
EVENTS IN 2022

Shine
and

Rain



On The Vendry, we started receiving a new stream of RFPs. 
They were for smaller events, limited to outdoor spaces, with 
a long list of questions around health and safety practices. 

As companies cautiously recalibrated their plans, getting 
used to the idea that COVID isn’t going away while also 
acknowledging their communities are eager to gather in-
person, it was clear that event pros were looking to one 
another for best practices and guidance. 

We felt an industry report could be more helpful now than 
ever to help ensure those gatherings can happen in 2022.

We put out a call and the event community answered. We’re 
so grateful to the over 400 event professionals who took 
time to contribute to this important industry dialogue.

In both rain and shine, the events industry is emerging from 
the pandemic stronger than ever, with new ways to adapt 
to unforeseen situations and an unparalleled ability to bring 
people together. We look forward to entering this next era of 
events together.

RAIN AND SHINE:  EVENTS IN 2022
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Looking
Forward

A L E T T E R F ROM O U R C EO

DA P H N E H O P P E N OT
FOUNDER & CEO, THE VENDRY

We first had the idea for this trend report in June. The 
vaccine rollout was well under way, hot vax summer 
was trending, and many event professionals felt like 

the flood gates had finally opened.

We were excited to survey event pros about their triumphant 
return to live events, but then came the Delta disarray. All of 
our conversations with event producers arrived at the same 
conclusion — everything was up in the air again. 

However, unlike March 2020, the industry was ready to 
respond with incredible speed to mitigate Delta’s impact. 
Almost as quickly as we saw events being cancelled in late 
August, we started seeing them return — albeit, in different 
forms — in late September.
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Executive
Summary

1

2

After a long wait and an immensely challenging 19 months, 
the events industry is starting to roar back to life, but the 
events landscape has changed drastically. 

The teams responsible for architecting, designing, and 
running events are finding themselves tackling increasingly 
complex challenges in the wake of the COVID-19 pandemic. 
That’s why we reached out to them to get a sense of what 
their work looks like today, what their major challenges and 
triumphs are, and what they see on the horizon for 2022. 

We heard back from event professionals working all 
over North America and planning across industries, from 
Vancouver to Miami and from tech to fashion. Our data 
shows that coming out of the pandemic, event teams are 
more valued by the companies that employ them. 

Over 58% of event professionals reported that their 
perceived value has increased inside the companies they 
work for. 

But, meeting heightened expectations of consumers and 
companies eager to restart live, in-person events introduces 
new complexities.  

The insights they shared with us can most easily be split into 
two buckets:

EXECUTIVE SUMMARY

The internal conversations they’re having 
day-to-day with one another about high-level 
logistics and strategy 

How they’re planning to activate in this new 
era of events and how they intend to do it 
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The Conversations 
Top Event Teams 
Are Having

They know all eyes are on them 
Brand event teams report seeing a rise in their 
perceived value thanks to clients, consumers, and 
employees who are eager to gather together. 

They know health and safety tops it all  
To test or not to test? That’s one of the many 
questions that’s top of mind, and top of budget, for 
event teams.

They know their Plan B needs a Plan B 
It’s no longer if something will change, but when 
it’ll change, which means contingency plans are 
a necessity and hybrid options are particularly 
appealing. 

1

EXECUTIVE SUMMARY
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The Experiences 
They Plan To 
Deliver 

They’ll build communities, not invite lists
Because a cocktail hour doesn’t cut it anymore 
— attendees want to feel a deeper, long-lasting 
connection with fellow attendees and with brands.

They’ll host smaller, geo-specific events 
Because attendees prefer to ease back into in-
person events by staying closer to home.

They’ll make immersive tech an integral 
part of the experience 
Because when it comes to virtual and hybrid events, 
event teams are only as strong as their event tech 
stack.  

They’ll prioritize mental health in both 
event content and design 
Because events aren’t just a business imperative, 
but a mental health one too.

We have a lot to cover, so let’s dig right in. 

2

EXECUTIVE SUMMARY
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400+
$500M

36
We connected with 424 event 
professionals to hear their views on 
the state of events. To qualify for 
this survey, individuals had to be 
either an in-house event planner 
at a company, nonprofit, or other 
organization or a professional 
third party planner. 
 

