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Foreword3

Matthias Tesi Baur
In April 2020 we embarked on a journey to bring more than 150 exhibition industry 
professionals, organised in 20 groups, covering nearly all global regions, together to discuss 
the topic how our industry needs to change following the COVID-19 crisis to ensure our 
business model is fit for the future and provides the best possible service to our target 
groups.

I think it is fair to say that we indeed had countless skills, ideas, input and inspiration in this 
crowd intelligence, communication process.

We included feedback from the wider industry through surveys, conducted a large number 
of think tank sessions and an even larger number of break out sessions. 
In nearly 100 meetings all members discussed what needs to change in our industry, what 
that change would look like for our target groups and how we can ensure change will 
happen.

Please read this report as a resource of the combined skills of 150 people from the 
exhibition industry. The Exhibition Think Tankstrongly spotlighted that change in our 
industry is inevitable and undoubtablyneeded which put us all on the mission to define the 
change before this is done by others.

This Exhibitions Think Tank was the first of its kind in an online format and I want to thank 
all team leaders, all participants, our media partners and all supporting companies for the 
great contributions, discussions and insights!

THANK YOU!
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4 The Exhibitions Think Tank

© MBB-Consulting Group - Matthias TesiBaur Consultancy, Email: matthias.tesi.baur@mbb-consultinggroup.com

The main goal of the Exhibitions Think Tank (ETT) was 
to define the areas that need to change in the 
exhibition industry following the outbreak of COVID-
19 and to come up with a deep answer of what this 
change means for the industry and how it can be 
delivered.

The Exhibitions Think Tank was divided into four 
άǎǇǊƛƴǘǎέ ǎǘŀǊǘƛƴƎ ƻƴ aŀȅ муth 2020. Each sprint is 
assembled out of two online sessions with a group 
working phase in-between. Two sprints werebuilt on a 
prior industry survey. The Think Tank dived deeper 
into the topic of change from sprint to sprint.

The working task and goal of each sprint was:

1. First Sprint: To define all areas that need to change 
in the exhibition industry as a consequence of the 
COVID-19 crisis.

2. Second Sprint: To investigate and more deeply 
define what exactly needs to change in the 
specified areas of Sprint 1.

3. Third Sprint: To investigate and define how the 
identified and required changes can be translated 
into new services for the customer and target 
groups of the exhibition industry.

4. Fourth Sprint: To discushow the defined changes 
and new services can be rolled out to ensure the 
industry does not fall back into old habits and 
procedures once the crisis is over.

mailto:matthias.tesi.baur@mbb-consultinggroup.com


Methodology5

Harvesting 
different sources 
of the exhibition 

industry

The ETT was based on a crowd intelligence discussion and evaluation process divided into four major 
review and discussion rounds (Sprints) as explained on the previous slide.
Each Sprint used various sources to gain information, discuss the findings and report the results back to 
the wider Think Tank

Following sources of information and inspiration have been used:
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Å 2 surveys
Å 20 working groups
Å 150 industry 

professionals
Å 8 online sessions 

to review results 
and provide 
working tasks

Å 60 ς80 break out 
group sessions

Å 8 team leader 
sessions to 
overlook the 
process

Online Survey
First Online 

Session
Team Work

Second Online 
Session

Level: 
Entire Industry

We conducted two 
surveys addressing 

the entire exhibition 
industry to prepare 

Sprint 1 and 2

Level:
Think Tank

We organised a first 
online session in 

each sprint 
bringingall 150 

members of the ETT 
together to present 
the survey results 
and provide the 

working task for the 
upcoming sprint

Level: 
Working Group

Each working group 
discussed the 

findings and worked 
on the sprint tasks 

led by their 
dedicated team 

leader

Level: 
Think Tank

In a second online 
session all ETT 

members gathered 
again to present the 
results of the break 

out group before the 
ETT dived deeper 

into the topic of the 
following sprint

The reach of each source

As a result of this procedure all ETT members worked out collectively which areas need to change in the 
exhibition industry, what that would mean for our target groups and how that change could be delivered.
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6 How to read this report
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How to read this report:

This report is designed to provide both: the process of crowd intelligence 
communication we undertook during the four sprints of the Exhibitions 
Think Tank and the results that came out of this process.

In Chapter 1 and 2 we provide some background regarding the concept of the Exhibitions Think Tank and MBB-Consulting 
Group. Chapter 3 offers the main conclusions that can be drawn from the process and some first explanations on why we 
concluded the results in this way. Chapter 4 explains the process of Sprint 1 and lists all areas that have been identified as 
άŎƘŀƴƎŜ ǊŜǉǳƛǊŜŘ ŀǊŜŀǎέ Ǉƭǳǎ ǿŜ ƎǊƻǳǇ ǘƘŜǎŜ ŀǊŜŀǎ ƛƴǘƻ Ƴŀƛƴ ŀƴŘ ǎǳō ŀǊŜŀǎΦ ¢Ƙƛǎ ŎƘŀǇǘŜǊ ŀƭǊŜŀŘȅ ǇǊƻǾƛŘŜǎ ŀ ƘƻƭƛǎǘƛŎ 
overview of the wider changes that are needed in the industry. Chapter 4 then drills into each change area and sub-areas. 
Firstly the reader can see which working groups of the think tank focussed on in more detail on each area. The chapter 
providesan overview of area conclusions followed by a detailed summary of why an area needs to change and what exactly 
needs to change. These slides can be used as detailed content to dive deep into each area. Finally all team presentation 
slides representing the working group phases are added to this chapter as well. Chapter 5 provides the team slides 
regarding the last sprint which was about how the identified change can be executed.

This report can be used in two ways: The conclusion slides and chapter 3 offers a quick view on what needs to change in the 
industry by providing a concluding summary of all group work. The detailed content slides offer the opportunity to dive 
deeper into each area and get detailed insight into why an area needs to change and what that means for the customer. 
Whilst we paid enormous attention to reflect all input that was given during the process, single think tank participant's view 
may differ from our conclusions and summary.
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Regional spread by team7
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The working groups contain members from different geographical areas. The following map shows the 
approximate regional spread of the working groups, but single regions might not be shown

Teams Team Leaders
1. Team Back to the Future Mykyta Fastovets United Kingdom, Italy, Hong Kong, Middle East
2. The Five Nation Army Stephan Forseilles Belgium, Switzerland, France, Germany, Middle East
3. New Order Eddie Choi Hong Kong, Italy, Germany, Thailand

4. Spring Breakers Guy Garside &SophieUK, Mexico, Germany

5. VISIFIVE+ Silke Hoesch Germany, Netherlands, UK, Australia, Singapore
6. MESSE Forwards Thorsten Hilber Germany

7. StrongGirlz StephanieSelesnick USA, Australia
8. Futurists Baris Onay United Kingdom, USA, Germany, Middle East
9. Team Profs Without BordersStephan Murtagh Ireland, USA
10. Think Punk! Enrico Gallorini Italy
11. 40Hours Matt Coyne United Kingdom

12. Exhibition Ignition Mike Frost United Kingdom
13. Exhibition in Training Angelica Mondo Italy
14. Team Renaissance Florian CourgenouilFrance
15. WabiSabi Holger Feist Germany, Croatia, Poland, France

16. The Eventrepreneurs Tamar Beck United Kingdom, Middle East
17. Team Natasja O'Connor Natasja O'Connor Netherlands
18. WALLABOKS Nicolette Elia Malaysia, Australia, South Africa
19. Team Asia X Bjoern Kempe Thailand, Singapore, India 

20. India Reboot 3.0 Raghav Khosla India
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8
A special thanks to our team leader and 
participants
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On this page we want to thanks our team leader and think tank participants for their great efforts, insights, skills and enthusiasm with 
which they joined and participated in the Exhibition Think Tank

Group
Team Back to The Future

Group
The Five Nation Army

Group
New Order

Group
Spring Breakers

Team Leader: 
MykytaFastovets

Eight Team Members including 
Justin Pau

Group
VISIFIVE+

Group
MESSE Forwards

Group
StrongGirlz

Group
Futurists

Team Leader: 
Stephan Forseilles

Six Team Members including 
Baptiste Boulard, Andreas 
Eggimann, Julia Knorsch.

Team Leader: 
Eddie Choi

Five Team Members

Team Leader: 
Guy Garside

Six Team Members including 
Penny Moyses, Amit Khade, 
Paco Collazo, Jasmin Singh and 
Lucille Ryan 

Team Leader: 
Silke Hoesch

Six Team Members including 
Oana Cipca, Claire 
Washington, Katariina
Rohrbach, Thomas Grunewald, 
Alice Domenis, Stefan Eckert.

Team Leader: 
Thorsten Hilber

Five Team Members including 
Dr Nina Schniering, Benjamin 
Engelke, Oliver Schmitt.

Team Leader: 
Stephanie Selesnick

Six Team Members including 
Martha Donato, Lori Jenks, 
Nicole Peck.

Team Leader: 
Baris Onay

Six Team Members including 
Rachel Wimberly.
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A special thanks to our team leader and 
participants
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On this page we want to thanks our team leader and think tank participants for their great efforts, insights, skills and enthusiasm with 
which they joined and participated in the Exhibition Think Tank

Group
Profs Without Borders

Group
Think Punk!

Group
40fours

Group
Exhibition Ignition

Team Leader: 
Stephan Murtagh

Six Team Members including 
Erika Welling, Peter Deitz, Fred 
Tremblay, Victoria Sedgewick, 
Debbie Lee.

Group
Exhibition in Training

Group
Renaissance

Group
WabiSabi

Group
The Eventrepreneurs

Team Leader: 
Enrico Gallorini

Three Team Members

Team Leader: 
Matt Coyne

Four Team Members including 
Paul Domingez.

Team Leader: 
Mike Frost

Seven Team Members 
including Martin Beck, Johnno 
Gordon, Chitra Ram, Laura 
Davidson, Natasha Layal, Gary 
Wright, Nicole Jacobus.

Team Leader: 
Angelica Mondo

Three Team Members 
including Cinzia Zanin, Stefano 
Buttarelli, Giacomo Muneratti.

