
Event Tech World
Insider Exchange 

Report

Exclusively for
Event Tech World

Members

Event Tech World Insider Exchange Report

Date: 16th July 2025

Venue: The Gun, Canary Wharf, London

Event Tech World's inaugural Insider Exchange brought together in-house corporate planners, 
exhibition and conference organisers, marketers, agencies, associations and technologists for a series 
of candid Chatham House Rules roundtable discussions. Sponsored by CrowdComms, Cvent and 
Event Footprints, a variety of topics from tech budgeting to meaningful measurement, attendee 
engagement, and data management. It culminated in networking and a buffet on a riverside terrace 
overlooking The O2 Arena.

The sessions created a forum for sharing frustrations, best practices, and fresh thinking across the 
community. Each of the eight discussions, facilitated by a sector expert, provided practical insights into 
how leading teams evaluate, implement, and evolve their event tech strategies.

Read on for the key talking points and an overview of each session.

This session began with a discussion on the increasing pressure for event teams to justify technology 
investments through robust, data-driven business cases, with participants sharing the challenges of 
gaining budget approval at the board level.

One described the challenge of persuading senior leadership to invest in the development of software 
(an interactive object table) to fulfil a specific purpose. This process was challenging, and in their 
words, 'aged them by about ten years.'

Investment was secured by positioning it not as a short-term event tool, but scalable tech that could 
be repurposed for multiple events and applications.

This example led to a broader conversation on how event teams can reframe their business cases to 
highlight long-term strategic value, as opposed to tactical event delivery. Several participants agreed 
that success often depends on collaboration across departments, particularly with IT and 
procurement,

Tech Budgeting & Business Case Creation + Supplier Management

Facilitated by: Ele Mather, Senior Manager of Creative Experiences, PwC
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to ensure alignment with broader business goals.

The discussion then turned to how organisations are approaching technology budgets.

Several companies shared examples of moving away from short-term, event-specific 
spend towards centralised budgets that are embedded within broader marketing or 
operational budgets.

One participant described how they brought previously outsourced registration 
capabilities and hardware (such as Zebra printers) in-house, allowing the team to reduce 
costs and build internal expertise.

AI was inevitably raised several times throughout the discussion. While many 
acknowledged AI's potential to enhance personalisation and streamline event logistics, 
real-world experiences highlighted both its potential and its pitfalls.

One organiser shared a recent investment in facial recognition-based photography 
software, intended to deliver a seamless, personalised gallery experience for attendees. 
However, privacy concerns led many attendees to opt out, which in turn created 
additional manual work and defeated the intended time savings.

The session also touched on the role of suppliers in successful tech delivery.

Attendees emphasised the importance of selecting suppliers not only based on 
functionality or cost, but also on their ability to support internal education, co-create 
pilots, and provide integration expertise. 'We've stopped treating suppliers as vendors 
- they're now part of the team when we're building out a case internally,' said one 
participant.
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There was recognition that good suppliers could help secure internal buy-in by providing vital data, 
benchmarks, and case studies that make it easier to build credible business cases internally. This was 
deemed especially important when repositioning events as strategic long-term business contributors.

The session concluded with a look toward how organisations can future-proof their approach to 
technology. Attendees emphasised the importance of budgeting in a way that supports both short-
term wins and long-term transformation. As one attendee noted: 'We have to make our events work 
harder, and that starts with making our technology work smarter.'

Building a Verdant & Sustainable Data Strategy
Facilitated by: Emily Clark, former Head of Data and Martech, Informa Connect

This session looked at ways to establish a more sustainable data strategy. It was acknowledged at the 
start that the events industry is often guilty of 'batch and blast' marketing, and rinsing databases 
rather than nurturing them.

To utilise data in a more regenerative way, attendees in the room were encouraged to consider how to 
leverage event data more effectively, and how to monitor the health of a company's database to 
prevent erosion of trust.

One organiser believed that their data was devalued because they were so focused on making 
registration quick and seamless that they only asked basic demographic questions. This has led to a 
lack of behavioural insights and demographic data, which could be seen as unreliable. 'If you looked 
at all the data on where people are from, the most populated country in the world would be 
Afghanistan because too often, people just tick the first country on the alphabetical drop-down 
list.'