Respondents produced an 
average of 36 events per 

year, barring the pandemic

Respondents represent over 
$500M in annual event spend

W H O W E S U RV E Y E D

WHO WE SURVEYED



Match at Dallas Pride
LOUDER Experiences

The Conversations Top 
Event Teams Are Having

Part 1

We asked event pros to take a step back from the nitty gritty details 
of their events and tell us how they’re handling high-level internal 
conversations. Read on to see what they say about the new spotlight 
they’re in, how they’re managing constantly-changing health and safety 
requirements, and what they’re doing to plan for the unexpected. 

THE CONVERSATIONS TOP EVENT TEAMS ARE HAVING

8
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Brand event teams report seeing a 
rise in their perceived value thanks to 
clients, consumers, and employees who 
are eager to gather together. 

1  |  T H E CO N V E R SAT I O N S TO P E V E N T T E A M S A R E H AV I N G

All Eyes Are On Them
Event teams have tackled a profusion of challenges 
over the past year and a half, from an onslaught of 
cancellations in March 2020 to creating entire virtual 
worlds to replace IRL experiences. 

But now as corners of the world begin to reopen, 
event teams find themselves in the spotlight with new 
challenges in their court — how do you facilitate reunion 
in communities that have been physically separated 
for nearly two years? Should they gather in-person or 
virtually? And if they’re going to be in-person, how can 
that be done safely? 

These are fundamental questions, which explains why 
over 58% of event professionals reported their perceived 
value has increased inside the companies they work for, 
with the pandemic validating how important events are 
to their organizations. 

About a quarter of respondents (27%) report their 
perceived value has remained steady, and a small pool 
of respondents (15%) said their perceived value has 
been reduced since the pandemic. 

ALL EYES ARE ON THEM

58% of event professionals 
surveyed have seen their 
perceived value increase 
within their organizations 



A L L I S O N GA L LOWAY

Our team now is 
working across way 

more programs than 
we ever did.

 D IRECTOR OF EVENTS AND EXPERIENTIAL 
MARKETING, YAHOO

“
“

ALL EYES ARE ON THEM

The communities that event teams serve are eager to 
connect, whether that’s in a remote setting, in-person, 
or somewhere in between. This demand has elevated 
event teams, underscoring how essential their roles are 
to the organizations they work for, and the communities 
surrounding that organization.

Verizon Media Cannes 2021 10

P RO P E R S P EC T I V E
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M EGA N H E N S H A L L

“Reimagining and optimizing ways for 
bringing people together has never 

been more important. We’ve learned 
it’s critical to problem solving, 

building community and maintaining 
culture and connection.”

GLOBAL EVENTS ACCOUNT MANAGER, GOOGLE

“
“

11Google Campus Media Event

ALL EYES ARE ON THEM
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“Attentive has always valued events and company 
culture to ensure our employees are connected 
and engaged. Still, the pandemic has added an 
increased sense of responsibility on our team to 
create those moments that may have happened 
more organically in the past. 

Reinventing how our employees experience those 
moments at events virtually presents challenges 
but is more important than ever before.”

“The conversation has consistently been, ‘When 
are events coming back?’ Finding networking 
opportunities and developing relationships is critical 
to our work. And that primarily happens at in-person 
events. 

Virtual events first seemed to fill the void, but 
they’re not a substitute for in-person events. The 
pandemic shed light on how beneficial events are to 
businesses. Events will come back stronger than ever.”

ALL EYES ARE ON THEM

C A LO N D I P I E RO
SENIOR MANAGER, EVENTS AND CULTURE, 
ATTENTIVE

L E N A STA H LS C H M I DT
SENIOR F IELD MARKETING MANAGER, 
F IVETRAN
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To test or not to test? That’s one of the 
many questions that’s top of mind, and 
top of budget, for event teams.