Team Leader: 
Florian Courgenouil

Six Team Members including 
Vincent Larquet, Pascal 
Lagadec, Nicolas Douchement, 
Florent Jarry, MorganePruvot-
Morice, Aoife Delmas.

Team Leader: 
Holger Feist

Seven Team Members 
including Carolin Hochwind.

Team Leader: 
Tamar Beck

Seven Team Members
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10
A special thanks to our team leader and 
participants
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On this page we want to thanks our team leader and think tank participants for their great efforts, insights, skills and enthusiasm with 
which they joined and participated in the Exhibition Think Tank

Group
NOC

Group
WALLABOKS

Group
Team Asia X

Group
India Reboot 3.0

Team Leader: 
bŀǘŀǎƧŀ hΩ/ƻƴƴƻǊ

Three Team Members

Team Leader: 
Nicolette Elia

Nine Team Members including 
Adele Hartdegen , Gabi 
Babinszky, Jason Janes, Chris 
May, Jenna Cali, Chris 
Shorthouse.

Team Leader: 
Bjoern Kempe

Eleven Team Members

Team Leader: 
Raghav Khosla

Five Team Members including 
Ravinder Sethi, Sudeep Sarcar, 
Satyendra Mehra, Himakshi 
Gupta, Mr Sameer Khedkar, 
Mr NabjeetGanguli.
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11 The Exhibition Think Tank CLUB
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Make the Exhibition Think Tank your resource to stay ahead of 
all industry developments and to be your network platform 

for the industry.

Basic Membership Free of Charge | Gold Member with access to all 
resources | Special Rates for students and young professionals

Working Groups in different 
languages

covering all topics of the 
industry

Reports & White Papers

Collaborate & Network in the 
exhibition industry across 

borders

Think Tanks
Sprints

Online sessions
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http://www.exhibitionthinktank.com/
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About MBB-Consulting Group13

Strategy
M&A &

Due 
Diligence

Sales & 
Pricing

Digital

Digital Transformation
Social Media

Digital Revenue Streams
Digital Onboarding

SEO

M&A consulting 
Targeting Research
Target Qualification

Commercial Due 
Diligence

Integration Management
Financial Modelling

Pricing Strategies
Location-based Pricing
Rebooking Strategies
Profitability Review

Pipeline Management
Set-up of Sales Structures 

& Reporting

Company Strategy
Portfolio Strategy

Geo-cloning & Geo-
adaptation

Show Development
Market Research

Company Set-up and 
Structure

Innovation Review
Content & Feature 

Strategy
Rescue Strategies
Team Coaching

Business 
Recovery & 

Agility

General Recover 
Strategies, Setting up 
Agile Management 

Processes, Recover trade 
shows from downturn 

phase, Lifting up 
Customer Satisfaction,  
Collaborative Strategy 
Building, Content & 
Feature Strategies, 

Establishing Advisory and 
Feedback Boards 

Please contact us if you want to learn more 
about the MBB-Consulting Group or if you need 

any support in the fields listed below

ά²Ŝ ƘŜƭǇ ƻǳǊ ŎƭƛŜƴǘǎ ǘƻ ŘŜǾŜƭƻǇ ǘƘŜƛǊ ǎƘƻǿǎ 
into must and want attend events for the 
ƴŜȄǘ ƎŜƴŜǊŀǘƛƻƴ ƻŦ ōǳǎƛƴŜǎǎ ŘŜŎƛǎƛƻƴ ƳŀƪŜǊǎΦέ
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14
Our Training & Education 
Programme for the Exhibition Industry

International 
Project 

Management

Competitive 
Digital 

Strategies

New Starter in the Industry

State of the Art Event and Exhibition 
Content and Features

Effective 
Exhibiting

International 
Event Sales

International Event 
Marketing

Rebooking Strategies

New Starter

Executive &
Middle Management

Senior Management
& Director Level

Strategy Sales Marketing

International Event Strategies in a 365 context 
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Executive Summary16

The Exhibitions Think Tank triggered a large number of discussions in 
different formats and with different groups of people bringing together 
countlessideas of how to change the industry for the future as well 
asconcerns of what might happen if we do not follow up the 
challenges the industry is facing at the moment. Naturally not all 
opinions have been the same and the view on how important specific 
topics might be has differed during the process.

However, The Exhibitions Think Tank quite quickly developed some 
largely common views on areas that urgently need to change in the 
exhibition industry. We will conclude on each area in more detail in the 
specific chapters of this report. The overall conclusions can be 
described as follows:

© MBB-Consulting Group - Matthias Tesi Baur, Email: matthias.tesi.baur@mbb-consultinggroup.com

Major areas that 
require change

Value 
Proposition

Pricing

Supporting 
people

Hybrid

ά²Ŝ ƴŜŜŘ ǘƻ ŎƘŀƴƎŜ 
our language: We 

should not talk about 
ourselvesas event 

organisers. We should 
be business 

ƛƴǎǇƛǊŀǘƛƻƴ ǇǊƻǾƛŘŜǊǎΦέ 
Team Renaissance

ά5ƛǾŜǊǎƛǘȅ ŀƴŘ ǇŜƻǇƭŜ 
will make us stronger 
ƛƴ ǘƘŜ ƴŜȄǘ ŎǊƛǎƛǎΦέ 

Various teams 
including New Order, 
Strong Girlz, Messe 

Forwards etc.

ά²Ŝ ƴŜŜŘ ǘƻ ƳƻǾŜ 
from sqm sales 

to lead sales. Our 
services must be 
ƳƻǊŜ ǾŀƭǳŜ ŘǊƛǾŜƴΦέ 
Team Five Nation 

Army, India Reboot, 
Asia etc.

ά²Ŝ ƴŜŜŘ ŀ ǇǊƻǇŜǊ 
framework for 

ŎƘŀƴƎŜΦέ ¢ŜŀƳ LƴŘƛŀ 
Reboot

ά²Ŝ ƴŜŜŘ ǎǘǊƻƴƎŜǊ 
and more meaningful 

registration 
ǇǊƻŎŜǎǎŜǎΦέ ¢ŜŀƳ 

StrongGirlz

Far more quotes should have been mentioned! 
Please review the detailed slides to get all 

group input! 
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17 Executive Summary cont.
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2. 
New players might enter the market: Whilst the industry discussed prior to the crisis that no other 
players are in the position of disrupting ("uberising") the exhibition business model, the fear has now 
increased that exactly this could happen. Players like Alibaba and LinkedIn have increased their 
activities in the event industry. One area that was strongly identified as a change area is digital. The 
industry has mainly developed digital tools in the past to exclusively support the f2f event setup and 
is now under pressure to develop hybrid event models that carry a USP also through digital tools. 
This is a field which can be strongly and more quicklyserved by the digital giants. Especially so as 
these companies have more data, more data skills, more digital development skills and are also 
better resourced to provide digital services to the classical exhibition target groups.

1. Holistic change is needed: A health crisis can notbe fixed by health actions only! Whilst the COVID-
19 crisis is a health and safety crisis it became clear very early in the ETT process that health & safety 
solutions will not fix this crisis. Although health & safety plays a vital role in the industry change 
process many other areas such as value proposition, HR, Digital etc. have been mentioned as well. 
This indicates that many issues the industry faced before the crisis have not been addressed and are 
now coming up more strongly as areas of concern due to the crisis. Also all areas that need to change 
exist in dependency to each other. Pricing must be seen in combination to value proposition etc. The 
COVID-19 crisis revealed that our industry needs a holistic change with solutions for many areas.

mailto:matthias.tesi.baur@mbb-consultinggroup.com


18 Executive Summary cont.
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4. 
Concerns about value proposition, people and pricing: The areas value proposition, people and 
pricing have been discussed intensively during the Exhibitions Think Tank. Many groups and 
participants expressed their views that the industry's value proposition needs to be fundamentally 
renewed under the light of hybrid events and customer ROI. In combination to this, pricing was 
mentioned as a critical area of change as pricing strategies and the way we price our products (sqm) 
will likely not reflect the ROI for the customer and the nature of the services we offer in the future.

A further area of change was people. Many participants felt that the industry needs to be more 
diversified and needs more skills to (a) make the identified change happen and (b) be more prepared 
for future crises to come.

5. 
Transformation to hybrid events: The industry is largely aligned that events need to transform into a 
hybrid model in which both digital and f2f play their part in providing a USP and ROI to the target 
groups. However, a clear definition of what a hybrid event is, still needs to be found. Such a 
definition then needs to lead the way in working on the value proposition, new pricing strategies and 
a new approach to marketing and sales. If these aspects are defined and set up in the right way the 
crisis might realisethe chance and opportunity to widen the business model and serve wider groups 
in an industry beyond the classical exhibitor and visitor target groups.

