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pre-pandemic levels, and in-person formats, over the next 
few years.  

Some fall in the middle of this spectrum, borrowing from 
both camps and envisioning a future where in-person and 
virtual events are both important parts of many event teams’ 
strategies.  

With all of these opinions in mind, our team gathered to 
prepare this year’s trend report. We joked that we’re heading 
back to the future, and it stuck. 

On the one hand, 2022 brought back the boom in demand 
for live events that so many of us have craved. On the other 
hand, the scope of work, and the very definition of what it 
means to be an events professional today, have undergone a 
metamorphosis.  

Thankfully, nearly two dozen of the best in the industry set 
aside time to sit down with us and talk through it all, from 
hiring and budgets to contingency plans and event design. 

We’re very grateful for their time, and we look forward to 
seeing what we can create together in the year ahead.

BACK TO THE FUTURE: EVENTS IN 2023
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Back to 
the Future

A LETTER FROM OUR CEO

DAPHNE HOPPENOT
FOUNDER & CEO, THE VENDRY

When we launched The Vendry’s first trend report 
around this time last year, the live events industry 
was just starting to get its bearings in a post-

lockdown world. 

The hot vax summer of 2021 made way for the Delta wave, 
which brought up a fresh round of questions about what 
it meant for events to go back to normal and whether we 
could ever actually get there.  

Over the past 12 months, we’ve seen some in the industry 
continue to be bullish on virtual. They feel that certain live 
event types are as good as gone. Others say that between 
virtual event fatigue, vaccine boosters, and shifting attitudes, 
we’re essentially on course to see events return to their 
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Executive
Summary

Event professionals have had nearly everything thrown at 
them lately. 

Fresh off a worldwide pandemic, they’re now met with 
inflation, labor shortages, and supply chain demands, and – 
to the surprise of absolutely no one – they’re being asked to 
do more than ever. 
 
With creativity, grit, and a solution for seemingly everything, 
event professionals have not only continued to rise to the 
occasion, they’ve become the premier problem-solving 
archetype to much of the professional world. 

All of this reformatting, reassembling, repositioning, and 
repurposing has led the industry to take a large leap 
forward, and now it’s time to consider how these learnings 
translate into 2023.  

The Vendry sat down with the best and brightest across the
events industry, from sports and entertainment to tech and 
commerce.

We’ve uncovered what the past year has taught them and 
what they think the future will hold.

EXECUTIVE SUMMARY
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Confidence, without all the contingencies 
Event pros can ditch the backups-for-the-backup plan. 
They’re entering 2023 confident and prepared to handle 
anything that comes their way. 

Get ready to choose your own adventure 
If the past year was about reuniting audiences via events, 
2023 is all about letting attendees personalize their own 
experience at events. 

Full team ahead 
Event teams enter 2023 robust, well-rounded, and with 
more varied skill sets than ever that will let them tackle 
IRL, virtual, and anything in between. 

Distributed teams. Centralized effort.
Event teams now have more people in more places, 
which means they’re going to have to take extra steps to 
collaborate on their events. 

More demand + More cost = More budget
Events budgets are on the up and up for 2023 thanks to 
the increased appetite for in-person events. But surging 
costs are leaving many event pros with sticker shock. 

TRENDS

Put your money where your event is
Events will be one of the most important ways companies 
convey their values to their customers, from their venue 
and vendor selection to their content to their guest list.

The bright side of bite-sized 
Last year’s trend of smaller, geo-specific events is here to 
stay, allowing for greater intimacy, bigger impact, and lower 
costs. 

Keep up the community 
Community is no fad. Building event footprints to facilitate 
social moments is as relevant as ever to foster deep 
connection between attendees.

Modern metrics 
Event pros are measuring success off of attendee 
experience and brand awareness, and these metrics are 
proving just as important as traditional ones like ticket sales. 

One, but not done 
Event teams are going to be tasked with creating 
experiences in 2023 that extend both in and beyond the 
moment driven by high-quality content.

