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EVENT HORIZONS:  
A BLUEPRINT FOR SUCCESS

Intense competition for delegates and 
sponsorship, a transition towards an ‘experience’ 
economy and advances in technology mean 
that, alongside their day job of delivery, event 
planners now need to be data analysts, content 
strategists and industry consultants. 

With the increased resources required to 
compete, the pressure to demonstrate return 
on investment (ROI) is mounting, while the 
depth and frequency of ROI reporting is 
putting event planners under greater strain.

A sharper focus on original insights, greater 
agility and continual innovation is the baseline 
expectation. One thing is certain: event 
planners cannot do this alone. They need 
partners and venues they work with to be 
flexible and proactive – essentially, a seamless 
extension of their team. 

This report, based on a survey of 607 event 
planners in 12 countries across Europe, Middle 
East and Africa and qualitative interviews with 
industry executives, explores the challenges 
facing event planners and uncovers the 
behaviours that lead to sustained success. 

The role of event planner is undergoing 
unprecedented change. 
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VALUE OF EVENTS each year

AVERAGE ROI over the past 12 months

Delegates expect truly  
memorable and transformative experiences, 

while senior leaders demand  
a greater return on their investment. 

Our global research uncovers how  
leading event planners are delivering  

on both fronts.
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LEARNING FROM ROI LEADERS

Common practices and behaviours of event planners 
delivering above-average ROI (25%+)

Our research reveals a clear set of practices and behaviours common to 
those event planners delivering above-average ROI (25%+), compared with 
those delivering less than 25%. These practices and behaviours fall into 
the three major stages of event planning – before, during and after. Those 
reporting ROI of 25%+ are significantly more likely to do the following:

BEFORE:  
be flexible and agile 

• Make the event-planning cycle more  
agile to meet the needs of the business and  
of delegates 

• Embrace the automation and streamlining of 
the event-planning process

• Use the time saved through automation 
to focus on delivering a great delegate 
experience. Those reporting above-average 
ROI take longer to plan major events than 
planners reporting below-average ROI

DURING: give delegates  
a personal return on investment 

• Focus on depth, quality and variety of content

• Build in opportunities for networking (select 
venues that integrate opportunities for private 
networking/meetings into event agendas) 

• Give consideration to sustainability, diversity and 
inclusion when planning events 

• Include technology-driven experiences in the 
events they organise, such as augmented reality

• Use automation and digital technologies to 
improve delegates’ experience 

AFTER:  
nurture the relationship

• Track the number of new contacts after 
events – and use this as a metric to measure the 
success of the event

• Provide a digital platform for further discussion 
among delegates and speakers

• Share additional content related to the event’s 
topic on a regular basis

• Facilitate follow-up meetings with delegates
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SECTION 1

WORLD-CLASS EVENTS  
= WORLD-CLASS RETURNS
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THE NUMBER OF EVENTS – AND, 
THEREFORE, COMPETITION FOR 
DELEGATES – IS ON THE RISE 

They consider there to be a few key areas by 
which events are principally judged: quality of 
speakers; sophistication of on-site technology 
(event apps, audience interaction, etc.); and the 
suitability of the venue itself. 

High-performing event planners understand 
that delegates expect to be impressed, 
both by high-profile, expert speakers and 
insightful content - 43% of those reporting 
25%+ ROI say depth, quality and variety 
of content is a key priority (versus 23% of 
those reporting less than a 25% ROI). 

Leading industry thinkers agree. Of two 
significant trends in event planning highlighted 
by Judy Elvey, Director of Marketing at Cvent, 
quality of insight is one. Events that teach 
delegates something new about their industry 
sell out. “We understand that, if we’re asking 
attendees to make a commitment and visit 
for two or three days, they expect to learn 
something new about their sector, and not just 
about the exhibitors’ products and services,” 
she says.