A proposed solution was to develop a strategy that combines behavioural insights with more accurate 
demographic data. This could include post-registration follow-up to ask more detailed questions 
about where people are travelling from, for example, and to track where registrants visit on the show 
website after they've registered to gain behavioural insights, such as which sessions attract the most 
interest, or which exhibitors or other delegates they wish to meet.

The most common barrier to implementing effective data strategies is the mindset that event data is

only useful for reporting and benchmarking purposes. The room heard that marketing 
teams often need additional incentives, upskilling and better-organised databases to 
mine behavioural insights and encourage progressive profiling.

As one participant said: ' Tracking behavioural data points takes more work because 
you have to tag every content page and implement a multi-touch attribution strategy 
to see the customer journey. It is worth the extra effort, however, because you get a 
more sustainable data practice. But you need buy-in from across sales and marketing 
to ensure that insights are being nurtured and data remains accurate, relevant, recent 
and complete.'

This led to a conversation about who is responsible for monitoring database health and 
how to define 'database health'. The point was made that 'performance' is the most 
common definition (how data converts into registration or ticket sales). Still, the onus 
should be on how accurate, relevant and recent the data is.

One attendee suggested: 'A database health dashboard, plugged into a single source 
of truth such as a CRM or data warehouse, can be a simple way to flag data that 
hasn't engaged or been updated since the last event or to highlight gold standard 
data that's trustworthy or has been engaging with event content year-round.'

Attendees concluded that everyone was responsible for monitoring database health. 
Salespeople should be incentivised to add accurate, detailed information, while 
marketers should be able to identify and flag any areas of concern or for improvement.

To finish, participants shared the following points for holding suppliers accountable for 
ethical data practices:

 Do your due diligence
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 Compare and contrast suppliers via RFPs
 Ask suppliers to sign data non-disclosure agreements before agreeing to demos
·Nurture new data streams before adding them to marketing automation tools to track and measure 
how that data performs over time
 Understand what consent is required before importing data from other countries

Event Measurement That Matters
Facilitated by: Conrad Mills, Principal Analyst, Forrester Research

This session tackled one of the most complex challenges facing event professionals today - proving 
the value of events in a way that resonates with business leadership. Conrad Mills began the session 
by sharing the main event measurement challenges he's encountered:

Failure to set SMART goals for events
Competing internal stakeholders, particularly for larger events
An obsession with ROI, which he doesn't believe is a sensible metric for measuring event success
The failure to integrate event tech into core systems like the CRM (only one in five organisations do 
this)

Attendees agreed, sharing their own similar frustrations and discussing the need for clearly defined 
measurement goals. Many admitted that their organisations frequently report on surface-level metrics 
such as badge scans, app downloads and session popularity. As one participant said: 'We measure 
what's easy to count, not what really matters to the business.'

Another participant shared a transformative example from their own organisation, which had recently 
undergone a significant restructuring. Previously, each business unit selected events independently, 
often driven by habit or historic relationships. Following the restructure, event budgets were centralised 
and tied to a business case submission model:

'Now, if a team wants to attend or host an event, they need to submit a case aligned with the wider 
marketing, product, and business strategies. Sales used to say, 'We've always done this event.' But if 
the
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data showed it brought in a single sale worth £21k across three years, while the 
event cost £60k annually, we now have the evidence to ask, why would we go?'

There was agreement that what's truly needed is a shift toward strategic metrics, those 
that align events with pipeline influence, customer journey stages, or long-term brand 
impact. Some organisations had already begun to link event data to CRM and marketing 
automation systems, enabling more robust post-event analysis, although many admitted 
that these integrations were still a work in progress.

One participant described how their team collaborated with sales operations to develop 
a lead journey map, connecting touchpoints across physical and digital channels: 'It's not 
perfect, but it's helping us show the role events play across the lifecycle, not just in 
isolation.'

Participants discussed the harder-to-measure aspects of event success, particularly 
brand perception and emotional response. This led to a discussion on AI-enabled 
sentiment analysis, particularly the use of facial interpretation tools intended to read 
attendee emotion in real-time. While these can provide some insights, concerns were 
raised about the accuracy of the data.