3. 
Issues that existed before the crisis came up stronger during the crisis: As mentioned beforehand 
we found out that issues that existed before the crisis became more urgent throughout the crisis. 
Digital is one example the industry has not paid enough attention to before the crisis. The lack of 
building up skills, resources etc. in this area now negatively affects the search for a hybrid event 
solution.
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20 The Exhibitions Think Tank
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The goal of the first sprint was to define the areas that need to change in the exhibition industry. The sprint 
was assembled using following methodology:

1. First industry input regarding the areas of change was gathered in a first survey
2. The results were presented to all ETT members during a first session
3. All groups moved into the group working phase to review, discuss and verify or change the results of 

the survey
4. The group results were analysed and put together in an overall results sheet
5. This overall results were presented back to all ETT members in a second session

Sprint 1

Online Survey
First Online 

Session
Team Work

Second Online 
Session

mailto:matthias.tesi.baur@mbb-consultinggroup.com


Results First Online survey ςStatistics of 
participants

21
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Å 87 participants in total
Å The majority, 63% of respondents came from Europe

Europe
63%

SE Asia
9%

India
8%

Middle East
5%

S Africa
4%

China
3%

Australia
2%

S America
2%

USA
1%

Mexico
1%

Russia
1%

Pakistan
1%

UK
38%

Germany
20%

Italy 
20%

France
5%

Croatia
3%

Austria
2%

Ireland
2%

Netherlands 
2%

Poland
2% Spain

2%

Switzerland
2%

Turkey
2%

Europe
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Results First Online survey ςStatistics of 
participants
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Split by Job title

Split by Department
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Executive
35%

Marketing
15%

Sales
12%

Business 
Development

8%

R&D
8%

Event 
management

6%

Operations
6%

IT
4%

Education
2%

International 
Projects

2%

Data 
analysis

2%

n = 77

n = 51

C-Suite
23%

Director
34%

MD
15%

Manager
8%

Student
8%

Sales 
Executive

5%

Analyst
3%

Consultant
3% Lecturer

1%
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n = 83

6%

44% 45%

5%

0%
0%

10%

20%

30%

40%

50%

60%

Completely A lot Somewhat A little bit No change is
required

95%

95% of all respondents think 
our industry needs to change

50% think our industry needs 
to change a lot or completely

How much do you think our industry
needs to change?
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We are semi-prepared to 
manage the change but 

only 49% of all 
respondents think we 

manage the change well 
or very well

Results First Online survey: How well will the 
exhibition industry manage the change?
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n = 82

7%

42%

41%

10%

0%

0% 20% 40% 60%

Very well

Well

Somewhat well

Not well

Not well at all

How well do you think the exhibition industry 
will manage the change?
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Almost half of all respondents 
believe larger companies are 

in a better position for change

Online survey result: Companies in the best 
position for change

25

© MBB-Consulting Group - Matthias Tesi Baur, Email: matthias.tesi.baur@mbb-consultinggroup.com

n = 82

47%

28%

4%

21%

0%

10%

20%

30%

40%

50%

60%

Big companies as
they have the

funding needed
for investment

Small companies
as they are more

flexible

None of them Other

Who is in the best position for change?

Size vs. agility
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The next two slides represent 
the results of Sprint 1. You can 
see all areas that need to 
change divided into main and 
sub-groups.

The percentage on the left 
hand side indicates the 
frequency of mention of each 
area and the scale on the right 
hand side plus red line 
represents the importance 
rating.

The green line represents the 
combined value of these two 
indicators and is therefore the 
main value to look at to spot 
the areas that need to change 
in our industry most urgently.
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Main and sub areas that need to change
Areas no group chose to focus on in the 

following process
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Sprint 2 & 3

Online Survey
First Online 

Session
Team Work

Second Online 
Session

The goal of the second and third sprint was to identify what exactly in each area has to change and what a 
new solution could look like for the customers.

The methodology was similar to the first sprint. We started with a preparation survey, presented the results 
to the think tank members who then moved into the break out groups to work on following questions:

1. Please describe what exactly needs to change?
2. Please define the solution for the customer (visitor / exhibitor), or the industry, where industry 

is more applicable.

Each group focused on one or two chosen areas which means that some areas have not been worked on as 
indicated on a slide beforehand.

On the following slides we will show the outcome of the group work divided bymain areas plus the slides 
each group presented in the think tank sessions.
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Think Tank groups* that covered this 
area in Sprints 2&3:

* Groups gave themselves an own name / identity during the Think Tank

Team Team Leader
1. The Five Nation Army Stephan Forseilles
2. New Order Eddie Choi

3. Spring Breakers Guy Garside & Sophie Holt

4. MESSE Forwards Thorsten Hilber
5. Futurists Baris Onay
6. Team Profs Without Borders Stephan Murtagh
7. Team Renaissance Florian Courgenouil
8. Wabi ςSabi Holger Feist
9. Eventrepreneurs Tamar Beck 
10. Team Natasja O' Connor Natasja O' Connor 
11. Team Asia Bjoern Kempe

12. India Reboot 3.0 Raghav Khosla
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The crisis has highlighted that the value of f2f events should be more closely defined and 
communicated while the value of digitally coming together needs to be formulated: The Think Tank 
groups determined that the dichotomy of live and digital events has been brought to the forefront as a 
result of the crisis. A large number of groups pointed out that the focus of providing a lead generating 
market place that is largely restricted to the days the show happens, needs to be extended in the 
ŦǳǘǳǊŜΦ DǊƻǳǇǎ ǇƻƛƴǘŜŘ ƻǳǘ ǘƘŀǘ ǘƘŜ ƛƴŘǳǎǘǊȅΩǎ ǳǇǘŀƪŜ ƻŦdigital formats was perhaps too moderate 
although customer marketing spend was increasingly including digital channels. The industry has had 
to think more about digitalevents as a channel to continue to bring people together when a physical 
event is no longer possible, in any kind of crisis. During Covid- 19 the industry was not able to 
seamlessly move to a digitalformat as it was felt it was wholly unprepared to do so. The crisis has 
shown the value of digital with better targeting, and measurability for example, but also importantly, 
the value of f2f,the intrinsic importance of the live, human interaction.

1. 

2. 
Deeper understanding of the eco system: Some Think Tank groups felt events needed to be researched 
and understood better within the wider ecosystem. For example acquiring a deeper knowledge of the 
industry the event is covering (for example the industry stakeholders, the supply chain outside the 
direct event stake holder groups etc.) Importantly, the level of understanding of the marketing 
ŎƘŀƴƴŜƭǎ ŀǾŀƛƭŀōƭŜ ǘƻ ŀ ŎǳǎǘƻƳŜǊ ŀƴŘ ǿƘŜǊŜ ŜǾŜƴǘǎ ǎƛǘ ǿƛǘƘƛƴ ŀ ŎǳǎǘƻƳŜǊΩǎ ŎƘŀƴƴŜƭ ǎǘǊŀǘŜƎȅ κ ŎƘŀƴƴŜƭ 
spend was thought by the groups as needing to change. A deeper understanding of what drives 
customers, their wants and needs is achieved through regular and continuous communication and 
collection and storing of customer data.
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change and what needs to change? 2/2

© MBB-Consulting Group - Matthias TesiBaur Consultancy, Email: matthias.tesi.baur@mbb-consultinggroup.com

Once the ecosystem has been understood, (re)defining and communicating the value:
The majority of groups mentioned the importance of identifying what the value is that is created by 
live, by virtual and by hybrid events respectively once the eco-system has been understood further. The 
ƛƴŘǳǎǘǊȅΩǎ ŘŜŦƛƴƛǘƛƻƴ ƻŦ ǾŀƭǳŜ ǿŀǎ ǎŀƛŘ ǘƻ ƴŜŜŘ ǘƻ ŎƘŀƴƎŜ ŦǊƻƳ ǎŀƭŜǎ ƻŦ ǎǉǳŀǊŜ ƳŜǘǊŜǎ ǘƻ ǊŜŀƭ whL όǊŜŀƭ 
qualified leads, information / content acquired). The focus needed to be trained on the customers, 
including the visitors. Visitors are increasingly being recognised as a core part of the value creation 
process as they demand ROT in visiting events.
Against this, the role of organisers needed to change (be redefined) within the industry eco-system to 
fit with the value proposition. The value proposition needed to be personalised / custom fit per show 
and/or per exhibitor/visitor and needed to be clearly communicated.

Delivery of the value proposition needs to change to include digital and a 365 platform offering: the 
Think Tank discussions clearly highlighted the need for a digital platform that met the needs and 
engaged the stakeholders of an eco-system outside of the highlight, the live event, to deliver a new 
value proposition. Beyond widening the audience, allowing stakeholders to engage throughout the 
year, it offers a  plan B when live events are not possible due to a pandemic for example. 

3. 

4. 

More digital offerings as part of the value proposition:A change towards more digital offerings is seen 
as critical for the industry by the Think Tank members. It requires the industry to embrace digital and 
to invest, develop, into the technology and skill sets required, regardless if for a 365 platform or as part 
of the live event.  

5. 
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*Event Profs Without Borders

Why does Value Proposition need to change?

Detailed Feedback

Redefinethe real value of live events: ά/ǳǊǊŜƴǘƭȅeventssee themselvesas platforms for lead generation. Organisersneed to find a way to
capturethe idea creationand content that is generatedin the conversationswhen delegatesinteract. Thisis currently the approachtaken by
eventsorganisedBloombergandEconomist.έ(TeamAsia)άLǎthe personalcontact/ customerrelationshipǊŜǇƭŀŎŜŀōƭŜΚέ(Visifive+) "After sitting
through hours of virtual events it is apparent that this cannot be the future of the Exhibitionsindustry. Exhibitionssincethe beginninghave
leveragedthe chemistryof f2f engagement.έ(EPWB)*

New businessmodelshaveemerged: ά¢ƘŜvaluepropositionneedsto incorporatenew digital/virtual/hybrid means,differentiate againstother
waysto spendmarketingbudget,andjustify the increasedcosts.έ(Wabi- Sabi)άCƻǊyears,the onlineworld hasbeenmonetizedby ROI. Our live
eventshavebeengettingawaywith not evenhavingto audit attendancefigures. It is time to usedigital / AI platformsto enhancelive andtrack
the realityof the ROIof the event. Weall saythat "nothingbeatsface2face"sowe shouldbackthisup.έ(StrongGirlz)

Digitalthreatensthe current valueproposition:άόΧ) the most fundamentalissueto the tradeshowindustryat present. Thecrisishasaccelerated
digital adoption, and created emergent threats and culture changewhich could fundamentallyimpact the profitability of the live model. If
organisersdon't changetheir valuepropositiontheywill be out manoeuvredby thosedataledorganiserswhichdo.έ(TheFiveNationArmy)

The industry needsa PlanB: ά¢ƘŜconceptof 'meeting-driven transformation'on variouslevels(individualor community-related) focusedon
buildingthe desiredworld of tomorrow seemsto be key. A PlanB is systematicallyrequiredsothat the valuepropositiondoesnot rely only on a
physicalevent.έ(Renaissance)

Real value is not 
defined

New Business 
models have 

emerged

Digital is a 
disruptor

The industry 
needs a Plan B

Page contains quotes of the groups: Team 
Asia, Visifive +,Event Profs Without 

Borders, WabiςSabi, StrongGirlz, The Five 
Nation Army and Renaissance
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What in the area Value Proposition needs to change?
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Detailed Feedback