Quality of insight will become ever more 
important in the face of emerging formats such 
as the ‘unconference’ – an industry gathering, 
some of which now attract thousands of 
delegates each year, with no set schedule 
or speakers, where topics for discussion are 
decided by whomever turns up on the day.1

Today’s event planners see their 
greatest challenge as standing out in  
a crowded marketplace 

GREATEST PRESSURES FACED IN MY ROLE TODAY

31%

30%

28%

27%

27%

26%

25%

24%

15%

Increased difficulty standing out from the crowd / differentiating our event

Greater expectations of return on investment from senior management

Difficulty in attracting the target audience we're seeking to convene

Insufficient flexibility from event venues

Increased expectations from delegates of a more personalised event experience

Difficulty in taking advantage of /exploiting new and emerging technologies

Greater need to demonstrate return on objectives

Need for detailed digital/social media plans pre- and post-event

Decreased budgets

1 https://www.ft.com/content/7483ff40-5c3f-11e9-939a-341f5ada9d40
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Depth, quality and variety
of event content

Greater real-time interactivity

Renowned experts/thinkers 
as speakers

Delegates are looking for something out of 
the ordinary and that is exciting, fun,  
hands-on, competitive, and energising.  
If the experience has a social/networking 
element and can be shared via social media, 
all the better.

More than half (60%) of event planners say 
that they are under increasing pressure to 
deliver a greater variety of events and formats. 
Smaller events offer greater scope to create a 
unique experience – choosing a special location 
for an exclusive roundtable dinner, for instance 
– and offer planners a better opportunity to 
demonstrate ROI.

FT Live is seeing a trend towards smaller 
events, such as seminar lunches, interactive 
workshops, breakfast briefings, executive 
dinners and national/international roundtable 
roadshows, which offer sponsors dedicated 
time to talk to the people they want to reach. 

A recent example is a ‘Brexit roadshow’ for a 
client who wanted to understand views beyond 
London about the UK’s decision to leave the 
EU. Planners organised a series of intimate 
roundtable dinners with local CEOs in cities 
around the UK.

DELEGATES’ KEY PRIORITIES  
FOR FUTURE EVENTS: 

Horizon scanning:  
an event made for memories

At Meeting Professionals International’s 
European Marketing and Events Conference 
in The Hague this year, event planners 
replaced the opening keynote with a series 
of eight offsite ‘learning journeys’ that drew 
on innovation in other industries. During 
these field trips, delegates experienced first-
hand how other industries were dealing with 
challenges they too are facing. For example, 
some delegates led an orchestra to experience 
the balance between managing and motivating 
musicians, while others honed their crisis-
management skills in an interactive war game.

EXPERIENCES VS EVENTS

As event experiences in delegates’ personal lives 
evolve, they increasingly want to see this evolution 
mirrored in their professional experiences

HOW TO IMPROVE YOUR ROI:

• Give delegates deeper insight into their 
industries and day-to-day roles, adding 
to their personal ROI from the event - do 
something that will linger in the memory



10 EVENT HORIZONS: A BLUEPRINT FOR SUCCESS 11radissonmeetings.com

Event planners are looking for partners to 
be tuned in to these expectations and to 
reflect their own and – in the case of agency 
planners – their clients’ sustainability and D&I 
credentials, during the event and throughout 
the procurement process. 

76% of event planners say that events must 
reflect an understanding of issues related to 
sustainability, diversity and inclusion. Those 
with ROI of 25%+ are significantly more likely 
to strongly agree:

When they attend an event, delegates don’t 
want to leave their personal values at home

SHOW YOU ARE ON THE SIDE 
OF SUSTAINABILITY

2 http://www.meetingmakers.co.uk/sustainable-conferences.asp 

Encouraging and promoting diversity

Sustainable practices and materials

Demonstrating a policy of inclusivity

82%

80%

80%

The majority of event planners see 
sustainability, diversity and inclusion as 
important factors when selecting a venue.  

FACTORS THAT ARE IMPORTANT 
WHEN SELECTING A VENUE:

HOW TO IMPROVE YOUR ROI:

• Be clear on the sustainability and D&I 
policies of your organisation/client – what 
are the values you want to communicate to 
delegates?

• Check that suppliers, including venues, 
share your sustainability and D&I values. 
How are they reflected in the supplier’s 
company policies? And how will they be 
reflected in real time during the event?

Horizon scanning:  
think about the event environment

Conference organiser Meeting Makers suggests 
a range of approaches to making your event 
sustainable. Communicate with delegates digitally. 
Select a venue that’s easily accessible by public 
transport. Work with a venue that: cuts down on 
food miles by sourcing locally produced food; 
use non-disposable tableware, napkins, cutlery, 
crockery and glasses; and provide recycling 
facilities for delegates. Get delegates involved in 
helping to make your event ‘green’ by encouraging 
them to use these recycling facilities’.2

32%
ROI 25%+

16%
ROI <25%
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Over the next 12 months, three-quarters of 
planners intend to include technology-driven 
experiences, such as augmented reality, in the 
events they organise. Those reporting higher 
ROI are more likely to include technology-
driven experiences than those reporting an  
ROI of less than 25% (29% vs 20%). 