1 6

2 7

3 8
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These ten key trends emerged across our conversations:  



Confidence, 
without all the 
contingencies

Trend 1

1  / CONFIDENCE, WITHOUT ALL THE CONTINGENCIES
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If there are golden rules in the events industry, one 
would be that for every Plan A there’s always a B. 
However, over the past two and a half years, that also 
meant having Contingency Plans C through F prepped 
and ready to go. 

Now, as event pros move into 2023, they’re ditching 
the backups-for-the-backup plan and instead kicking 
off the year with plenty of experience, data points, and 
confidence in their ability to execute. 

Planners know what to expect and in what form all of it 
can come. Contracts are more thoughtfully written and 
plans are solidly in place should a shift occur.



MEGAN HENSHALL
GLOBAL EVENTS STRATEGIC SOLUTIONS LEAD, GOOGLE

We have to operate more efficiently now. We are 
about to get rigorous around saying ‘this type of 
space is great for this type of event, based on the 
solutions that are good for everyone.’ There will 

always be nuance, but we have begun to put forth 
really strong points of view and are sticking to them.

“
“

PRO PERSPECTIVE

1  / CONFIDENCE, WITHOUT ALL THE CONTINGENCIES

Google I/O 2022 7



There’s so much enthusiasm for people 
coming back to in-person events, and 

everyone is thrilled to be networking and 
building personal connections. But we also 
know there’s a whole community of people 

saying ‘we know we don’t have to come 
in person anymore because we’ll get it 

digitally.’ So we are beholden to make sure 
each experience is not only a really strong 

one, but the really right one, too.

8

Finding Balance

As event pros map out these plans, they’ll need to 
continue to find the balance of how to approach 
experiences that are both in-person and virtual. One 
lesson stands out for certain – don’t try to copy and 
paste the experience from in-person to virtual. 

Understanding the value of the attendee experience 
is crucial, and it’s becoming clear audiences are 
comfortable attending either in-person or virtually, but 
not both.

Mind-blowing creativity has emerged on ways to keep 
audiences locked in and engaged, as people don’t want 
to buy a ticket and sit in a seat anymore. The bar has 
been raised, and event pros are finding new ways to tailor 
these experiences – whether virtual or in-person – so that 
they’re not only more immersive, but finessed into what 
works for each audience. 

It’s all about making attendees feel engaged no matter 
how they choose to participate.

1  / CONFIDENCE, WITHOUT ALL THE CONTINGENCIES

“
“

8

KARA DICKERSON
VICE PRESIDENT, STRATEGIC PARTNERSHIPS 

AND CONFERENCES, 
CONSUMER TECHNOLOGY ASSOCIATION

CES 2022



Get ready to 
choose your own 
adventure 

Trend 2

2 / GET READY TO CHOOSE YOUR OWN ADVENTURE
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As the appetite for live events grows, so too does the 
number of questions about exactly how audiences want 
to engage at, and be served by, the events they attend. 

Many of the answers to those questions can be 
distilled down to one theme – if the past year was 
about inclusivity and reuniting audiences via shared 
experiences, 2023 is all about personalization and 
variation. 

Personalization of Experiences

The days of purchasing a ticket to an event, shuffling to 
an assigned seat, and being talked at are all but gone. 

Events will be formatted in new ways, offering activities 
and activations designed to make attendees feel like 
they got to personalize their experience instead of 
participating the exact same way as everyone else. 
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2 / GET READY TO CHOOSE YOUR OWN ADVENTURE

JONATHAN BARKER

We are playing with fluidity as we see people not 
wanting to be static. The audience doesn’t want to 
sit in one seat for too long. They want to move and 

socialize. They want to be part of the experience, but 
be able to dip in and dip out of it. We have to give 

them opportunities to move around the events to have 
different experiences in different places.

SENIOR VICE PRESIDENT, GLOBAL EVENT PRODUCTION 
AND OPERATIONS, NFL

“
“

PRO PERSPECTIVE

NFL Season Kickoff Event 2022
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MONIQUE RUFF-BELL

People used to say that content 
was the heart of the show, but I 

think experience is. People want to 
walk away feeling like all of their 

senses have been awakened by an 
experience, not just your ears.