Redefinethe role of organiserswithin the industry eco-system: "What should be their role in the necessarytransformation of
ecosystems,usingeventsand meetings?Vision/Forward-thinker, Leader,Awareness-raiser,Conductor,Follower,Support?Are we just
operationalorganisersor are we somethingelse,with more of a strategicrole to play? We need to ensurethat we capture the
entirety of the possibleproposition,not just the prospective(e.g. businessenabler,connectionfacilitator, knowledgecreator/sharer,
experientialmeetingplace,catalyser,etc.)." (Renaissance)"Exhibitionorganizersmust stop thinking in projectsbut rather in products.
Theybecomefacilitatorsof a perpetualengagementplatform specializedin their nicheandfor their audience. Theorganiserwill have
to undergoa changeof mindset- they areń t mereeventorganizersanymore,but keepersandguardiansof contactsanddata.έ(Messe
Forwards)

Theplatform to delivervalue,meet the needsof the communities:άHow will they anticipateandover time meet the future needsof
their communitiesmanagedall year long, through physicaland online experiences?How will they facilitate the creationof collective
intelligencewith their communities?It is not only about transformingbut alsoabout 'enablingtheǘƻŘŀȅΩ." (Renaissance)άΧshift from
merelybuyingand sellingplatformsor otherwiseit will be replacedby online. It needsinsteadto be a re-modelledasa platform for
idea creation and knowledgeexchange.έ(TeamAsia) ά9ǾŜƴǘorganizersneed to find a way to develop valuablecontent for the
customersaccordingto the needsof particular target groupsof the customers(improvinginteractionsand communicationwith the
exhibitors/visitors).έ(WabiςSabi)ά9ǾŜƴǘorganizersneedto find a wayto developvaluablecontent for the customers.έ(WabiςSabi)

Redefine the role 
of organisers 
within the 

industry eco-
system

The platform to 
deliver value, 

meet the needs 
of the 

communities

Page contains quotes of the groups: 
Renaissance, Messe Forwards, Team Asia, 

and Wabi - Sabi
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Detailed Feedback

Keep the live events as the highlight in a broader industry platform offering:
ά²Ŝneed to find a solution to keep face to face attendanceinteresting so that we can offer the exhibitors a good ROIof their
participationin the exhibition.έ(TeamNatasja)

Develop the digital offering: ά5ƛƎƛǘŀƭcontent, operations, attendance, networking, product & servicesaccess. Interactions and
customerjourneysdesignedarounddigital touchpointsto mimic the live event. Physicalis our forte, we excelat deliveringthe on-site
experiencebut what if we could create the same sophisticationwith same amount of resourcesto support the live event leg
simultaneously. Digitalwill haveto evolvebeyondservicingthe eventandfulfil marketingoutreachconstraints.έ(Futurists)

Therole of eventswithin otherάǘƻƳŀǊƪŜǘέchannels: άWhat are the specificfeaturesthat makeEventsuniquecomparedwith other
channels/toolsleveragedto managecommunities?Physicalor virtual are only channelspart of an overall strategy and service.έ
(Renaissance)ά±ŀƭǳŜProp v Other AdvertisingaŜŘƛǳƳǎκtƭŀǘŦƻǊƳǎέ(EPWB)*ά!referencethat providesan insight of a list of value
proposition of exhibitions not fulfilled by other marketing or saleschannels.έ(New Order)άLƳǇǊƻǾŜcompetitivenessto other
marketingchannels(exhibitors)or waysto inform (visitors).έ(WabiςSabi)άaǳŎƘmoreneedsto be doneto bridgethe understanding
gapbetweenorganisers,suppliersand what the modernB2B Marketing& Salesteam is trying to achieve,and how they view events
within their broaderdemandstrategy.έ(Futurists)"Valuesof eventsarecompetingwith valuesof all other marketinginstruments. The
valuepropositionshouldbe focussingon "closingdeals"eitherand/or generatingrelevantleadson the other hand." (Futurists)

Page contains quotes of the groups: Team 
Natasja, Futurists, Event Profs Without 
Borders, New Order, and Wabi ςSabi

The role of 
events within 
ƻǘƘŜǊ άǘƻ 

ƳŀǊƪŜǘέ ŎƘŀƴƴŜƭǎ

Keep the live 
events as the 
highlight in a 

broader industry 
platform offering

Develop the 
digital offering

*Event Profs Without Borders
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Detailed Feedback

TheƛƴŘǳǎǘǊȅΩǎdefinition of value: άhǊƎŀƴƛȊƛƴƎtrade showsas a volume businessis probablyover: makevolume and limit coststo
protect the margin. It wasa simple,traditional business.έ(TFNA)*ά±ŀƭǳŜpropositionof tradeshowis generatingleads,not square
meters!Constructvaluepropositionbasedon that. Thevolumeof visitorsis not important to exhibitors,not attractive. What matters
is how many meaningfulcontactsthey get. Stop putting quantity abovequality. The audienceshould be the right one; audience
demographicsis more important than numbers.έ(TFNA)*ά¢ƘŜUSPof an exhibition and its key deliverablesto the various
stakeholders,especiallyfor exhibitorsand visitors,shouldbe definedpreciselyfor better understandinganddecisionmaking.έ(India
Reboot3.0)άCƻŎǳǎon KPIs- which figuresare important? Is it relevant to know how manyvisitorsover all attended or how many
squaremetresthe venueƻŦŦŜǊǎΚέ(MesseForwards)ά²Ŝneedto focuson our data (the valuewe deliverto our exhibitors/sponsors)
it needsto be better, cleaner,more focusedandwe needto givecustomersaccessto this datavia different offeringsthroughout the
year.έ(Eventrepreneurs)

Strongerfocuson deliveringreal ROI:ά²Ŝhaveto look at the real ROI/ROTof the event for the exhibitor ANDthe visitor. We seein
surveysthat it is rated low on both sides.έ(TFNA)*ά!valuepropositionof an exhibitionshouldbe business-centricand focusedin
the return on investment. (New Order)άwhLis alwayskey, so in somewaysthis is not a new challengebut it's goingto be more
important thanever.έ(SpringBreakers)

Stronger focus on 
delivering real 

ROI

LƴŘǳǎǘǊȅΩǎ 
definition of 

value

Page contains quotes of the groups: The 
Five Nation Army, India Reboot 3.0, Messe 

Forwards, Eventrepreneurs, New Order, 
Spring Breakers and Futurists

*The Five Nation Army
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What in the area Value Proposition needs to change?
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Detailed Feedback

Stronger focus on qualified leads: "Yes branding, awareness, networking are all important, but the #1 reason for
sponsoring/exhibitingat exhibitionsis qualifiedleadgeneration." (Futurists)ά±ŀƭǳŜpropositionof tradeshowis generatingleads,not
squaremeters!Constructvaluepropositionbasedon that. Thevolumeof visitorsis not important to exhibitors,not attractive. What
matters is how many meaningfulcontacts they get. Stop putting quantity above quality. The audienceshould be the right one;
audiencedemographicsismore important thannumbers.έ(TFNA)*

Thecustomerfocus: ά²Ŝare often all guilty of thinking inside-out and we need to makesure our thinking is outside-in. By that I
mean not addressingour value proposition as 'what do we want our event to be' but instead as 'what event (and/or wider
proposition)doesthe industryƴŜŜŘΩ; We alsoneed to be treating our visitorsas customers- they are core to providingexhibitor
valueand therefore need to be understood,managedand retained in a similar way.έ(Eventrepreneurs)άΧmore focusonǾƛǎƛǘƻǊǎΗέ
(MesseForwards)άLƳǇǊƻǾŜthe quality of the visitorsandget the "right" visitorsto visit the event.έ(WabiςSabi)ά5ƻmore research
to reallyunderstandwhat the customeris expecting.έ(TeamNatasja)ά¢ƘŜvisitor shouldbe central in all thinking. Thevisitor is the
ultimate customer. Weshouldprovidethe visitorwith all informationabout the community.έ(TeamNatasja)

Page contains quotes of the groups: The 
Five Nation Army, India Reboot 3.0, Messe 

Forwards, Eventrepreneurs, New Order, 
Spring Breakers and Futurists

Stronger focus on  
qualified leads 

The customer 
(exhibitor and 
visitor) focus

*The Five Nation Army
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What in the area Value Proposition needs to change?
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Detailed Feedback

The VP needs to be personalised/ custom fit per show: άExactVP for specific show/seriesand personalizedVP for Individual
Exhibitors.έ(EPWB)*We must rememberthat we needto cater for customersin a myriadof waysthat appealto them - not assume
that our customersareall GenZetc. Differentofferingsmaybe requiredto delivervalueto more customertypes. - Without customer-
centricity,yourvalueprop will be almostredundant.έ(Eventrepreneurs)ά5ǳŜto varyingcustomerneeds,exhibitionsmayneedto offer
a wider rangeof bespokeoptionsto makethe showaccessibleto the wholeaudience.έ(SpringBreakers)

VP is an organisationwide / industry wide issue: ά/Ǌƻǎǎ-event teams even in businessdevelopment,salesand marketing Better
knowledgetransfer acrosssilos. Best-practicesexchange. Good ideasmust spreadhorizontallynot just vertically. Also at industry
level: initiatives like this Think Tank, associations,etc.έ(TFNA)**ά!ƭƭteam members at every level must be involved in the
developmentanddefinition of the valuepropositionto truly understandandimplementit. Noonefunction (sales,marketing,content,
busdevt. etc.) must operatein isolation. Eachhasan impacton the other and if disconnectedso too will the valuepropositionand it
will becomeinauthentic.έ(Eventrepreneurs)

The VP needs to 
be personalised / 

custom fit per 
show

Page contains quotes of the groups: 
Eventrepreneurs, Messe Forwards, Wabiς
Sabi, Team Natasja, Event Profs without 
Borders, Spring Breakers and The Five 

Nation Army

VP is an 
organisation 

wide / industry 
wide issue

*Event Profs Without Borders ** The Five Nation Army
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What in the area Value Proposition needs to change?
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Detailed Feedback