'The issue with sentiment analysis is that it's based on your focus on one thing in the 
room, but, rarely, we're solely focused on that session. It's not always 
disengagement, it could be divided attention,' one attendee remarked .

AI-driven analytics were a recurring theme. Delegates discussed the emerging potential 
of predictive insights and dynamic scoring, though some remained cautious. 'We've tried 
'AI dashboards' that looked slick but didn't really tell us anything we didn't already 
know,' said one participant. Others emphasised that technology can only add value if 
teams are equipped to ask the right questions of the data.
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This led to a conversation about the cultural shift required to embed measurement across teams. One 
participant described launching an internal training initiative aimed at demystifying data: 'We had to 
stop people thinking data equals dashboards. It's about helping them ask better questions.'

Supplier collaboration was also discussed as an often-overlooked opportunity. Some delegates had 
co-developed KPI models with their vendors or requested custom reporting formats to better align 
with internal dashboards. This collaboration, although sometimes time-consuming, was viewed as 
crucial for generating actionable insights.

One final comment summarised the collective mindset well: 'It's not just about showing that events 
work. It's about learning how to make them work better next time. Measurement is part of the 
process, not the proof.'

Selling Sponsorship: What Are We Really Selling 
to Sponsors?

Facilitated by: Nicola Meadows, Senior Portfolio & Connections Director, Clarion

Four questions underpinned this session on the relationship between technology and event 
sponsorship:

How are sponsor expectations shifting?
What role is AI playing?
How do you prepare your teams to sell smarter sponsorship?
What are the budget priorities for tech-enabled sponsorship offerings?

The room agreed that event sponsorship has moved beyond branding. Sponsors are demanding data-
driven insights, and organisers are struggling to meet those demands.

One participant admitted: ' We're trying, but I don't believe we're presenting the data and insights to 
sponsors in the best format or even how it's being received. We can pull networking data from our 
event

app and add some other datapoints, but it's a manual, time-consuming process, and 
we're basically hand-picking what we think the sponsor wants to see.'

Several attendees noted that brands are increasingly leveraging their investment in 
trade shows by staging satellite events away from the show floor. The event organiser is 
almost powerless to stop them, so they must decide whether to either embrace it as 
mutually beneficial or find a way to monetise it.

'One organiser in the US has successfully monetised side events by selling listings on 
its website and credits within its tech-stack, which allow brands to create invitations 
and target registrants to the show,' one participant shared.

In answer to the question, 'What role is AI playing?', attendees concurred that event 
sponsorship is behind the curve, but everyone could see the potential.

One participant suggested: 'AI could be used to offer tiered sponsorship packages. 
Instead of a sponsor only receiving leads, you could offer a tier two package that 
features AI-generated insights on the behaviours of those leads at your show, along 
with lead scores and where those leads sit in a buying cycle. A tier three package 
could then include progressive profiling, follow-up or other services. Sponsors are 
already investing in tech stacks that offer these data insights. Still, if the show 
organiser can deliver it, it makes both the show and the offer more appealing and 
valuable.'

Selling these types of 'smarter', more progressive, tech-enabled sponsorship caused 
much debate. A majority of the room believed that if salespeople remain incentivised 
only by commission, then they will remain uninterested in what value the sponsor gets 
from their involvement in the show. To ensure that salespeople become more invested in 
the journey rather than just the initial deal, suggestions included making rebookings part 
of their commission and providing training on data-driven insights and how they can
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enhance the sponsor experience.

'If a sponsor has a bad event because they weren't the right fit for that event but were sold to by a 
junior salesperson, I would ensure that the salesperson faces the client. Once you've had a 
dressing down from an unhappy client, you are less likely to shoehorn an ill-fitting sponsor into an 
event again. If a sponsor rebooks because they've had a great show, on the other hand, it makes 
the salesperson's target for the following year easier to hit. So why would you not want to 
embrace anything that helps you guarantee your client an enhanced event experience?'

To conclude, attendees agreed that integration is the most essential budget priority for tech-enabled 
sponsorship solutions. Without seamless integration into your CRM or data warehouse, you will be 
back at square one, trying to prepare and manage data-led insights from different silos in a time-
consuming and manual way.