1  |  T H E CO N V E R SAT I O N S TO P E V E N T T E A M S A R E H AV I N G

HEALTH AND SAFETY TOPS IT ALL

Health and Safety 
Tops It All

While these communities are eager to gather, health 
and safety will continue to dominate 2022 as a top 
consideration for event teams. Not only does it pose a 
necessary and substantial line item in the budget, but 
event pros must also navigate enforcing local health 
and safety mandates and corporate directives for their 
attendees as well as their vendor and venue teams. 

62% of our respondents said that 
health & safety was the primary 
consideration affecting their 
comfort level planning a live event. 

#1 Our data shows the #1 factor 
contributing to budget increases 
in 2022 planning is health and 
safety precautions and planning.



to re-enter due to COVID risk. Instead, guests were 
provided everything from food, to lodging, to networking 
all inside Noom’s proverbial event bubble.

Once they had a protocol in place, Noom made a 
point to transparently communicate what would be 
required of both attendees and event vendors before 
they purchased a ticket or committed to the event. If 
an attendee wasn’t able to meet the requirements of 
Noom’s in-person event safety protocols, they were 
welcome to attend the event virtually. 

“Hybrid events are not the exception. They are the 
norm,” says Victoria Gutowski, Engagement and Strategic 
Events Manager at Noom. 

Taking an uncompromising stance on event safety, while 
offering multiple avenues of attendance for guests, 
proved to be an effective strategy for Noom.

P RO P E R S P EC T I V E

V I C TO R I A G U TOWS K I

Investing in 
Expertise and 
Event Safety

ENGAGEMENT AND STRATEGIC 
EVENTS MANAGER, NOOM

14

Noom’s event team started working with a new type of 
vendor in 2021 — an epidemiologist. Planning an in-
person event, Noom consulted with an epidemiologist 
to design their health and safety protocols based on 
the number of attendees at their event, the local COVID 
rates near their event, and where attendees would be 
traveling in from. 

Noom required in-person attendees to be vaccinated, 
show a negative PCR test prior to entry, and take a rapid 
antigen test before being permitted into the event space.
Guests who left the event space were not permitted 

HEALTH AND SAFETY TOPS IT ALL
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SA L LY A R N O L D

S U SA N KOZ I A K C H R I ST Y B A R E I J S Z A

“It’s important people know what they’re signing 
up for and what regulations they’re agreeing to 
when they buy their ticket. Setting expectations 
early on at point of purchase and remaining 
consistent is key.”

“The pandemic has significantly changed our 
planning process for in-person events. We are 
keenly focused on health and safety more than 
we were pre-Covid. This includes every aspect of 
events from registration, installation, and entry up 
until completion and event strike.”

“Safety protocols and testing require additional 
budget that some clients are reluctant to invest. 
There is a delicate balance between doing what’s 
required and doing what is actually best.”

“Our event strategy begins and ends with the 
CDC event checklist which has become an 
additional line item cost.”

HEALTH AND SAFETY TOPS IT ALL

CEO, SALLY ARNOLD EVENTS

PRODUCER AND CREATIVE DIRECTOR,
KOZIAK PRODUCTIONS

CREATIVE DIRECTOR, EVENTS BY RED CARPET

J E N N I F E R J E S S U P
HEAD OF EVENTS,  TWITCH
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HEALTH AND SAFETY TOPS IT ALL

A L L I S O N GA L LOWAY

The healthy and safety variables 
we manage have made a huge 

impact on our budget

DIRECTOR OF EVENTS AND EXPERIENTIAL 
MARKETING, YAHOO

“
“

Yahoo has typically set aside a budget for health and safety protocols. 
Now, that budget has increased 2-3x due to the cost of rapid COVID 

testing, employing a COVID officer to enforce safety policies, hiring extra 
staff, and paying to reserve additional venue dates as a contingency plan. 



1  |  T H E CO N V E R SAT I O N S TO P E V E N T T E A M S A R E H AV I N G

There’s no switch a company can flip to make themselves 
or their attendees feel completely comfortable with in-
person events. The return to live, in-person events is a 
gradual process that requires a tremendous amount 
of diligence in everything from putting together safety 
protocols to considering the PR risk if something were 
to go awry. Companies returning to in-person events are 
weighing those variables and planning very carefully. 