High-performing planners are also more likely 
to use automation to improve delegates’ 
experience:

As delegates experience the convenience offered by 
technology in their private lives, so they expect it to deliver 
similar advantages in their professional lives

HELPING DELEGATES INTERACT

Horizon scanning:  
mobile event apps

At Cvent CONNECT Europe, planners use a 
mobile event app to offer delegates real-time 
interactivity with the conference. Functionality 
includes personalised agendas, live polling 
during and immediately after sessions, and the 
option to submit questions during live Q&A 
sessions. Competitions to encourage delegates 
to post about the event on social media 
introduce a fun element of gamification.  
“You have to have an event app. Delegates 
expect it. It’s the one piece of tech you must 
deploy,” says Judy Elvey.

HOW TO IMPROVE YOUR ROI:

• Create a mobile event app that holds all 
the information delegates need on the day 

• Adopt technologies that delegates are 
frequently using in their personal lives – aim 
to recreate those personal experiences in 
the event arena. Use delegate satisfaction 
surveys and secondary market and desk 
research to better understand what those 
personal experiences are

• Experiment with emerging technologies 
such as augmented and virtual reality – and 
track their impact on ROI32%

ROI 25%+
22%

ROI <25%
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More than half (55%) of planners said  
that delegates’ key priorities for future  
events was networking-related:  
‘more private spaces for networking’,  
‘more time to network’ and  
‘match-making/introduction services’. 

This puts planners under pressure to deliver 
more effective and memorable networking 
opportunities. “Networking is more difficult 
now because you can hide behind your 
technology, so we need to find ways to make 
networking easy and fun,” says Judy Elvey. 

HOW TO IMPROVE YOUR ROI:

• Build enough networking time into your 
conference agenda

• Offer different formats for different 
levels of networking – for example, speed 
networking for those who simply want 
to ‘meet and greet’ and quiet networking 
lounges for those who want in-depth 
meetings

• Find a venue that can offer unusual and 
intimate networking spaces

• Use technology to facilitate networking 
– for example, offer an appointment 
scheduler in your mobile event app

Delegates are drawn to events as much by the 
audience as they are by the speakers

P R I V A T E 
N E T W O R K I N G  &  M E E T I N G S

Those reporting greater ROI prefer venues that 
offer spaces for private networking and are 

integrating opportunities for private meetings 
into event agendas.

TAKE NETWORKING TO  
THE NEXT LEVEL

86%
of event planners

delivering ROI +25%

Horizon scanning:  
speed networking

In May this year, The Business Show 2019, 
offered delegates the chance to ‘meet 
30 new contacts in 40 minutes’ through 
its intensive speed networking sessions. 
Delegates were invited to sign up before the 
event for the high-impact sessions, which saw 
them paired up and given a minute each to 
make their pitch before it was time to move 
on to the next ‘date’. Delegates positioned 
this ‘corporate take on speed dating’ as the 
perfect way for delegates to start filling their 
contacts books.
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SECTION 2

MAKING IT HAPPEN
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MAKING IT HAPPEN

According to event planners, ‘misunderstanding 
objectives of the event sponsor’ (which can 
be internal or external) was a major cause of 
wasted money and effort. For example, this can 
lead to planners failing to select the right type 
of event venue or to attract the right audience. 
Considering that facilitating introductions to 
the right people is one of the most common 
goal of events today, such misunderstandings 
could significantly impact ROI. 

High performers are better at attracting 
the right crowd. When asked where the 
most effort and/or money is wasted, those 
with an ROI of <25% said ‘poor selection of 
delegates’, whereas those delivering a 25%+ 
ROI cited ‘poor venue’.

‘Poor venue’ doesn’t just relate to the physical 
aspects of a location. ‘Lack of understanding of 
my objectives for the event’ is among the top 
three frustrations planners have with venues, 
while ‘maintaining an ongoing relationship 
with the client’ is the top consideration when 
choosing a venue provider. 