Facilitated by: Rob Curtis, Founder, Event Footprints

Rob Curtis opened the session by encouraging participants to rethink how they define attendee 
engagement, not as clicks or scans, but as something far more personal and value-based. He 
suggested a simple yet powerful framework to assess whether engagement had truly taken place:

Have I connected with the right people?
Have I learned something new?
Have I contributed?

This shift from passive interaction to meaningful experience became a central theme in the discussion.

Rather than focusing solely on interaction at the event, the group discussed engagement as a 
continuous journey that spans registration, content consumption, peer connection, and post-event 
follow-up. Though many admitted they struggle to capture a complete picture of how attendees 
engage, particularly across multiple platforms and touchpoints.

A recurring theme was the need to move from anecdotal feedback towards measurable, actionable 
data. Several participants acknowledged that while their organisations often track session attendance 
or app activity, these don't always reflect the depth or quality of the experience. 'You can be in the room
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Creating and Measuring Attendee Engagement Across the Event 
Life Cycle 

and still not be engaged. Presence and participation aren't always the same.'

Tools designed to measure engagement, such as apps, live polls, and sentiment trackers, 
are increasingly common; however, their success varies depending on implementation 
and intent.

The value of event apps was a topic of debate. One participant expressed scepticism 
about whether apps genuinely enhance attendee experience.

'Creating an event app can take a lot of time and energy. But are they genuinely 
adding value or are they just something we feel obliged to offer?' one attendee asked. 
'My team is running 125 events this year, and we'll probably only use event apps for 
two of them.'

Some attendees shared examples of using matchmaking tools or dynamic content 
recommendation engines powered by AI, which have improved pre-event engagement 
and delegate navigation. Others raised concerns that tech can sometimes create friction, 
especially when systems aren't integrated, or the audience isn't digitally confident.

The conversation turned to AI as an enabler of more intelligent engagement, particularly 
in the form of personalised recommendations and dynamic content delivery.

Some teams were already experimenting with tools that adjust session suggestions 
based on interest, behaviour, or networking patterns. One participant shared an example 
of using AI to segment their audience in real-time, then delivering tailored post-event 
comms that resulted in a significant uplift in engagement with follow-up materials.

Several participants recommended Braindate as a structured yet flexible tool for driving 
meaningful peer-to-peer engagement and learning. Unlike passive networking formats, 
Braindate empowers attendees to propose or join knowledge-sharing conversations
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based on shared interests or challenges.

While networking tools can enhance connections, one participant stressed that the real foundation is 
getting the right people in the room to begin with: 'If the networking mix isn't right, no amount of 
tech will solve that problem.'

The conversation concluded with a broader critique of how event technology is positioned and 
communicated, both by vendors and internal teams. 'Tech companies could be so much better at 
explaining outcomes. We discuss integrations or specific functions, but we should be discussing 
the value they will deliver. The goal needs to be the starting point, and tech is the tool to enable 
outcomes to happen,' said one ETW Member.

Tech Stack & Integration Challenges

Facilitated by: Matt Ackroyd, Director of Event Technology, Delinian (formerly EuroMoney) and 
Ryan Hamill, Event Technology Consultant, CrowdComms

This in-depth and honest discussion on integration covered both attendees' experiences and the 
myriad challenges of migrating data and integrating disparate event technologies into custom-built or 
native integration platforms.

'I've recently joined a business that has a tech stack but limited integration. The event app may 
feed into the central CRM. Still, there are also different providers covering registration, sales, etc, 
so I need to evaluate whether or not to integrate into a single source of truth, and whether it is the 
right way to go for everything,' said one participant.

One attendee shared their experience working for an events business that aimed to centralise 
everything into Salesforce. All aspects, from floor plan automation and registration to lead scanning 
and badge scanning, had been brought together.

The company's developer would prioritise data that needs quick and regular access over large 
amounts of website or email analytics, which might never be analysed or would not help create a 
clearer picture of potential leads or a visitor's onsite experience. 'We have limited resources, so we 
need an ordered integration process. If there's no immediate commercial or behavioural value in 
the

data, then it is de-prioritised,' the attendee said.