Theprocessandcontinuityof collectinginformationon our customers:ά²Ŝhaveto makecustomer-centricdecisions. Thiswill Include
focus groups,121 surveys,participation in think tanks like this, data-driven analyticsand businessintelligenceto identify trends,
patternsand opportunities. Thevaluepropositionand the plan/strategyneedsto be entirely customercentric - basedon identifying
what valuethe customers(exhibitors,sponsors,visitors)arecurrentlybuying/accessingoutsideof the exhibition. We alsoneedto put
processesin placethat will ensurethat we are constantlytalking, learningand collectinginsight from our customersso that we can
consistently improve.έ(Eventrepreneurs) ά/ǳǎǘƻƳŜǊInsight gathering, features of the expo with a focus on the benefit to the
stakeholders,varietyof the offerings(product/ serviceprofile), focuson customerpriority.έ(IndiaReboot3.0)

Thetrust customershavein events:ά.ǳƛƭŘtrust in the customerespeciallyin this situation.έ(TeamAsia)ά9ȄƘƛōƛǘƛƻƴorganizersbecome
a trustable intermediarythat canconnectthe stakeholdersin the businesscommunityto meet and exchangein a safeand trustable
environment.έ(NewOrder)

Communicationof the VP: άLƴthe short term especially,when people are 'taking a risk' getting on a plane, stayingin a hotel and
spendingtime at an exhibition, organizersneed to be very focusedon creatingan experienceonsite and beingable to articulate it
reallywell that goeswaybeyondanattendeejust walkingup anddownaislesat a show.έ(Futurists)

The trust 
customers have 

in events

The process and 
continuity of 

collecting 
information on 
our customers

Page contains quotes of the groups: 
Eventrepreneurs, India Reboot 3.0, Team 

Asia, New Order and Futurists

Communication 
of the VP
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What in the area Value Proposition needs to change?
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Detailed Feedback

Thetiming,duration, location/ a 365daycontinuousengagementplatform: ά¢he event is limited in time to only a coupleof daysper
year. But our attendeeshaveneedsall yearlong!" (TFNA)*ά.ǊŀƴŘvisibility is alsolimited in time andphysicallocation. It's only visible
thoseseveraldaysa yearandmostlyto the peoplewho canmakeit onsite." (TFNA)*ά²Ŝwould needto givea 360DegreeSolutionto
our Exhibitors,Not only By lead or QueriesGeneratedduring the PhysicalEventbut a Yearround Activity where we canthem Leads
througha E-commercePlatformalongwith B2BMatchingthoroughVirtualeventsfollowedby PhysicalEvent.έ(TeamAsia)ά9ȄƘƛōƛǘƛƻƴ
asa saleschannelwith a fixed time andspaceseemsgettingharderto meet the expectation.έ(NewOrder)ά²Ŝhaveto providethem
with an continuous engagementplatform coupled with 360 degree solutions with a combination of live events integrated with
digital/virtual experiences.έ(India Reboot 3.0) ά365 days proposition for events. Not only the physical event, but also other
possibilitiesto meet (physicallyanddigital)andexchangeinformation.έ(TeamNatasja)

Researchinto the eco-system:άwŜǎŜŀǊŎƘshouldalsoincludethe sizeandthe universeof the sectorandwhichelementsof the sector
spendthe most moneyand build/align your data with the results. Researchthe type of exhibitors/sponsors/advertiserswho needto
get to the sweet spot within that industry and then plan a rangeof year round productsthat canbe sold to them. 'Event' strategy
needsto be underpinnedat all levelsby the researchdoneto define the valueproposition,with all decisionsmadewith referenceto
the requirementsof the community. Format,content, salesstrategy,marketingstrategyandmessaging,etc. shouldbe shapedby this
feedbackto providethe communitywith a propositionwith realvalue.έ(Eventrepreneurs)

The timing, 
duration, 

location / a 365 
day continuous 

engagement 
platform

Research into the 
eco-system

Page contains quotes of the groups: The 
Five Nation Army, Team Asia, New Order, 

India Reboot 3.0, Team Natasja and 
Eventrepreneurs

*(Team: The Five Nation Army)
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What in the area Value Proposition needs to change?
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Detailed Feedback

Levelof understandingof eco-system:ά²Ŝmust understandeachof our marketsbetter, in eachregion- understandingthe structure
of its supply chains,its stakeholdersand the decisionmakers,their needsand their perceptions. - Specificallyensuringthat we
understandwhat drivesthe 'sellers'and'buyers'in eachindustry,andhow do buyingdecisionsget made- Understandwhat elsedrives
thosecommunities,do they havea thirst to networkandcollaborate,to learn,to beentertained.έ(Eventrepreneurs)

Widen the audience: ά²ƛŘŜǊaudiencesneed to be targeted via the multi-purpose event strategy. An e-commercelike category
managementneed to be adopted to target not only the conventionalsalesaudiencesbut also thought leadersfor content and
education as well as influencers to amplify the live broadcast leg to extend attendance from physical (exclusive)to broadcast
(democratised).έ(Futurists)

Technologyand skill sets:ά²Ŝneedto embraceand sourcethe technology,process,governanceand skill sets. - We needto change
to adapt to our customersnew way of doing business,how we did things is no longer suitable,we need to evolve. If we are to
competewith other effectivedigital channelsour customersusewe haveto deliver." (Eventrepreneurs) ά¢ƘŜvaluepropositionneeds
to incorporatenewdigital/hybridsolutions.έ(Wabi- Sabi)

Level of 
understanding of 

eco-system

Page contains quotes of the groups: 
Eventrepreneurs, Futurists and Wabi - Sabi

Widen the 
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* Groups gave themselves an own name / identity during the Think Tank

Following groups have prepared feedback 
regarding the area Value Proposition 

Solutions

Think Tank groups* that covered this 
area in Sprints 2&3:

* Groups gave themselves an own name / identity during the Think Tank

Team Team Leader
1. The Five Nation Army Stephan Forseilles
2. New Order Eddie Choi

3. Spring Breakers Guy Garside & Sophie Holt

4. MESSE Forwards Thorsten Hilber
5. Futurists Baris Onay
6. Team Profs Without BordersStephan Murtagh
7. Team Renaissance Florian Courgenouil
8. Wabi ςSabi Holger Feist
9. Eventrepreneurs Tamar Beck
10. Team Natasja O' Connor Natasja O' Connor
11. Team Asia BjoernKempe

12. India Reboot 3.0 Raghav Khosla
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Twelve* groups examined Value Proposition Solutions.

The solutions cover the key areas of:

Understanding and delivery of value to the customer: 

Understanding where current value sits / where value can be added
Å Understand specific customer (exhibitor and visitor) needs, their journey, pain points and factor these in if not 

already discussed 
Å Ask / survey the customer 
Å Form an advisory board in which the exhibitor and the visitor can exchange their expectations of the 

event 
Å Understand value of events within other channels and improve the competitiveness of events

Delivery
By People:
Å Empower, incentivise and reward all employees to embrace / enact upon the value proposition concept to 

make it happen
Å Overcome the fear of change and accept risk, encourage an entrepreneurial spirit
Platform:
Å !ƴ ƻƴƭƛƴŜ tƭŀǘŦƻǊƳ κ έ{ǇŀŎŜέ ŦƻǊ ǘƘŜ ŎƻƳƳǳƴƛǘȅ оср Řŀȅǎ ƛƴ ǘƘŜ ȅŜŀǊ ƛƴ ŀŘŘƛǘƛƻƴ ǘƻ ǘƘŜ ƭƛǾŜ ƻǊ ƘȅōǊƛŘ ŜǾŜƴǘ

*however 11 groups produced a slide
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Creating Value:

Å Deliver leads not square metres. Focus fully on delivering leads and therefore more measurable ROI/ROT. The 
right quality visitors matched to the right exhibitor

Å Use matchmaking tools, data, analytical tools, AI to improve exhibitor and visitor ROI/ROT
Å Create more data points through surveys, polls for example
Å More customisation; customise existing options by widening the offering and by including new offerings
Å Enhance the experience  (Live event: remove pain points, create memorable and relevant experiences. Digital: 

intuitive, engaging, shorter engagement spells)
Å 9ƴƎŀƎŜ ǘƘŜ ŎƻƳƳǳƴƛǘȅ ƻƴ ŀ ŎƻƳƳǳƴƛǘȅ άǎǇŀŎŜέκ ǇƭŀǘŦƻǊƳ ŀƭƭ ȅŜŀǊ ŀǊƻǳƴŘ

Å Assemble or curate and deliver regular valuable industry content / intelligence (market reports, new 
product launches/product developments) on the platform

Å Provide networking / matchmaking opportunities on the platform all year round
Å A digital space / platform enables a wider reach (includes those that are not able to attend the live 

event)
Å ¢ƘŜ ƭƛǾŜ ŜǾŜƴǘ ǎƘƻǳƭŘ ǊŜƳŀƛƴ ǘƘŜ ƘƛƎƘƭƛƎƘǘ ƻŦ ǘƘŜ ȅŜŀǊΤ ǘƘŜ ά/ƘǊƛǎǘƳŀǎ ŜŦŦŜŎǘέ
Å Value needs to be individually defined for each aspect; dissociate content and networking value

The full overview of solutions provided by each of the groups follow. Each group conceptualised their own slides 
with solutions for change.
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Area: VALUE PROPOSITION
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*(Visitors / Exhibitors)

Work on the EXPERIENCEOvercome FEAR OF 
CHANGE

Exhibitors come for LEADS 
ςnot square meters

Å Break time and space 
limitations: event is 365 
days/year, all over the 
world

ïLead generation

ïBrand visibility

Å Be content CURATOR, not 
CREATOR: let community 
decide what matters

Å Dial up the FUN factor

Å Make online GOOD but 
onsite UNFORGETABLE

Å Stop being Fat Cats

Å Accept risk

Å Learn to fail fast

Å New KPIs based on ROI

Å άLŦ ȅƻǳ ƘŀŘ ƪƴƻǿƴ ǘƘƛǎ о 
ȅŜŀǊǎ ŀƎƻΧΚέ

Å Outside-In thinking instead 
of Inside-Out ςCustomer-
centric design

Å Break SILOS, not just in IT

Å Sell LEADS, not square 
meters

ïDeliver LEADS, not 
square meters

ïPrice based on LEADS, 
not square meters

ïMeasure ROI on LEADS

ïIncentivise on LEADS

1 2 3 4

Results Working Group: 
The Five Nation Army
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Problems to solve:

1. Exhibition customers are business-centric, meaning highly cost-

conscious and demand for profit. Exhibition as a sales channel 

with a fixed time and space seems getting harder to meet the 

expectations.