Successful planners see building personal 
relationships as absolutely key to their 
purchasing decision when it comes to booking 
venues. They are more likely to choose a venue 
where staff effectively become an extension 
of their own team. Words used to describe the 
ideal venue include ‘helpful’, ‘open’, ‘flexible’, 
‘available’, ‘responsive’ and ‘proactive’.  
These factors, collectively, trump cost when 
picking a venue.

ROI leaders are taking a more strategic, long-
term rather than siloed approach to their event 
programme. This involves thinking deeply 
about the annual programme and how the 
outcomes of each event meet overall  
business objectives. 

The right people at the right time

23%

17%

17%

15%

15%

15%

15%

15%

14%

14%

14%

12%

Misunderstanding objectives of event sponsor

Failure to budget for speaker costs

Poor communication with venue staff

Post-event entertainment

Overly complex technology at the event

Poor selection of delegates

Poorly briefed speakers

Poor venue

Poor choice of speakers

Poor choice of topic/content

Over or under catered

Experiential/interactive sessions

WHERE IS MOST MONEY/EFFORT  
WASTED AT EVENTS?

HOW TO IMPROVE YOUR ROI:

• As a corporate planner, you will have 
internal stakeholders. Agency planners will 
have external clients. All planners should 
work with clients – internal and external – 
to understand how an event can deliver on 
their business strategies and objectives  
– you are more likely to get ROI if there is  
a clear link

• Allow time for a detailed briefing on 
objectives, business outcomes and budget. 
Ask the hard questions up front to set clear 
expectations on delivery
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ENTER THE ERA OF AGILE PLANNING
The event-planning cycle is shortening, with 
the majority of small events (89%) taking up 
to three months to organise and the majority 
of large events (90%) taking up to six months 
to plan. A quarter of event planners (24%) say 
that it takes too long to organise events and 
that the process should be shorter. Anecdotally, 
planners say their main issue is not getting out 
to market fast enough.

However, our findings suggest that taking time 
to plan pays off. ROI leaders are more likely to 
take seven to 12 months to plan a major event, 
compared to those with a ROI of <25%, who 
are significantly more likely to take two to three 
months. The same is true of small events.

Those with ROI of 25%+ say that the event 
planning cycle needs to be more agile in  
order to meet the needs of the business  
and of delegates:

High performers think that the event-planning 
cycle needs to be more agile in order to meet 
the needs of their business and of delegates. 
One example of that agility is greater 
automation and streamlining of the event-
planning process. 

To help them become more agile, planners are 
looking to venues to become more responsive 
and proactive. Three-quarters of event planners 
believe that event spaces that accommodate 
events with flexible/changeable  
programmes/agendas are important to the 
success of the event.

Horizon scanning: automate to 
differentiate

One global provider of insurance and employee 
benefits programmes saved 1,500 hours in 
2018 by automating the reporting process 
on thousands of client workshops around 
the world. The software it used enabled 
event planners to track attendance and no-
show rates, look at attendee-to-appointment 
conversion and monitor waiting lists. 

HOW TO IMPROVE YOUR ROI:

• Use automation to deliver a more 
streamlined and efficient event-planning 
process – spending less time on logistics 
will free you up to deliver a better event 
experience

• Don’t shave time saved through 
automation off the planning cycle – our 
findings show that longer planning cycles 
deliver higher ROI

88%
ROI 25%+

79%
ROI <25%

76%
say that they need event 

spaces that accommodate 
events with flexible/changeable 

programmes/agendas
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SEEK OUT AN INTUITIVE VENUE
Planners see close personal relationships as 
critical to their booking decision. They are 
more likely to choose a venue that becomes 
an extension of their own team, helping to take 
the pain away in areas such as technology, 
sustainability and delegate experience.

Our survey reveals that maintaining an 
ongoing relationship with the client is the 
most important consideration when choosing 
a venue provider, while failure to do this is the 
third-biggest frustration for planners when 
dealing with venues.

Clare Tunstead, Global Director of Operations, 
FT Live, characterises the ideal planner/
venue relationship by trust, openness, 
flexibility, availability/responsiveness, 
proactivity (reaching out and following up), 
and making life easier. Collectively, these 
factors demonstrate that a venue understands 
relieving the planner’s pain points is more 
important than keeping costs down.  
“It’s presence; it’s being there,” she says. 
“Event planners are too busy, and they’re too 
stretched. Time is just so precious that it’s all 
about the relationship.” 