Following a discussion on data warehouse capabilities and intermediary tools, such as 
Microsoft's Power BI, used to transform various data sources into static and interactive 
visualisations, the talk returned to the challenges and the end goal of integration 
strategies.

Attendees agreed that integration needs to be an ongoing, scalable process to keep up 
with evolving technology.

'We have to remember that not all integrations are graded equally. There are 
platforms which connect, and you just turn them on. But there are also third-party 
tools and custom builds, so you need to understand the data and insights you want to 
achieve from an integration, as well as how everything works and looks once it's 
integrated. Otherwise, you're sales team will spend hours cleaning up data that 
hasn't been formatted correctly, or your developers will struggle with the 
complexities of the build or getting various platforms to sync.'

One attendee then shared a story about meeting an events director who oversees 750 
events annually. He uses a specialist tools, which is part event management platform, 
part marketing platform and part CRM.

'He showed me a global view of how his events were performing by NPS, customer 
sentiment and ROI and then showed a breakdown of his European events and events 
that were running in real-time (so how many badges were being scanned etc). I was 
blown away, so I asked him how he had achieved such a complete and detailed 
overview. He told me he used the event ID as a unique tracker across everything 
connected to each event. He's gathering data from the travel systems, payroll 
systems, and any other systems connected to his event operations. It's accurate and 
detailed, and he used Power
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BI to clean it up and present it in a dashboard.'

To conclude, the facilitators summed up a few of the key points from the conversations:

A planned integration needs to make long-term sense for your organisation, so consider what data 
and insights you want to prioritise and then achieve your goals with the appropriate technology.
Integrations can be complex and costly. Consider hiring a developer to manage it and provide 
guidance to senior management accordingly. Ensure your developer works within your 
organisation's guidelines.
Integration should be an ongoing and scalable strategy. Technology and tools are constantly being 
updated, so view it as an iterative process and gather everyone's buy-in to ensure data is monitored 
and can be presented in the best formats (e.g., dashboards).
Any integration should be tailored to your specific business needs. When a company decides to 
sell, a buyer's due diligence will typically include the integration of the company's tech stack.

How to Choose, Use, and Prove the Value of Event 
Technology

Facilitated by: Jennifer Bray, Head of Event Technology, FIRST and David Morgan, Marketing 
Director, Europe, Cvent

In this session, participants explored the full life cycle of event tech from initial evaluation and 
identifying the right tech for your business through to adoption, scaling, and proving value.

Rather than reacting to trends or internal pressures to create an app or adopt a new piece of 
technology 'because everyone is doing it,' Event Tech World members agreed that choosing the right 
tech requires a transparent, objective-led process.

While one participant recommended starting by understanding why you need the technology and 
what you want to get out of it, another takes a more product-led, problem-first approach when 
selecting event technology:
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'Start by mapping your processes, your data flows, and your customer journey. 
Identify where the real pain points are - that's where your objective should come 
from. Then, go to market with a clear understanding of the problems you need to 
solve, and assess which tools effectively address them. Don't start with a platform 
and work backwards to find a use case. Start with your needs, then find the tech that 
fits.'

There was strong advocacy for proof-of-concept (POC) pilots, with several attendees 
detailing how they utilise POCs to help de-risk major tech decisions and compare 
platforms. One participant shared that their internal procurement team had begun 
demanding POCs as standard: 'It saves time down the line, even if it slows you down 
at the start.'

While larger enterprises may have more resources to support structured trials, others 
noted that even small teams can build lightweight test-and-learn processes using 
standard tools and clear objectives.

A common barrier to successful adoption was internal resistance. Delegates 
acknowledged that even the best technology can fail if not properly introduced or 
supported. Several organisations had invested in onboarding sessions, product 
walkthroughs, and stakeholder engagement workshops, and many highlighted the 
importance of having internal champions or 'super users'.

Vendor support and responsiveness were also discussed as key to successful adoption, 
with participants sharing mixed experiences and many feeling that smaller companies 
do not get the same level of support as large enterprises.