Solutions:

1. The value of an exhibition should be identical to a marketplace 

where buyers and sellers both exceed their expectation with a 

justifiable cost for a supreme value along a fruitful business 

journey.

2. Hence, a value proposition should transform space to a journey.

*(Visitors / Exhibitors)

Area: VALUE PROPOSITION 
Results Working Group:

New Order
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Area: Area: Value Proposition ςExhibition 365
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Exhibition 365

*(Visitors / Exhibitors)

Å Shows of 3-5 days become 
year-round communities with 
constant connections through 
hybrid extensions.  

Å The highlight of that 
communitýs year will still be 
the real-life event - xmas
effect. 

Content / DataCustomer centricity

Å Event projects evolve 
into business 
enablement in all 
forms. 

Å Visitors must be 
embraced as equally 
important group.

Å B2B and B2C become 

B2Me.
Å Hybrid business 

models turn visitors 
into audiences.

The new 
organizer

Å Teams of event and 
sales managers will 
be extended by new 
roles like 
podcasters, 
videographers, data 
analysts and editors. 

Å Influx of diversity on 
every level increases 
the resilience and 
flexibility of an 
organizeŕs team.

ÅManagers become 
enablers. 

New mindset

Å Neither sqm nor 
infrastructure, 
but data is the 
most important 
asset of the 
exhibition 
organisation.

Å To survive the 
increasing 
speed of 
change, 
exhibition 
companies must 
adapt an 
entrepreneurial 
spirit. 

Å A constant flow 
of new content 
created by all 
stakeholders 
and curated by 
the organizer 
assures the 
permanent 
involvement of 
all community 
members.

Å This will provide 
a much stronger 
basis for data 
aggregation and 
lead to better 
matchmaking.

ά.ŜŎƻƳŜ ŀ ǎƳŀǊǘ ŘŀǘŀΣ ŎƻƳƳŜǊŎƛŀƭ ŘǊƛǾŜƴΣ ŎǳǎǘƻƳŜǊ ŎŜƴǘǊƛŎ ŀƴŘ ǾŀƭǳŀōƭŜ ŎƻƴǘŜƴǘ ŦƻŎǳǎŜŘ 
networking, community and matchmaking platform by providing premium personal as 
ǿŜƭƭ ŀǎ оср Řŀȅǎ ƻŦ ƻƴƭƛƴŜ ōǳǎƛƴŜǎǎ ǊŜƭŀǘƛƻƴǎΦέ

Results Working Group: 
Messe Forwards
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ÅRE-DEFINING THE ROLE OF ORGANISERS
o From just organizers to community leaders and integrators of meeting solutions and best practices 

between industry professionals
o Sharing both a short-ǘŜǊƳ ǇǳǊǇƻǎŜ όŦƻǊ ōǳǎƛƴŜǎǎΣ ŎƻƴƴŜŎǘƛƻƴǎΣ ƪƴƻǿƭŜŘƎŜΧύ ŀƴŘ ŀ ƭƻƴƎ-term vision 

that identifies fundamental areas of change for a given industry

ÅTRANSFORMING ECOSYSTEMS
o The 'raison d'être' for organizers will be to constantly provoke, challenge and guide their 

communities
o Creating collective intelligence within our communities is at the heart of transformation and will 

legitimate it
o Content and education will be key and will need to be shared massively all year long

ÅFINDING THE RIGHT PLACE FOR PHYSICAL EVENTS IN THE OVERALL TRANSFORMATION OFFER
o Physical meetings need to be a climax for a year-round engagement of communities
o Physical events are the most powerful touch points that truly enable EMOTION through experience
o Emotion is the core ingredient for decision making and memorizing.

*(Visitors / Exhibitors)

Results Working Group: 
Renaissance
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1. We will create a new value proposition that hasour customersat its heart. It will articulate a
cleardesireto delivermaximumvaluethroughconnectingpeoplewithin our chosenindustriesin
personandonline.

2. As part of the strategy creation, we will agree and implement processesfor capture of
meaningful, actionable insight from all customers. This will include deep and regular
conversationsat all levelsςso that we canbuild trust andcontinuallyredefineanddelivervalue
for our customers.

3. This means that we must commit to a full changein our culture to one that truly reflects
customer centricity; this will include prioritising customer successand rewarding our people
basedon delivering and EXPANDINGvalue for our customers,rather than on activity, visitor
numbers,revenueandprofit.

*(Visitors / Exhibitors)

Results Working Group: 
Eventrepreneurs
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CHANGENEEDED:

TheUSPof an exhibition and its key deliverablesto the variousstakeholders,especiallyfor exhibitorsand
visitors, should be defined preciselyfor better understandingand decisionmaking. We have to provide
them with an continuousengagementplatform coupledwith 360 degreesolutionswith a combinationof
live eventsintegratedwith digital/virtual experiences.

SUGGESTEDSOLUTION:

ÅCustomerNeedMapping
ÅReturnon Investment& Returnon OpportunityAnalysis
ÅRelevantBuyers& KeyDecisionMakersincludinginfluencers
ÅNetworkingopportunities
ÅIndustryConnectInitiatives
ÅCommunityBuilding& Engagement
ÅCustomizedSolutionsfor Customers

*(Visitors / Exhibitors)

Results Working Group: 
India Reboot 3.0
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CHANGENEEDED:

Customerinsightgathering,featuresof the expowith a focuson the benefit to the stakeholders,varietyof

the offerings(product/ serviceprofile), focuson customerpriority.

SUGGESTEDSOLUTION:

Å Createsurveysto understandthe exhibitor targetaudience& penetrationneeded

Å Createvisitor/ buyersurveysto understandthe levelof offerings

Å Create pre-event, during event and post event engagementbetween the stakeholdersto promote

communitybusinessbuildinginitiatives

*(Visitors / Exhibitors)

Results Working Group: 
India Reboot 3.0
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1. Creationof sandboxes,workshops,pitchingsessionsandmoreconferences

2. Onlyone client interfaceincludingall technologiesinsteadof multiple interfaces(meaningonedatabase
andoneexhibitorandvisitorcenter)

3. Utilization of data availablewith organizersto reach maximum communitiesthrough all online and
offline communicationchannels

4. CreatinganECommerceplatform for the subjectof the tradeshow/event/industry

5. Closercollaborationor workingcloselyto visitorsto get their intension

6. Thedigital platform may be anothervaluepropositionfor events - updateexistingor createnew apps
for eachshowIf the showhaveto godigital then AR/VRcanbeveryhelpful for customers

*(Visitors / Exhibitors)

Results Working Group: 
Team AsiaDefining New Solutions for our 

Customers* / Industry
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*(Visitors / Exhibitors)

Develop Personalised 
Value Prop Individual 

Exhibitors

Defining the exact Value 
Prop of Overall Show

Revisit fundamentals - Invest in organisation wide review of 
customer pain-points 

Organisers investing in ROI tools for their exhibitorsExhibition Value Prop v 
Other Mediums

Better Training of Sales Teams to Understand value of what they 
sell and how to sell it

Results Working Group: 
Events Profs Without 

Borders
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Challenge Solution!

There will always huge value to 
face to face interaction, but due to 
the crisis, both exhibitors and 
visitors will be face barriers in terms 
of budget, where they can travel, or 
how many events they attend over 
the course of year. ROI is always key, 
so in some ways this is not a new 
challenge but it's going to be more 
important than ever.

Emphasise quality over quantity - i.e. this might be the only event you can attend 
but you will make the connections you need to. Not only ones you're expecting 
to make, but also those unexpected contacts and connections that only a f2f 
environment can bring. E.g. if you wanted to stop eating meat every day ςyou 
only eat it once a week, but you spend a bit more, make sure you get the best 
quality ςand you appreciate it more!

Due to varying customer needs, 
exhibitions may need to offer a 
wider range of bespoke options to 
make the show accessible to the 
whole audience.

Organisers need to be more flexible in terms of different products we offer to 
exhibitors and visitors. E.g. a wider range of booth sizes for exhibitors, a wider 
range of tickets for visitors.

Results Working Group: 
Spring Breakers
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What needsto change:
Å Messagingbasedon purequantityandlackof focuson qualityof audience.
Å Non-curated,poorlyknit togetherexperiences
Å Sameold sameold for 20th edition, lackof focuson novelty,ideation,innovation
Å Jackof all trades,masterof nonenatureof someshows

Solutionfor customer:
Å Absolutefocuson quality of audienceanddetaileddata availabilityon audiencefor exhibitors
Å Organisereffort spenton curatingthe experiencefor everyexhibitorandvisitor
Å Best in class content, accompaniedby seekingout and finding and introducing the cutting edge

product, evenif not exhibit ready(exhibitorascontent)
Å Showsbeingmultipurpose but clearlyfocussingon one or two areas(product innovation,networking

etc)whilst still beinggoodat others

*(Visitors / Exhibitors)

Results Working Group: 
Futurists
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*(Visitors / Exhibitors)

Value
Propo-
sition

to the
Exhibitor

to the 
Visitor

of the
Platform

Get the "right" high quality visitors to visit the event
Make content available even if physical site is low/down
Use digital extensions to improve reach (hybridization)
Sell packages of virtual airtime & space (sqm)
Include number & value of contacts in exhibitor ROI
Pricing needs to dissociate content & networking value

Use AI and data received from exhibitors and visitors to 
create better matchmaking/business opportunities
Improve competitiveness to other marketing channels 
(exhibitors) or ways to inform (visitors)
Broaden platform KPIs beyond sqm or # of visitors

Improve matchmaking and provide better information, even in 
advance of the show
Remodel visitor journeys including all the new paths
Deliver memorable & relevant experiences (Gen Z)
Value needs to dissociate content & networking value, maximize 
ǳǎŜ ƻŦ ǾƛǎƛǘƻǊǎΩ ǘƛƳŜ ŀǘ ǘƘŜ ǎƘƻǿ

Use the power of the 
events for the faster 

recovery of your 
business & the 

global economy!!