14%
10%

31%
28%
28%

25%
23%

22%
22%
22%

21%
20%

18%

Maintaining an ongoing relationship with the client

Competitive and/or flexible pricing

Anticipating the needs of the client

Location and/or local amenities

A single point of contact

Variety of spaces and rooms

Prestige of the company or specific venue

Creative use of design/ spaces

Availability of latest technology

Demonstration of understanding of my sector/ business

Amenities provided 

Quality of third-party suppliers to venue 

Sustainability credentials

CONSIDERATIONS WHEN CHOOSING A VENUE PROVIDER

CARRY ON THE CONVERSATION

Planners know that business is rarely closed at 
an event. That’s why they are finding new ways 
to keep the conversation with delegates going. 
According to our survey, those with a greater 
ROI are significantly more likely to engage in 
post-event communication. 

Also, venue providers need to cultivate their 
clients, anticipate their needs and become 
trusted advisors rather than stagnate in a 
purely transactional relationship. Proactively 
reaching out and following up is one of the key 
factors that planners look for in a relationship 
with a venue provider. 

Horizon scanning:  
keeping in touch

FT Live recently appointed a content activation 
team to help build, retain and engage with 
‘communities’ (audiences that regularly attend 
an event) by getting to know them, what 
interests them and how they consume content. 
This is feeding into a content marketing 
strategy that keeps communities engaged in 
between events. “One thing we have identified 
as something we need to do better is build and 
retain these communities. A big part of what 
we’re trying to do differently this year is post-
event retention,” says Clare Tunstead.

POST-EVENT STRATEGIES  
ROI leaders are significantly more likely to: 

HOW TO IMPROVE YOUR ROI:

• Continue to communicate with delegates 
after and between events – high performers 
do this by sharing additional content and 
facilitating follow-up meetings

• Create a ‘community’ of delegates to instil 
a sense of belonging and loyalty to the 
event – digital discussion forums are a good 
way to encourage ongoing contact

• Don’t see events as a one-time activity 
– align them with wider engagement and 
content marketing programmes to ensure 
lasting results

• Take time to build closer personal 
relationships with venues, particularly those 
where you have a single point of contact

Offer a digital platform for further 
discussion among delegates and speakers

Facilitate follow-up meetings 
between delegates 

Share additional content related to 
the event’s topic on a regular basis  
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SECTION 3

MEASURING WHAT 
MATTERS
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CONVINCING THE C-SUITE
Planners are having to work harder to secure 
event budgets. Nearly a third say that greater 
expectations of ROI from senior management 
is one of the greatest pressures faced in their 
role today. And seven in 10 say analytics  
and detailed reporting are now a crucial  
aspect of their job.

Most event planners use a mix of metrics 
around delegate numbers, delegate 
engagement and generating new business. 
Delivering ROI for events with clear KPIs 
is straightforward but sometimes event 
sponsors have a single KPI – to raise brand 
awareness – and that is much harder to 
measure. Here, an agreed combination of 
qualitative and quantitative measures can 
help define success.

When it comes to evaluating results, those 
planners with a higher ROI (25%+) consider 
the number of new contacts made at events, 
as well as the number of one-to-one client 
meetings related to an event, as the key 
metrics of success. “Our clients’ success level 
can depend on how many leads they created 
from the event,” says Clare Tunstead. “If they 
can walk away with three or four business 
cards from key people that they wanted to 
get in front of, then that’s a massive success 
for them.”

Successful case studies 
of previous events

41%

Ability to demonstrate 
business opportunities

40%

Demonstrate positive 
impact on brand

36%

Clear return 
on investment

35%

Measurable impact on 
client relationships

34%

Demonstrate improved 
internal engagement

30% Delegate satisfaction 
surveys

Event management 
software

Customer relationship 
management systems

Marketing automation 
platforms

Event management 
software

Customer relationship 
management systems

SECURING BIGGER BUDGETS
How to gain stakeholder buy-in:

Delegate satisfaction 
research

New business 
leads

Increased sales/
profitability

TOP THREE METRICS  
for determining events success

TOP THREE TOOLS 
for measuring ROI

TOP THREE TOOLS 
for greatest visibility of an event’s success:

HOW TO IMPROVE YOUR ROI:

• Ensure that a clear set of metrics is 
agreed and communicated to all parties 
involved to avoid unclarity and to make sure 
that everyone is focusing on the same KPIs

• Include new business-related KPIs in your 
success metrics – high performers are 
significantly more likely to do this

• Embrace technology to help measure ROI 
– the data will make it easier to help you 
secure event budgets
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CONCLUSION:  
AN EYE ON THE HORIZON

Event planners operate in a challenging, fluid market.  
There is much to learn from high-performing planners who 
are delivering above-average ROI. Their focus on creating the 
best delegate experience before, during and after an event  
– harnessing new technologies along the way – offers a 
blueprint for growth and securing bigger budgets.