HEAD OF CONFERENCES, TED

“
“

11Money 20/20

Money 20/20

2 / GET READY TO CHOOSE YOUR OWN ADVENTURE



CHARLIE EDER

When it comes to trade show/industry 
conference event portfolios, I really believe 
we should rethink how we’re showing up. 

Instead of a booth on the show floor, try a retail 
pop-up. Try a high-touch party, something 
experiential, or test out guerilla marketing. 

This next year is a great opportunity to 
experiment since the audience hasn’t been 
at live events for so long. It’s time to try new 
things and not just do things the way you did 

last year, or even in 2019.

SENIOR DIRECTOR, GLOBAL EVENTS AND 
EXPERIENTIAL MARKETING, 

UNITY TECHNOLOGIES

“
“

2 / GET READY TO CHOOSE YOUR OWN ADVENTURE

Variation of Experiences

However, planners are not only looking for opportunities 
to add personal touches throughout events – they are 
systematically fleshing out non-traditional approaches to 
give audiences new ways to engage with their brands.

12Amex Gold Card x Resy Boardwalk 2022 Unity @ Gamescom 2022



Currently, people are super overwhelmed 
when they are trying to make choices and 
decisions. We are talking a lot about event 
enablement, empowering users to make 
more informed decisions for themselves. 

Now that the questions are gone of when to 
use technology, we can now focus on helping 
our user map to the things that will expedite 

their journey. We have to get better at helping 
people help themselves.

“
“

2 / GET READY TO CHOOSE YOUR OWN ADVENTURE 

This choose-your-own-adventure style opens up the 
door for event enablement to come to the forefront in 
2023. Attendees will be making their own decisions, but 
they still need the guiding hand of event planners to 
show them the way. 

13

MEGAN HENSHALL
GLOBAL EVENTS STRATEGIC SOLUTIONS LEAD, GOOGLE

NFL Season Kickoff Event 2022



Full team
ahead

3 / FULL TEAM AHEAD
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Event teams have always been scrappy – coming up 
with innovative ways to do more with what they’ve been 
given – but they enter 2023 more robust, well-rounded, 
and experienced than before. 

All of the event professionals interviewed for this report 
shared their teams would either maintain or increase in 
size in the year ahead, with no decreases in headcount 
reported across the board. 

Teams are hiring for four key competencies right 
now – onsite producers, virtual specialists, analytical 
marketers, and community builders.

Onsite 
producers

Community
builders

Virtual
specialists

Analytical 
marketers

Trend 3
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3 / FULL TEAM AHEAD

On-site

Looking ahead to 2023, it’s clear the need for physical 
production experts not only remains, but will grow. 
Live event producers, on-site brand ambassadors, and 
experiential designers are key personnel to meet the high 
demand for in-person events.

Creatives and producers who are able to tap their 
resources to build narratives and tell stories are essential 
to successful live events.

“We are getting back to a rhythm for in-person. 
Being on-site feels different for all team members. 
The passion still lies with in-person. This is where 
we see the team becoming more energized.”

SARA GORLICK
VICE PRESIDENT, EVENTS,  RAKUTEN

Chiefchella 2022 15



“When it comes to tech, we have to ask: How do we 
continue community building? How do we foster 
connection and not just network? Let’s build authentic 
relationships, not just transactional ones.”

Online

Virtual experiences aren’t going anywhere in 2023, 
necessitating that teams are stacked with professionals 
with a specialized virtual production skillset. 

Organizations now have a broader network of project-
based tech specialists, allowing teams to function in a 
much bigger space. These experts don’t just craft Zoom 
breakouts sessions, but are creating touchpoints that 
foster genuine attendee engagement. 

The right digital partner should inspire attendees, 
motivating them to look at brands or experiences 
differently. Creatives and producers who are able to tap 
their resources to build narratives and tell stories are 
essential to successful live events.