In the past, event teams prepared back up plans for 
events, but nothing that compares to what’s expected, 
or required today. Now, teams have to prepare as if 
their primary event plan will succeed, while prepping a 
seemingly endless number of contingency plans. 

It’s no longer if something will change, 
but when it’ll change, which means 
contingency plans are a necessity 
and hybrid options are particularly 
appealing.

Plan B Needs
a Plan B

17

PLAN B NEEDS A PLAN B

28% of respondents said contingency 
and flexibility were the 
primary factor affecting their 
organization’s comfort level with 
planning a live event 
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PLAN B NEEDS A PLAN B

J O N AT H A N B A R K E R

Parallel planning of live events, at this point, is almost 
second nature. We plan for fully attended events with 
COVID-mitigation protocols, but always have a path 

prepared if the situation worsens and we have to 
limit capacity or pivot to fully virtual. 

For the events industry, it has forced us to examine 
how we plan and I believe it has made us more 

efficient in our process and has increased the overall 
focus on the guest journey.

HEAD OF L IVE EVENT PRODUCTION AND OPERATIONS, 
NFL

“
“

P RO P E R S P EC T I V E



SA R A G O R L I C K E R I C A TAY LO R

“When planning in-person events, event planners 
used to invite around 2x the attendee goal 
number. Now, planners have to invite 3x to 4x 
the attendee goal number to reach the desired 
number of people onsite because the attrition 
rate is so much higher.”

“We’re working with clients in early conversations 
to fully define areas of concern. That means we 
can place safe-guards throughout the planning 
and production process from  social distancing, to 
airflow, to indoor/outdoor formats, to addressing 
how back of house staff members are kept 
comfortable. 

That means open communications around 
vaccines, testing, and mask expectations, with our 
direct clients as well as the senior leadership they 
report to. It’s about the intentionality behind so 
many of the decisions we used to be able to make 
so routinely.”

PLAN B NEEDS A PLAN B

V ICE PRESIDENT OF EVENTS,  RAKUTEN CO-FOUNDER & CHIEF GROWTH OFFICER,
T INSEL EXPERIENTIAL DESIGN

19



PLAN B NEEDS A PLAN B
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J I T T E R GA RC I A

In the post-pandemic world, the necessity to have 
contingency plans are crucial, and can reduce a 
headache later on. 

Every fall, Univision hosts its annual thought 
leadership conference called Leading the Change. 
When we first started planning for the event mid-
summer, we were cautiously optimistic that we 
could host the event live with a hybrid audience. 
We identified operational milestones that detailed 
specific dates at which decisions would impact 
budget, and laid out plans for three different 
scenarios: 1) live from NY with a hybrid audience, 
2) live from an outdoor West Coast venue with 
a smaller in-person audience and a virtual 
audience, and 3) fully virtual. 

We ultimately chose to move to a fully virtual event 
to mitigate the risk of having to pivot halfway 
through the planning as well as risk additional 
budgetary loss. 

HEAD OF EVENTS & SENIOR DIRECTOR 
OF EVENT MARKETING, UNIV IS ION

“

“

10%
of respondents said PR risk was 

the primary factor affecting their 
organization’s comfort level with 

planning a live event 

AU ST I N J O H N STO N

“The hanging cloud of legal 
exposure and bad PR is a big 
detriment to our industry.”

CEO AND FOUNDER, 
AK JOHNSTON GROUP
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These incredibly detailed, incredibly complex plans look 
less like a run-of-show on how the event will run and 
more like a report on how an event could run. Before 
the pandemic, the likelihood event teams would have to 
move, or cancel an event days or weeks prior was low 
but, in today’s environment, it’s essential for teams to 
have multi-tiered contingency plans in place from the 
get-go, making hybrid options all the more attractive. 

Hybrid events give attendees the option of attending 
events in-person, or from the comfort of their own 
home. While this flexibility can be great for event 
planners and attendees when it comes to reducing the 
risk of COVID-spread in large groups, it comes at a cost.

58% of respondents said supporting hybrid 
event models were a significant contributing 
factor to their 2022 budgeting.

The event attendees joining an event virtually want 
to feel like they’re part of the experience, not simply 
watching it unfold. That means event planners have to 
invest more in the technology that makes hybrid events 
successful and feel like a truly integrated experience.