All-Attendee

Matchmaking

Results Working 

Group: Wabi - Sabi
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* Groups gave themselves an own name / identity during the Think Tank

Team Team Leader

1. Spring Breakers Guy Garside & Sophie Holt
2. Strong Girlz StephanieSelesnick
3. Think Punk ! Enrico Gallorini
4. The 404s Matt Coyne
5. Team Natasja O' Connor Natasja O' Connor
6. WALLABOKS Nicolette Elia
7. Team Asia BjoernKempe
8. India Reboot 3.0 Raghav Khosla
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A stronger focus on sustainability: Sustainability as an area for change has existed pre Covid-19, 
however the health crisis has accentuated the need to focus even more strongly on environmental 
responsibility. The think tank groups particularly highlighted print material, stand build materials and 
their disposal aswell as catering related packaging and the carbon footprint as the key areas for 
change towards more environmentally friendly materials and practices.Groups also mentioned the 
fine balance to be struck between lower budgets versus higher costs, use of sustainable materials and 
the guarantee of hygiene but that the reputational risk of not focussing on sustainability was high.

2. 

Health and Safety: By far the most important change cited was the need to ensure health and safety to 
all parties in all aspects of the set up of a show. Key areas listed were cleaning procedures, crowd 
control, and social distancing and health and safety measures. Points were also made that country / 
city specific regulations on bio safety can vary and that the industry may have to go beyond compliance 
to ensure participant confidence in the event.

1. 

Change the set upof an event needs to better meet the experiential need of customers: A few groups 
perceived the event design lay out / as outdated or uninviting and sees the post Covid-19 opening as 
ŀƴ ƻǇǇƻǊǘǳƴƛǘȅ ǘƻ ƳƻŘŜǊƴƛǎŜΦ hƴŜ ƎǊƻǳǇ ƛƴ ǇŀǊǘƛŎǳƭŀǊ ŎƻƳƳŜƴǘŜŘ ƻƴ ǘƘŜ ǇŀǊǘƛŎƛǇŀƴǘΩǎ ƴŜŜŘ ǘƻ ŦŜŜƭ 
more comfortable and connected.A parallel was drawn to the experience of a living room. The groups 
felt the layout could be more interesting and exciting; moving from rigid aisles to interspersing 
attractive customer experience elements between stands. A suggestion also included changing the 
registration process at the entrance area to a pleasurable experience. Rather than filling in forms it was 
suggested to use this area to begin connecting with people.

3. 
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The location and the city the event is held in: Some cities will take longer post Covid-19 to reopen and 
therefore may need to change as a location for an event. Additionally groups highlighted the mutually 
beneficial potential a closer collaboration between an event and the city it is held in could have. A city 
/ location provides an attractive extension of the event experience and can also provide discounted 
travel and accommodation benefits for event participants. The city benefits fromthe tourist impact.

4. 

Size and duration of the event may have to change but only as a result of other factors: Groups that 
identified this aspect of set up all commented that size and duration of a live event will be a function of 
the economic environment, the ability and willingness to travel and the safety regulations in place. 
Social distancing measures may increase the size of a show but a lower number of participants would 
reduce the footprint. The other factor considered was the impact of digitalisation of event aspects on 
the set up. A hybrid event would have to make sure the live and digital parts of the show look and feel 
the same in terms of set up. Comments also included the possibility of digital increasing the audience 
size of an event (inclusion of those who previously could not attend) as well as the duration (365 
platform).

5. 
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Catering will be impacted by heightened health and safety measures as well as environmental 
consciousness / sustainability: Catering has been highlighted by some members of the Think Tank as a 
key area for change. It plays an important part in defining the quality and experience of an event and in 
facilitating networking for example at dinners or cocktails. Participants have highlighted that the 
inevitable changes to guarantee hygiene in the preparation, presentation and consumption will 
inevitably increase cost but should not reduce the quality. At the same time it was felt that any inroads 
already made into sustainability (packaging, local sourcing of food) should be maintained post Covid-
19 at worst and improved upon at best.

6. 

Insurance for cancellation and illness : Changes in insurance contracts to include event cancellation, 
force majeure, staff compensation, risk insurance for people getting ill at an event was felt to be 
important post Covidς19.

7. 
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Why does Set Up need to change?

Detailed Feedback

Sustainability,reductionof environmentalimpact:άLǘϥǎverywastefulto build an entire showfrom wood andplasticandthen dispose
of it after 3ŘŀȅǎΗέ(SpringBreakers)

Compliancewith regulationsand guidelinesfor set up: ά¢ƘŜset up of our future showsneed to be built on finetuned security&
healthpolicies.έ(Wabi-Sabi)άtǊŀŎǘƛŎŀƭchangesneedto be mademid-term to keepall participantssafeΧέ(EPWB)*άLŦpeopleget sick
becausethey cameto aneventwe'll get shutdownagaincausingevenmoreeconomicalharm.έ(ExhibitionIgnition)

Opportunityto modernise:άtŜƻǇƭŜhavecomplainedfor a longtime about the 'old school'up anddown aislesand traditional layout
of the floor. (Χ) showsneedto getmorecreativearoundthe engagementareasanddesignof a showfloor.έ(Futurists)

Sustainability, 
reduction of 

environmental 
impact

Health & Safety 
and compliance

Opportunity to 
modernise

Page contains quotes of the groups: Spring 
Breakers, Wabi ςSabi, Event Profs 

Without Borders, Exhibition Ignition and 
Futurists

*Event Profs Without Borders
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*Event Profs without Borders

Why does Set Up need to change?

Detailed Feedback

Hybrid is here to stay: ά²Ŝall agreethat hybrid eventsare likely goingto be here to stay once physicaleventsreturn, but both
elementsshouldn'tfeel like two separateeventshappeningat the sametime.έ(ExhibitionIgnition)

Toreducecost: "At a more practicallevel,Covid19 presentsuswith an opportunity to rip the bandaid off somedifficult decisionsor
even transform our way of doing the event build/set up in a way that savescost for manyparties, is safer, is cheaperand is more
sustainable.έ(Futurists)

Hybrid is here to 
stay

To reduce cost Page contains quotes of the groups: 
Exhibition Ignition and Futurists
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Why does Set Up need to change?

Detailed Feedback

Reluctanceto travel / fear, travel restrictions/ carbonfootprint, costof travel:ά[ocationchoicemayalsobe impactedby the fact that
travelwill becomelessfrequent.έ(BTTF)*ά[ƻŎŀǘƛƻƴof internationaleventsmayneedto spreadout into multiple regionaleventsdue
to travel restrictions/fears.έ(ExhibitionIgnition) ά¢ƘŜǊŜis supposedlya trend towardsmakingshowsmore local to counteracttravel
restrictions/costs,howeverthere shouldalwaysbe a placefor big,globalshowsasthe 'must-attend' eventfor a wholesector.έ(Spring
Breakers)

Implementationof adequatebio safetymeasuresin location: ά/ƻǳƴǘǊƛŜǎthat havethe situation under control and that are able to
implement bio-safety measuresquickly and firmly will be a preferred location over countriesthat are lesssuccessfulin this. Also
economicrecoveryof a countryandstabilitywill bepart of the organisers'selectioncriteria.έ(TeamNatasja)

Regulations:ά[ƻŎŀǘƛƻƴmaybe impactedby restrictions,aseachcountryor city mayhavea different situationor rules,andorganisers
will have new decisionto make.έ(BTTF)*άTravel restrictions and quarantine requirementswill reduce international components
penalizinglargeshowsin marketswith smalldomesticmarketsbut onlyshort term.έ(TheFiveNationArmy)

Reluctance to 
travel / fear, 

travel restrictions 
/ carbon 

footprint, cost of 
travel

Implementation 
of adequate bio 
safety measures 

in location

Regulations

Page contains quotes of the groups: Back 
To The Future, Exhibition Ignition, Spring 

Breakers, Team Natasja and The Five 
Nation Army

*Back To The Future
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*Back To The Future; ** Event Profs Without Borders

Why does Set Up need to change? 

Detailed Feedback

Managereputational risk:άbŜŜŘfor increasedhygieneand biosecurityand to do this exceptionallyto manageany reputation risk.έ
(TheFiveNationArmy)

Experientialneedof customers:ά[ŀȅƻǳǘ, locationand certainlythe overall impressionof a venueis evenmore important than 5-10
yearsago. Peoplealsoidentify the venuewith themselves,like theirΨƭƛǾƛƴƎǊƻƻƳΩ.έ(TeamAsia)

Compliancewith regulationsand guidelinesfor set up: άDƻǾŜǊƴƳŜƴǘǎare definingwhat needsto be done. Venue'sobligation is to
complyandoffer standards.έ(Visifive+) "Cleaningwill becomesubjectto more regulation.έ(BTTF)*ά²ƛǘƘƻǳǘsafety,the industrywill
shutdownagainquicklyandperhapsfor longer.έ(EPWB)**

Customerconfidence:ά±ŜƴǳŜǎwill needto be set up, preparedandpromoted for client andcustomerconfidence.έ(Wallaboks) άLƴ
order to get visitorcredibilitywe needto makemajorchangesin how safepeoplewill feel returningΧέ(EPWB)**

Tofacilitateeasiercleaning:άaŀƪŜeventseasierto cleanandmaintain,alsothen couldreducecost.έ(404s)

Manage 
reputational risk

Experiential need 
of customers

Compliance with 
regulations and 

guidelines for set 
up

To facilitate 
easier cleaning

Set Up: Reasons for Change

Page contains quotes of the groups: The 
Five Nation Army, Team Asia, Visifive +, 
Back To The Future, EventProfs Without 

Borders, Wallaboksand 404s
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Why does Set Up need to change?

