. 

The values of a good event — a warm welcome, good hospitality and quality 
content — remain as important as before. 

Think evolution, not revolution.
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LET’S
TALK

Tel: 0117 924 0033
letstalk@clinkclink.co.uk
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