3 / FULL TEAM AHEAD

1616TED 2022

MONIQUE RUFF-BELL
HEAD OF CONFERENCES, 
TED
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“The industry needs marketers who can really think 
about what the value proposition is for selling an 
expensive ticket to an event. Naturally, we’ve retained 
the personnel who are really strong in digital production. 
But we took what we’ve learned last year and began to 
pivot a lot of that work into producing digital platforms 
at events, then applying them to either a hybrid 
atmosphere or a live experience and campaign.”

3 / FULL TEAM AHEAD

On the whole

With many individuals, teams, and agencies specializing 
in their own in-person or virtual space, a third category 
of integrated thinkers and experiential marketers has 
emerged. They’re being tasked with cutting through 
the noise and providing deep focus on analyzing 
demographic needs and wants. 

In 2023, specialists who can help teams translate their 
visions into realities – both in-person and virtually – are 
key players.

KATHERINE TOOLEY
VICE PRESIDENT, GLOBAL EVENTS AND 
EXPERIENTIAL MARKETING, HUBSPOT

17

Hubspot Inbound 2022



3 / FULL TEAM AHEAD

All together now

With teams growing and adjusting to the constantly 
evolving balance of in-office and remote culture, it 
is increasingly important to find opportunities for 
connection and collaboration. Cue more internal events 
and offsites, both large and small.

“People were so happy to meet each other at 
our first in-person team offsite, Chiefchella. Our 
company has scaled a lot over the past two years, 
and this was the first time the whole company 
came together since prior to the pandemic. The 
goal was connection through team building, and 
fun, creative experiences (with some work and 
future-planning sprinkled in).

We wanted everyone to leave Chiefchella feeling 
closer to their team members, who they mostly 
interact with on Zoom. Remote work is great 
for many reasons but we wanted to recreate 
the watercooler moments of being in an office 
– those times when you get to know colleagues 
more holistically. One of the highlights of the week 
was the talent show – we truly had no idea what 
to expect that day, and it gave a 360 degree view 
of who each person at our company was.”

CARA STAHL
SENIOR DIRECTOR, EVENTS & 
PROGRAMMING, CHIEF

Chiefchella 2022 1818



Distributed 
teams.
Centralized 
searching.

4 / DISTRIBUTED TEAMS. CENTRALIZED SEARCHING.
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More events and more team members means there’s 
more knowledge than ever to share around venues, 
vendors, best practices, and so on. 

But many teams find themselves working differently 
than in years past. With remote and hybrid work, team 
knowledge is no longer just a cubicle away. It’s now 
spread across cities, time zones, Slack channels, and 
emails.

Vying for venues and vendors

Speed of access to team knowledge about venues and 
vendors is going to be vital to success in 2023 because, 
when it comes to booking, the scales have tipped out of 
favor of the planner. Due to fallout from the pandemic, 
the labor shortage, supply chain issues, and inflation, 
venues have closed and vendors have increased their 
prices. 

Time spent rediscovering key learnings, tracking down 
new contacts, or unknowingly drafting contracts when 
one already exists takes away critical hours when 
planning an event and could mean losing out on that 
perfect location, partner, date, or deal.

Trend 4
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4 / DISTRIBUTED TEAMS. CENTRALIZED SEARCHING.

Venues

Going forward in 2023 – and 2024 at this pace – venues 
are booking up quickly. 

The bright side:
• There’s increased enthusiasm for in-person events.
• The selection of a new or exciting venue can be 

leveraged as a major draw to get butts in seats.

The challenge:
• Dates are scooped up quickly.
• There’s little room for negotiation due to high demand.
• Many non-hotel or highly-recognized venues are spread 

thin, making these locations harder to scout, or even 
contact.

Vendors

In 2023, vendors find themselves in a power position.
 
The bright side:
• While in-person demand is high, attendance is still not 

at pre-pandemic levels, so headcount numbers can 
mean lower vendor cost.

• Specialized vendors have emerged, especially in the 
audio/visual and digital realms, where they were 
previously less available or more expensive.

The challenge:
• Due to the labor shortage, staffing is difficult and 

expensive. 
• Inflation has driven up the cost of nearly everything, 

from food and beverage to shipping, creating pain for 
the bottom line.