A N D R E W RO BY
CORPORATE EVENT PLANNER,

ANDREW ROBY EVENTS

“
“

There is still a lot of uncertainty around hybrid 
events. Cost is one of the key topics. Some believe 
because half of a hybrid event is virtual, that the 
cost is less. In some cases that’s correct, but not 
always. 

It really comes down to how many people can attend 
the live event with enough space to socially distance, 
and how many attendees will eat up bandwidth 
while watching virtually. The cost of entertainment, 
audio equipment, and more doesn’t go away simply 
because you have a virtual component. 

PLAN B NEEDS A PLAN B



PLAN B NEEDS A PLAN B
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For more on the kind of technology event pros plan to 
use to bring virtual and hybrid experiences to life, check 
out section three in the next part of this report, Event 
pros will make immersive tech an integral part of 
the experience. 



Bumble Hive Lollapalooza
Manifold

The Experiences Event 
Pros Plan to Deliver

Part 2

We asked event pros to tell us which trends they think will dominate 
events in 2022. Read on to learn what you should expect to see across 
the industry. 

23

THE EXPERIENCES EVENT PROS PLAN TO DEL IVER



2 |  T H E E X P E R I E N C E S E V E N T P RO S P L A N TO D E L I V E R Virtual events have shown us that attendees can enjoy 
most of the content offered at an event from anywhere 
that has good enough service. But one thing that has 
been sorely lacking is the sense of community that an IRL 
experience fosters.

So as events bounce back, attendees are looking for more 
than a cocktail hour or a sponsored networking event. 

If they’re going to travel to the event — whether that’s by 
plane or subway — to block out hours of their work day 
or evenings, and to catch up on missed work, the event 
has to be worth it and fulfill a deeper need. They want to 
know that they’re joining an experience with a community 
that they can relate to, that they can feel a sense of 
camaraderie with, and that they’re a part of something 
that’s bigger than a few business leads or new LinkedIn 
connections. 

BUILDING COMMUNIT IES,  NOT INVITE L ISTS

Event pros will 
build communities, 
not invite lists
A cocktail hour doesn’t cut it anymore 
— attendees want to feel a deeper, 
long-lasting connection with fellow 
attendees and with brands.

49%
of event professionals 
surveyed felt that the creation 
of community around an event 
or experience would be one of 
the industry’s most important 
trends in 2022 

24



Every year, Twitch brings its online community 
together for their flagship in-person event, 
TwitchCon. The conference draws crowds in the 
tens of thousands with even more virtual attendees 
tuning in from home. While Twitch had to put the 
conference on hold in 2020 and 2021, they found 
that the demand for TwitchCon only increased during 
their long layoff. 

When the company announced the return of 
TwitchCon in both Amsterdam and San Diego in 2022, 
the tweet received over 35,000 likes in 24 hours.

P RO P E R S P EC T I V E

25

J E N N I F E R J E S S U P

“There’s so much pent up 
demand for face-to-face 

connection. TwitchCon is the 
opportunity for our community 
members to meet the friends 

they’ve made online in person”.

BUILDING COMMUNIT IES,  NOT INVITE L ISTS

HEAD OF EVENTS,  TWITCH

TwitchCon 2019
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V I C TO R I A G U TOWS K I

“Events will become more mindful and meaningful. 
Whether that be more community or cause-driven, 
events need to be powerful and desirable enough 
for attendees to leave the safety of their homes.”

“People crave elements of connection. If you’re 
running virtual events, don’t inundate your calendars. 
Reduce the amount of virtual experiences you’re 
offering and make them kick ass. Create an 
experience that you simply can’t replicate on YouTube. 
For example, our team secured a lineup of musicians 
to livestream during working hours. You have to do 
something exceptional during the workday. We need 
to create community during working hours. Period. 
Hard stop.”

“Opportunities to connect with other humans, 
meaningfully, is a commodity. It’s a driver for 
success and engagement. Community and 
connection is more appealing than content, 
definitely more than swag or flash. 