Deliver on delegates’ personal ROI: 
Delegate expectations are changing. To win 
their attention, event planners must deliver 
on delegates’ personal ROI – adding to 
their knowledge and networks. Focus on 
delivering insight and memorable networking 
experiences.

Consider the buy/sell dynamic:  
Increased sales/profitability and new business 
leads are paramount. A focus on delegate 
segmentation at the outset is critical to 
understanding who the key buyers are in the 
room. This will help to shape and direct the 
content and networking strategy for the event.

Demand more from your partners:  
Now more than ever, event planners need first-
class support from their network. This means 
demanding more from venue providers in 
terms of event advice, technological capability 
and relationship management. 

Harness technology to build loyalty and 
deliver ROI:  
Technology gives event planners the tools to 
gain unprecedented insight into delegates’ 
priorities and preferences. Planners should 
explore new technologies that will help them 
understand each delegate’s event journey 
and use that knowledge to build long-term 
relationships with ‘communities’ of delegates. 
This post-event conversation will help to build 
delegate loyalty and deliver ROI.

G R O W T H  P L A N N E R S 
M O N E Y  W E L L  S P E N T

Our global survey of 607 event planners reveals 
what separates growth leaders from the rest.*

*Those who said average return on investment (ROI) of events over the past 12 months was 25%+

G R O W T H  P L A N N E R S
M O N E Y  W E L L  S P E N T

Our global survey of 607 event planners reveals
what separates growth leaders from the rest.*

*Those who said average return on investment (ROI) of events over the past 12 months was 25%+

GROWTH

EMBRACE SUSTAINABILITY

Those with ROI of 25%+ are
2x more likely to say that 
there is greater expectation 
for events to reflect an 
understanding of issues 
related to sustainability, 
diversity and inclusion

KEEP IN TOUCH

Those with ROI of 25%+ are
1.2x more likely to share 
content regularly post event

NURTURE THE NETWORK

Those with ROI of 25%+ are 
1.4x more likely to say 
match-making /introduction 
services will be a key future 
priority for delegates

DELIVER INSIGHTS

Those with ROI of 25%+ are 
1.9x more likely to say 
depth, quality and variety 
of content matters 
to delegates
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THE RADISSON HOTEL GROUP    
    PERSPECTIVE

How is the meetings and events industry 
changing, and how is Radisson Hotel Group 
responding to these new trends? 

We’re seeing a greater need for events to 
stand out. Delegates have increasingly high 
expectations. Business agendas are busy, time 
is precious, and people become more selective 
in the meetings and events they attend. They 
expect truly memorable and transformative 
experiences. So, the pressure is on to deliver a 
distinctive offer and to make every event count. 

There is also a strong focus on mandating 
and managing spend. Organisations need 
overarching programmes that allow them to 
manage their global events effectively. 

The emergence of disruptive technologies and 
the development of existing technologies have 
drastically changed the way organisers plan 
and market events. Technology is an enabler 
of memorable guest experiences. Data and 
technology also help planners to improve how 
they engage with their audiences and how they 
design more impactful events that motivate 
and resonate.

In response to these market trends, we have 
developed our new meetings and events brand, 
Radisson Meetings. It is designed to offer 
personal, professional and memorable experiences 
to our customers and their attendees. 

Technology plays an important part in helping 
us to deliver on our brand promise and is a core 
enabler to offer a great guest experience. That 
is why, at Radisson Hotel Group, we’re investing 
heavily in technology and our distribution 
platforms to better support our clients. For 
example, in June 2019 we are launching our new 
website, radissonhotels.com, which offers an 
enhanced customer experience. We have also 
partnered with Cvent to strengthen our online 
RFP capabilities. 