• Planner timelines are getting thrown out the window, as 
event pros see themselves in a more reactive position.
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4 / DISTRIBUTED TEAMS. CENTRALIZED SEARCHING.

CHARLIE EDER

Our team finds itself spending more time than 
before sourcing venues than we normally would, just 

because of the changes we’ve seen over the past 
two years. Like most teams, we are now working to 
put structure and organization practices in place to 

ensure consistency in our processes.

SENIOR DIRECTOR, GLOBAL EVENTS AND EXPERIENTIAL MARKETING, 
UNITY TECHNOLOGIES

“
“

PRO PERSPECTIVE

Unity @ Gamescom 2022



More demand 
+ more cost =  
more budget $
5 / MORE DEMAND + MORE COST = MORE BUDGET
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Events budgets are on the up and up for 2023. 

On the exciting side of things, budgets are trending 
upwards thanks to the increased appetite for in-person 
and large scale events. On the less exciting side of 
things, the rising costs of goods and services means 
event teams now need more dollars to execute events at 
the same level their audiences are used to.

Trend 5



Surge of Cost

While increased appetite for in-person events came as 
no surprise to the industry, the escalating price tag of 
goods and services has left many with sticker shock. Due 
to inflation, the cost of nearly everything has jumped. 
Fabrication, food and beverage, travel, salaries, audio/
visual, and union labor are just a sample of goods and 
services that have risen in just the last year. 

Surge of In-Person

The amplified desire to meet again in-person and on-site 
has dramatically increased the number on budgetary 
bottom lines. Planners are asking how to get more 
investment for additional experiential activations and 
emotive experiences. 

Sustainable and reusable event elements are becoming 
the norm, with production items being treated as 
investments. Spending the money and taking the time 
to build something durable – particularly for large scale 
productions – ends in long-term use and less cost.

5 / MORE DEMAND + MORE COST = MORE BUDGET

2323

“In the past, in-house planners saw a lot more leverage 
to RFP different vendors and venues. Planners can no 
longer be handed a number and be told ‘this is the 
budget, make it work’ because the scales have tipped. 
Now, venues are letting planners know their availability 
and how much it costs, with little room for negotiation. 
There’s such a high demand for all of it, so planners 
have to bring these conversations to stakeholders to 
explain the rising costs.”

J ITTER GARCIA
VICE PRESIDENT, EVENT MARKETING & BRAND 
EXPERIENCES,  TELEVISAUNIVISION

“We are pushing clients to not build one-offs. Yes, 
you might be spending a little more money upfront, 
but in the grand scheme of things, your items will be 
refurbished or touched up to be used multiple times.” 

CARTER PARRISH
SENIOR PRODUCER, ROBOTPROOF



What good can come from these surges?

The increase of enthusiasm of meeting again in person 
coupled with the shortage of goods and services 
is causing a squeeze. But this also means honest 
conversations are occurring across the board as 
stakeholders get a better understanding of what goes 
into event production.
 
With the rise of inflation, event professionals have 
seen an uptick in client and stakeholder transparency 
and communication. They’re having straightforward 
conversations with the C-suite and event stakeholders to 
help create their lists of non-negotiables, and teams are 
gaining more clarity on which event elements executives 
are not willing to budge on, either in scale or price. 

At the end of the day, that means clearer direction, 
expectations, and goals for event teams, and their 
stakeholders, to measure themselves against. 

5 / MORE DEMAND + MORE COST = MORE BUDGET

2424Univision 2022



Put your money 
where your 
event is

6 / PUT YOUR MONEY WHERE YOUR EVENT IS
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The world has its eyes on corporate citizenship like 
never before. Consumers have used their dollars to 
demand more than just Instagram posts and catchy 
taglines that lacked action, and that has translated to 
events too. 

Events are one of the most important and public ways a 
company can convey their values to their customers and 
partners, from their venue and vendor selection to their 
content to their guest list. 

Heading into 2023, the event community will continue 
to be a leader in driving change and will pay particular 
attention to supporting initiatives that elevate DEI and 
sustainability as part of their work. 