After 18 months of isolation and micro-tribalism, 
community and shared experience matters. 
We’re exploring a number of ways to get this right 
in virtual contexts, but we’re seeing it happen 
organically and authentically when people are in-
person.  It’s a beautiful and a hopeful thing.”

BUILDING COMMUNIT IES,  NOT INVITE L ISTS

ENGAGEMENT AND STRATEGIC 
EVENTS MANAGER, NOOM 

N ATA L I E WO N G
DIGITAL EVENT PRODUCER, STUDIO 
TECHNOLOGY, WALT DISNEY STUDIOS

M EGA N H E N S H A L L
GLOBAL EVENTS ACCOUNT MANAGER, 
GOOGLE



2 |  T H E E X P E R I E N C E S E V E N T P RO S P L A N TO D E L I V E R While event attendees are incredibly eager to reconnect 
with their communities, many are not quite ready to 
dive back into large-scale events.This could be due to a 
whole range of factors, from decreased travel budgets 
and strict company travel policies to personal safety 
concerns. 

Event teams are finding that the easiest way to 
balance the desire to gather in-person and to foster 
connection between event attendees is to plan 
smaller, more regional events. The strategy hinges on 
meeting audiences where they are. Hosting events in 
smaller markets allows a company to engage a specific 
community without asking them to travel. 

HOSTING SMALLER,  GEO-SPECIF IC EVENTS

Attendees prefer to ease back into 
in-person events by staying closer to 
home. 

55% of event professionals 
we contacted reported 
a rise in smaller, geo-
specific events. 

27

Event pros will host 
smaller, geo-specific 
events 



When it was safe enough to bring that community from 
an online venue to an in-person one, the team planned 
events in Amsterdam and Las Vegas with stalwart safety 
protocols designed for each specific market. 

In Las Vegas, they required that each attendee have 
at least one dose of the COVID vaccine, or upload a 
negative PCR test taken no more than 72 hours before 
the date of the event. If an attendee failed to upload 
proof of vaccination or a negative PCR test, Money 20/20 
would direct them to their own onsite testing facility 
built for the event where that attendee could be tested 
for COVID. 

Monique believes that the investment in the community, 
both in the form of digital events and on-the-ground 
safety precautions has paid off. 

“We took this rebirth seriously and invested money and 
time and we’re excited. It excited us and we’re excited 
for the community.”

P RO P E R S P EC T I V E

Switching to 
Localized Events

MO N I Q U E R U F F-B E L L
EVENT DIRECTOR, MONEY20/20 USA
VICE PRESIDENT OF EVENTS,  ASCENTIAL

28

Money 20/20’s marquee events are so large that 
they have a series of smaller events orbiting around 
them. The Money20/20 team typically hosts events in 
Singapore, Amsterdam, and Las Vegas for thousands 
of attendees. When their typical event schedule wasn’t 
feasible due to COVID concerns, the event team 
switched up their strategy. 

“We’ve invested in our community throughout the entire 
year. When we had virtual events we didn’t charge for 
those. We wanted to make sure we were giving back,” 
says Monique Ruff-Bell, Event Director, Money20/20 USA. 

HOSTING SMALLER,  GEO-SPECIF IC EVENTS

Money 20/20 2021
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L E N A STA H LS C H M I DT

“A key strategy for event planners moving forward will 
be to go where their audience is and throw smaller, but 
still impactful events. To me, that seems like the best 
strategy for the time being. Go to where your audience 
already is so they don’t have to come to you.”

“We are focusing on smaller local events as 
opposed to larger tradeshows and conferences. 
We’re also hosting our own events instead of 
attending or sponsoring. We prefer to be in 
control of when, where, and how the events are 
organized to be sure our attendees are having 
the ideal experience.”

HOSTING SMALLER,  GEO-SPECIF IC EVENTS

SENIOR F IELD MARKETING MANAGER, 
F IVETRAN 

SA R A G O R L I C K
VICE PRESIDENT OF EVENTS, 
RAKUTEN



Emerald’s ASD Market Week is a trade show that is 
typically held in the Las Vegas Convention Center, a 
massive 2.5 million square-foot venue.