Measurement again emerged as a key theme. The group discussed the challenge of 
going beyond anecdotal success stories to prove real platform value. Some had begun 
developing internal 'tech scorecards' aligned with business KPIs, while others had
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embedded ROI tracking into procurement frameworks.

The conversation closed with a discussion on futureproofing. Delegates noted that event technology 
decisions made today must support not only current needs, but also evolving business priorities. As 
one participant said: 'You can't chase features, you have to build a stack that evolves with you.'

Team Training for Tech Success
Facilitated by: John Regis, Global Technology Adoption Manager, Informa & Event Tech World 
Founder, Vanessa Lovatt.

You can have the most up-to-date technology, but if no one uses it or it doesn't solve the problem it 
was purchased for, it's just a waste of money. So, how do you encourage the adoption of technology? 
What are the best ways to train teams? And how do you overcome some of the challenges of change 
management? These were the questions that underpinned the discussion in this final session.

One attendee began by sharing how they were once tasked with increasing delegate adoption of an 
event app. The attendee created a video showcasing the app features and how to use it, and asked if 
the video could be played during the conference opening. The request was met with resistance as 
team members thought it would distract delegates from the conference. ' They didn't understand 
that getting people to engage with the app would improve their event experience, not distract 
from it. It was a reminder that you should always communicate the point of technology and never 
assume that people understand the rationale behind introducing new tech.'

Communicating the value of the technology is just one part of the jigsaw, however. Training and 
ensuring an understanding of who will benefit from using it and what they'll be using it for are also 
vital elements of successful adoption.

The room then discussed whether 'training' is a preferred term. A majority agreed that it wasn't 
motivational and conjured up 'old school' feelings of mandatory and rigid classes. Preferred terms 
included 'enablement' and 'upskilling'.

So, what are the best ways to upskill or enable when it comes to event technology?

The room agreed that people learn in different ways. Practical suggestions included:

Creating a custom ChatGPT onboarding tool. You can feed it prompts and give it a 
personality, and people are more likely to ask it those questions they may feel 
otherwise embarrassed to ask a trainer.
Recruit champions from within the organisation. If someone is particularly passionate 
about a piece of technology, empower them to champion it to others. It promotes 
organic adoption, shared knowledge and college engagement.
Experiment with chatbots as an alternative to a tech supplier's customer service team 
referring you back to the Knowledge Base.
Create engaging training videos that people can follow and pause whilst getting to 
grips with the technology.
Host Hackathons or Demo Days where people can collaborate and focus on a specific 
problem and how to solve it using technology.

'Hackathons used to be the domain of tech teams trying to problem-solve scenarios. 
Now, marketers and senior leaders are all doing them, so it's a great way to get them 
hands-on and experimenting with the technology you're asking them to adopt.'

The session concluded with attendees' views on change management and how better 
enablement strategies can help overcome resistance to change.

'Showing the value, recruiting champions, using AI to support onboarding, getting 
senior management buy-in and getting the product team in the same room as sales 
and marketing to thrash out solutions and drive momentum, will all result in better 
change management from the top down.'

________________________________________________________________________
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Executive Summary

The inaugural Event Tech World Insider Exchange convened senior planners, marketers, organisers, 
and technologists for candid, Chatham House Rules discussions on the realities and opportunities of 
event technology. Across eight sessions, participants tackled how to build credible business cases, 
design sustainable data strategies, and measure event impact in ways that resonate with leadership. 
The conversations also explored shifting sponsor expectations, redefined approaches to attendee 
engagement, and the integration challenges of evolving tech stacks.

A consistent theme emerged: technology decisions must align with long-term business goals, 
supported by cultural buy-in, cross-team collaboration, and smart enablement.

Suppliers, peers, and stakeholders alike were recognised as vital partners in driving innovation.

The Exchange not only provided practical frameworks but also inspired a collective ambition: to move 
beyond transactional use of tools and towards a future where event technology fuels growth, deepens 
connections, and shapes more meaningful experiences across the industry.

________________________________________________________________________

To get more resources from Event Tech World, visit up at www.eventtechworld.com 

To sponsor future Insider Exchange events and content from Event Tech World, contact 
vanessa.Lovatt@eventtechworld.com .
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