Last but not least, we understand that each 
of our clients has individual requirements. 
With the support of our people, who are 
the backbone of our business, we take a 
consultative approach and work with our 
clients to design solutions around their goals. 
We want to make sure we help them to achieve 
their objectives and to bring their visions to life.

Eric De Neef 
Executive Vice President & Global Chief Commercial Officer, 
Radisson Hotel Group 

In your experience, what differentiates 
world-class events from the rest and how 
can Radisson Hotel Group turn events into 
memorable experiences?

A world-class event delivers an exceptional 
end-to-end customer journey. The experience 
should be memorable before, during and 
after the event, which fully responds to the 
expectations of the audience. 

This can only be achieved by event planners 
when they’re supported and working in 
partnership with their partners, especially 
with venues. It’s imperative that there is a real 
understanding of the vision for the event, the 
experience that the host wants to deliver to its 
delegates, the type of meeting being held, and 
the expected return for the investment.
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Planners are telling us that their partners 
(whether venues or agencies) could do more 
to understand their specific needs and their 
businesses. How does Radisson Hotel Group 
take a proactive approach to strategically 
advising its clients?

In order to develop our products in a way that 
is meaningful for our clients, we need to listen 
to what they want. In the meetings and events 
industry customer service plays a crucial part 
in gathering this insight. 

We have invested heavily in training our team 
members to dive into the detail of a meeting 
request and to offer consultative support to 
our clients. This allows us to tailor the solutions 
based on the size, complexity and purpose of 
an event. 

The industry has for many years complained 
that hotels have fallen at two critical hurdles: 
answering enquiries in a timely manner and 
sending relevant proposals. If this can be 
achieved then trust can be built from the 
very beginning of the booking process. We 
recognise that a speedy, relevant response Is 
required. With the launch of Radisson Meetings 
and as part of our brand promise, we’ve 
committed to a 4-hour response time.

Another example of how we tailor our solutions 
to better meet our clients’ needs is the 
development of our industry-specific solutions. 
We’ve started to evolve our healthcare 
meetings and events solutions and will go on to 
focus on the financial services and automotive 
sectors.

Sustainability is high on the agenda for event 
planners. What does Radisson Hotel Group do 
to ensure they are meeting the expectations 
of their clients and of event delegates? 

There is no doubt that sustainability has 
become increasingly important for the 
meetings and events industry. Most global 
corporations have made sustainability a 
strategic priority and are considering this 
aspect in everything they do, including 
their events programme. Most attendees 
of meetings and events also have a strong 
social conscience – if a host cannot meet their 
expectations, they are less likely to join or to 
return to future events.

Against the background of an increasingly 
competitive market, adopting environmentally 
friendly methods can set events apart and help 
attract new attendees.

At Radisson Hotel Group, we care about the 
environment. We have an industry-leading 
Responsible Business programme, and a track 
record of initiatives that demonstrate this. 
Moreover, we’re committed to supporting  
our clients in achieving their responsible 
business objectives.

Planners want to work with venues that are 
already responsibly -minded. All Radisson 
Meetings are carbon neutral. We’re proud to 
be the only hotel group that automatically 
offsets the carbon footprint for every single 
meeting and event at any of our 1,100+ 
hotels worldwide, at no cost to the client. 
Radisson Meetings’ global footprint is offset 

in partnership with First Climate, one of the 
world’s largest carbon offset organisations, and 
through projects that help reduce greenhouse 
gas emissions and have a positive social impact.

In addition, we’re always looking at new ways 
to implement sustainable practices in our 
meetings and events operations. An example is 
avoiding the use of plastic, and the first steps 
undertaken have been to provide glass bottles 
and switching from pens to pencils in the 
meeting rooms. Our green approach is reflected 
in the food offering: in our meetings we offer 
fresh, nutritious, locally sourced food that helps 
reduce the carbon footprint as well as keeping 
the delegates focused and full of energy.
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The findings in this report are based on an online survey of 607 respondents across  
12 countries and 9 industries, conducted between March and April 2019.

COUNTRIES

Financial services 22%

Manufacturing 14%

TMT 12%

Retail 12%

Professional services 12%

Automotive 12%

Healthcare & pharmaceuticals 11%

Utilities 10%

Travel / Hospitality 6%

23%

31%

Association planner
Agency/third party planner
Corporate event planner

46%

INDUSTRIES ROLES VALUE OF EVENTS
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