Emerald unfortunately had to cancel their March 2020, 
August 2020, and March 2021 trade shows because of 
the pandemic. Knowing that their network of exhibitors 
and attendees rely on ASD’s Market Week to grow their 
business, Emerald wanted to find a way to connect with 
their audience while maintaining safety standards.  

To do this, Emerald decided to go to where their 
audience was instead of having their audience come to 
them. They launched the ASD Road Show, hosting two 
2-day, in-person events in Dallas, TX and Orlando, TX. 
The new localized event strategy minimized travel risks 
for customers, reduced customers’ travel costs, and 
gave them the opportunity they needed to boost their 
business.

P RO P E R S P EC T I V E

B R I A N F I E L D

Reaching Out 
to Regional 
Audiences

CHIEF OPERATING OFFICER,
EMERALD

30

HOSTING SMALLER,  GEO-SPECIF IC EVENTS

Emerald



2 |  T H E E X P E R I E N C E S E V E N T P RO S P L A N TO D E L I V E R At the beginning of the pandemic, it was novel to tune 
into an event from the comfort of your home, or to hop 
on a Zoom call for an online game with coworkers. Now, 
we’ve found ourselves burnt out from screen time, with 
a much higher bar for what will capture our attention 
and prompt us to stay put in front of our screens. 

Event teams fighting for our digital attention have to 
create virtual and hybrid experiences that are just as 
engaging as in-person events. To pull that off, they’re 
investing in the technology that makes it possible — live 
streaming, video production, AR, VR, and more.

To wow audiences, event teams are leaving no digital 
stone unturned. 

IMMERSIVE TECH IS  INTEGRAL

When it comes to virtual and hybrid 
events, event teams are only as strong 
as their event tech stack.

31

Event pros will make 
immersive tech an 
integral part of the 
experience  

41% of survey respondents 
offer exclusive content 
and experiences for 
remote attendees.



When Yahoo couldn’t reach their audience in-person, 
they expanded their reach with XR. To elevate attendees’ 
experiences at events, they assembled celebrities, high 
ranking Yahoo executives, and over 50 staff members 
to shoot stunning video segments that made attendees 
feel like they were stepping into a movie, not tuning into 
a run-of-the-mill single-camera live stream. 

The effort took a tremendous amount of planning 
because of the necessary COVID protocols, and highly 
technical video production elements in XR. But, the 
result was worth it. Yahoo launched three digital events, 
all incorporating XR to make their audience feel as 
though they were a part of something special, even from 
afar. Now, Yahoo plans to continue their use of XR in 
their events going forward. 

P RO P E R S P EC T I V E

A L L I S O N GA L LOWAY

Expanding 
Reality for 
Attendees

DIRECTOR OF EVENTS AND EXPERIENTIAL 
MARKETING, YAHOO
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IMMERSIVE TECH IS  INTEGRAL

Verizon Media Newfront 2021
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“WebAR has been really powerful because we can 
build experiences without having to rely on apps 
or social platforms. We’ve used WebAR to open 
immediate and fully branded FOX experiences directly 
on user’s mobile browsers with no barrier to entry. 

We can build immersive interactive brand 
environments that can be reskinned and rebranded 
from one event to the next, just like a real world venue. 
Re-using these venues is not only cost effective but 
also allows us to create really cool events even with 
minimal lead times. They are natively VR-able, which 
we can switch on or off as we need.”

“We continue to evaluate VR and AR and how to 
incorporate the right technology into our live event 
experiences in an effort to elevate and amplify those 
events. 

Nothing will ever replace the experience a live event 
delivers but the technology is advancing and we will, 
someday soon, arrive at a place where we create 
hybrid events that will be experienced by those 
live onsite and those who join us virtually.  This will 
become commonplace and will allow events that are 
not available through linear broadcast the ability to 
invite a global audience to attend.”

IMMERSIVE TECH IS  INTEGRAL

H A RV E Y S OM E R F I E L D
DIRECTOR OF EVENTS & EXPERIENTIAL 
PRODUCTION, FOX ENTERTAINMENT

J O N AT H A N B A R K E R
HEAD OF L IVE EVENT PRODUCTION AND 
OPERATIONS, NFL 



2 |  T H E E X P E R I E N C E S E V E N T P RO S P L A N TO D E L I V E R An individual guest at an event is defined by more than 
what they do and who they meet at that particular event 
— every guest brings their own experience to that event 
and that’s reflected in their mental and physical health. 