Detailed Feedback

Economiesare struggling: ά{ƛȊŜof the event will be a function of the economicenvironmentand the ability to travel.έ(TheFive
NationArmy)

Sizewill changedue to the digital impact: ά¢ƘŜsizeof an event will changeasa consequenceof other important transformations.
Eventsneed to be prolongedand enhancedby digital continuity. In the future, Exhibitionswill be blended and will have digital
momentsto includea biggeraudienceandto giveimportanceto face-to-facemeetings.έ(Exhibitionsin Training)

Dueto socialdistancingthe footprint will increasewhere possible: ά¢ƘŜfootprint of eventswill need to increasesubjectto social
distancingprotocol,cateringareas,flow andsoon.έ(Wallaboks)

Dueto safetyregulations/ travel restrictions,fewer peoplewill be ableto meet (exhibitorsandvisitors):άLǘfeelslike for the next 12-
18 months,the reality will be smallereventswith lower footfall. Now this couldhavea positiveimpact on the quality of attendees
and exhibitor experience,but will be somethingthe industrywill needto be readyfor.έ(Futurists)ά¸ƻǳcouldpotentially get just as
muchvaluefrom a smallnumberof key decisionmakers- and potentially still chargethe sameprice asthey're getting the same,if
not morevalue.έ(SpringBreakers)

Economies are 
struggling

Size will change 
due to the digital 

impact

Due to social 
distancing the 
footprint will 

increase where 
possible

Due to safety 
regulations / 

travel restrictions

Set Up: Reasons for Change

Page contains quotes of the groups: The 
Five Nation Army, Exhibitions in Training, 
Wallaboks, Futurists and Spring Breakers
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Why does Set Up need to change?

Detailed Feedback

Safety and sustainability: ά¦ƴǘƛƭhotels and venues move away from F&B minimums we will never be sustainableand have
tremendouswaste.έ(StrongGirlz) άCateringservicesneedto follow the two new trends: environmentalsustainabilityandnew safety
instructionsto avoidCovid19outbreaks.έ(Exhibitionsin Training)άWeknow4/5ths of the audiencestill caresaboutsustainabilitybut
they now ALSOcare about hygiene; do not just prioritize hygiene. We must be cautiousabout how to messageand handle the
introduction of more singleusepackaginglessan event feel 'cheap'or old fashionedbecausewe've revertedbackto more wasteful
waysof consumptionthat we knowmanypeopledon't want andassociatewith beingout of touch.έ(Futurists)

Impactsnetworking events: άA lot of networking surroundscatering at events,with a lot of businessbeing conductedin these
environments. With the changeand/or reduction in theseareasthis may impact on the quality & experienceof the event. Events
suchascocktailreceptionsandseatedeventswill alsohavean impactwith socialdistancing.έ(Wallaboks)

Impactsbudgets: ά¢ƘŜǊŜis a risk of downgradingthe importanceof environmentalsustainabilitywith the use of more disposable
material unlessbudgets are increasedto accommodatebiodegradablepackaging. Priceswill more than likely increaseas does
wastagethat is more commonwith this type of offering.έ(Wallaboks) ά¢ƘŜcateringelement hasa massiveenvironmentalimpact
which is arguablya biggerdangerto usall than Covid-19. Thepandemicshouldnot tempt us to look to cheapermaterialsto saveon
costs.έ(ExhibitionIgnition)ά²Ŝneednewcateringconcepts,pricing.έ(Visifive+)

Safety and 
sustainability

Impacts 
networking 

events
Impacts budgets

Set Up: Reasons for Change

Page contains quotes of the groups: 
StrongGirlz, Exhibitions in Training, 

Futurists, Wallaboks, Exhibition Ignition 
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Why does Set Up need to change?

Detailed Feedback

Sustainability:άLƴsupportof environmentalsustainability,considerationneedsto be givento the disposalof materialsin line with the
regulations imposed due to the pandemic.έ(Wallaboks) άLǘis important to focus on the "green economy" and in general on
sustainability.έ(ThinkPunk!)
άhǳǊgiant footprint... Venuesand organisersneed to start quantifying impact and work towards commongoalsand metrics. We
compareour economicoutput to those of factoriesbut hardly mention the amount of waste that we collectivelysend ƭŀƴŘŦƛƭƭέ.
(Futurists)άaƻǊŜcontrol overstandcontractorseliminating'badones'that build crappystandsfrom singletime usematerialsthat all
goesto waste.έ(TeamNatasja)

Compliancewith regulationsandguidelines: άNewwaymustbeappliedto follow hygienedisciplines.έ(TeamAsia)
άLǘwill haveto complywith all the rulesof socialdistancingandenvironmentalsafety.έ(Exhibitionsin Training)ά5ƛǎǇƻǎŀƭof materials
in a safeandhygienicmannerisanadditionalconsiderationCovid-19addsto this topic.έ(Wabi- Sabi)

Sustainability

Compliance with 
regulations and 
guidelines

Set Up: Reasons for Change

Page contains quotes of the groups: 
Wallaboks, Think Punk!, Futurists, Team 
Natasja, Team Asia, Exhibition in Training 

and Wabi- Sabi
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Detailed Feedback

Eventlayout: άTheLayoutand floorplan of the eventsneed to change." (TeamAsia) "Floorplans/ layout of events, registration/
ticketingprocess,accessinto andegressout of the venueand show,sizeanddesignof networkingareas(suchasŎŀŦŜΩǎΣrestaurants
and meetingzones/seatingareasetc), product demos(to be bookedon a timeslot basisor havea mix of touch and virtual demos)
andsignage(informationaroundthe eventandrulesandregulationsshouldbedisplayedthroughoutthe venueand/or event)haveto
bechanged.έ(Wallaboks)

Entrancesituation:άLargerregistrationhalls,issuingof e-Passesfor all pre-registeredvisitorsandmembersof all servicepartnersso
asto ensurecontactlessentry. Entryinto the exhibitionhallsat fixedtime slotsto control andmonitor movement.έ(IndiaReboot3.0)

Registrationprocess:άbŜŜŘǎto be more than a form with waytoo manystupidquestions. Registrationbecomesthe placewherethe
show begins selling connections with people. (When we say registration, we mean demographicsand intention capture.)"
(StrongGirlz)

Eventdesign: άMore customerexperienceelementsmixed with standsfor a mixed and more attractive experienceon the floor.έ
(TeamNatasja)ά¢ƘŜexhibit floor is old andoutdated. ShowsneedpizazzςƭŜǘΩǎbring the "show" backinto showbiz!Sellexperiences
and connections,not retail space. [ŜǘΩǎrent out ROIinsteadof squarefeet or meters. Conventioncentersand their exhibit halls
shouldfeel like hotel lobbiesrather thanbig,concreteboxes. Theyshouldbewelcoming,not intimidating.έ(StrongGirlz)

Entrance 
situation

Event layout
Page contains quotes of the groups: 

Wallaboks, India Reboot 3.0, StrongGirlz
and Team Natasja
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Event design
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Detailed Feedback

Sizeof event (foot print) and duration to expandor contract dependingon numbers: ά{Ƙƻǿfootprint to expandto accommodate
largerstandsandgeneralseatingareas. Thesizeof eventsmayneedchangedue to attendeesnot beingconfidentto attend but also
dueto travel restrictions. Eventsizesmayseea drop off in exhibitorsthat mayhaveseena financialimpactto their businessandmay
not be able to spendto exhibit. The international market may also take time due to confidencein travel.έ(Wallaboks)ά9ȄǘŜƴŘŜŘ
build-up& breakdown/dismantlingdaysand/or times. Spreadthe eventdaysout, openinghours.έ(Wallaboks)

Collaborationwith cities(Locationof event): άLǘis necessaryto rethink the role of the city in the overallexperienceof the fair. There
must be more integration, sharing and greater dynamismof all the events that take place thanks to the exhibition. t is also
fundamentalfor the fair itself, to havea city ready to welcomein a coordinated,strong and supportiveway the fair. Thecity is a
further strengthof the "physical"experienceof the Exhibition,it is another factor to go beyondin differentiation from the "virtual"
offer.έ(ThinkPunk!)ά5Ŝǎǘƛƴŀǘƛƻƴmarketing(valueoutweighsthe risk)throughcollective,proactiveeffort to market the destination.έ
(Wallaboks)

Location(dependingon readinessto reopenpostCovid-19):ά5Ŝnselypopulatedcity centreswith Venuesmight becomelesspopular.
Considerthe useof crowdedtransport. Dependingon locationthe fight againstCOVIDwill determinewheneachlocationis readyto
openup.έ(Wallaboks)

More 
collaboration 

with cities 
(Location of 

event)

Location 
(depending on 
readiness to 
reopen post 
Covid-19)

Page contains quotes of the groups: 
Wallaboks, Think Punk! and Wallaboks
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Detailed Feedback

Environmentalimpact: Sustainabilityandcarbonfootprint:άThe needto be more sociallyresponsibleboth in termsof environmental
impact as well as physicallyso (in a post Covidera), events need to considerfurther the impact on their environment and the
opportunity that hybridstyleeventsthen bring.έ(404s) ά¢ƘŜǊŜhasbeenincreasingcustomerdemandfor sustainabilityover the past
few years,but the Covidcrisismayincreasedemand. Onekeyissueis the setupandbuildof standsin anexhibition.έ(SpringBreakers)
ά!ŘƻǇǘsustainablematerials,solutions& technologyfor the overallsustenanceof the eco-system. Focusof sustainabilityinitiatives
to rangefrom reducingthe carbonfootprint to focusingon recyclingandcreatinga "Green.ǊŀƴŘέ. (IndiaReboot3.0)

Cateringhygiene,seatingand payment: άDǊŜŀǘŜǊinvestment in biodegradablepackagingfor food outlets.έ(Wallaboks) ά/atering
areas and food courts.έ(TeamAsia) άwŜŘǳŎǘƛƻƴor suspensionof buffet-style catering, seating / networking areas, format of
networkingevents,cashlesspaymentoptionsfor publiccatering,kitchenconfigurationsandprocedures.έ(Wallaboks)

Event insurance: άLƴǎǳǊŀƴŎŜfor event cancellation,force majeure,staff compensation,risk insurancefor people getting ill at the
event.έ(Wallaboks)

Environmental 
impact: 

Sustainability and 
carbon footprint

Catering hygiene, 
seating and 
payment

Page contains quotes of the groups: 404s, 
Spring Breakers, IndiaReboot 3.0, Team 

Asia andWallaboks
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