Event teams are acknowledging and embracing a more 
holistic view of attendee care because they recognize 
that events aren’t simply a business imperative, but a 
mental health one too. 

But they’re not just talking about mental health out 
in the open. Organizers are adapting schedules to 
prioritize more breaks between talks and adding more 
opportunities for communities to reconnect outside of 
a purely business setting, and encouraging earnestness 
from their audiences. They’re making the space for 
guests to bring their full selves to any event. 

PRIORIT IZ ING MENTAL HEALTH

Events aren’t just a business imperative, 
but a mental health one too.
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Event pros will 
prioritize mental 
health in both event 
content and design  

of event professionals we 
contacted said they’re 
prioritizing and seeing a rise 
in the importance of mental 
health, physical health and 
wellness surrounding events. 

43%
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“The pandemic has reinforced the need for open, 
transparent conversations and the need to have 
a safe space to have those conversations without 
judgement. We’ve always included wellness 
content at TwitchCon from yoga, to talks featuring 
underrepresented communities, to creators addressing 
their own mental health journeys. Diversity and 
inclusion, safety, and mental health are key focuses.”

“Now more than ever, we know how important it is for 
our employees to take care of their mental health. 
Our first virtual wellness week we held recently 
allowed employees to curate their schedule of self-
care sessions from mindfulness breaks, to a Work-
Life panel, to a gratitude journaling class, we put the 
emphasis on employees’ well-being” 

J E N N I F E R J E S S U P
HEAD OF EVENTS,  TWITCH

C A LO N D I P I E RO
SENIOR MANAGER, EVENTS AND CULTURE, 
ATTENTIVE

PRIORIT IZ ING MENTAL HEALTH

Well + Good Recess Remix Workout
Eight One Events
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PRIORIT IZ ING MENTAL HEALTH

N I CO L E N I C H O LS

It’s the little things that add up. Addressing mental health doesn’t have 
to be a grand gesture. Before starting your meeting, you can say, as a 

housekeeping note, ‘We hope you’re mentally and physically well during 
this time,’ and make it clear that if someone needs to leave the room at any 

time, they can do so. 

It’s incumbent upon organizations to recognize the need for inclusion of 
health and wellness elements into their events. Elements such as onsite 
massages, multiple breaks, or health and wellness sessions, can make 
attendees feel we’re in this together regardless of what’s going on in our 

lives professionally or personally.

ASSOCIATE DIRECTOR, MARKETING AND EVENT MANAGEMENT, 
THE NEW YORK ACADEMY OF MEDICINE

“
“
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Conclusion
When we’re taking stock of the past 19 months and looking 
forward to next year, we have to be comfortable with 
embracing nuance and digging into the details. As event 
professionals, we know firsthand just how important those are.

Success for one event team will not look the same as another. 
A community of attendees in one part of the country will not 
have the exact same needs as a community of attendees on 
the other side of the country. There is no one right format for 
every event. There is no perfect platform. There is no single 
Covid protocol that works in every environment. 

What our data shows is that the best way to answer those 
questions is to ask more. Successful event teams are talking 
with the communities they serve to get a sense of what they 
want, and then delivering that information back to their teams 
and executive leadership and figuring out a way to deliver. 

What’s clear is that audiences around the world are eager to 
see how event teams rise to reach them and that, as always, 
event pros will figure out exactly how to get it done. 
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Teatime on the Potomac: RHOP Premiere
Idlewild Experiential
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About The Vendry
The Vendry is a digital marketplace and professional community for the events industry. 
By joining The Vendry, event professionals get free access to RFP tools that help them 
source venues and vendors for their events, an exclusive jobs board, discussion forums 
and networking opportunities, and other resources to keep up with industry news and 
seek inspiration for their own events. As of October 2021, The Vendry has over 18,000 
members and has helped plan thousands of live and virtual events.

Visit us at thevendry.com