Trend 6



“Google has a rigorous DEI standard. We are 
always looking for people that are pioneering 
inclusion and belonging. Google is launching a 
program of education enablement around neuro-
inclusion, where event professionals will learn 
how to invite neurodivergent communities into our 
spaces in safe and welcoming ways. People are 
more hungry for resources to do it well.”

“OTE is super community-focused, making 
sure that we have diverse representation 
and community group involvement in every 
experience, external and internal. Tying a cause 
into an experience is our organization’s social 
responsibility. People are watching…and caring.” 

DEI

Each event has its own purposes and goals, but weaving 
in a social cause or an awareness building effort isn’t just 
nice to have – it’s now the welcomed norm.

Event teams are also seeking out and spending their 
budget with venues and vendors that are female- or 
minority-owned, or who can lend expertise in making 
sure attendees of all backgrounds feel welcomed and 
comfortable.

MEGAN HENSHALL

ANNA KAREFA-JOHNSON

GLOBAL EVENTS STRATEGIC SOLUTIONS LEAD, 
GOOGLE

VICE PRESIDENT, BRAND EXPERIENCE AND 
COMMUNITY ENGAGEMENT, OVERTIME

6 / PUT YOUR MONEY WHERE YOUR EVENT IS

26



6 / PUT YOUR MONEY WHERE YOUR EVENT IS

Pizza to the Polls 2022 27

ERICA TAYLOR HASKINS

We like to put our money where our our 
mouth is. There’s a priority to make sure 
that the partners we align with share our 

values and goals.

CO-FOUNDER & CHIEF GROWTH OFFICER, 
EVENT DESIGN AND PRODUCTION,

TINSEL EXPERIENTIAL DESIGN

“
PRO PERSPECTIVE

“
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6 / PUT YOUR MONEY WHERE YOUR EVENT IS

Sustainability

Earth-friendly venue and vendor options are not simply 
an inclination in 2023, but a priority. While the look 
and feel of a venue might be right, it might find its way 
down lower on the short list if sustainability isn’t given 
precedence.

GIANNA GAUDINI

Sustainability is a big value. 
Booking a venue that has all the 

LEED certifications and processes 
is really important to me and our 

organization.

HEAD OF EVENTS,  AIRTABLE

“
“

28Lord of the Rings 2022



The bright side of 
bite-sized

7 / THE BRIGHT SIDE OF BITE-SIZED
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Last year’s trend of smaller, geo-specific events is not 
only here to stay, it’s becoming more popular with event 
pros. 

Breaking up large experiences into smaller, bite-sized 
gatherings moves planning into a different direction, 
whether in-person or virtual. This more targeted version 
of connection and content can come with many perks, 
from greater intimacy to lower costs. 

Attendance Assurance 

Smaller events can help with uncertainty around event 
attendance by allowing event teams to drill down and 
hyper-target a key demographic. Instead of trying to 
have something for everyone, event teams can focus 
on creating bigger impact with the intimate audience 
they’re bringing together. 

Trend 7
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7 / THE BRIGHT SIDE OF BITE-SIZED

RAFAT ALI

There’s an uncertainty around physical event 
attendance, particularly for high-priced ticketed 

editorial conferences like we do. It’s still unclear if they 
will come back to the pre-pandemic levels. Smaller 

isn’t necessarily worse, we simply have to change our 
model to focus on curated, quality attendees and 

make up revenues on the sponsorship side.

CEO & FOUNDER, SKIFT MEETINGS

“
“

PRO PERSPECTIVE

Walmart Associates Week 2022
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“Virtual is an important part of our portfolio of 
events. They can be easier to execute with high 
profit margins. We use them as a testbed for more 
niche topics that wouldn’t typically allow for a 
physical conference. Then maybe some of those 
virtual events will drive the need for an in-person 
event.”

“We see clients trying to break up very large 
experiences into a tour of bite-sized events for 
smaller headcounts. With that, we’ve begun the 
exercise and exploration for building production 
items that can be used for multiple events, forcing 
us to look at what that means for the cost of travel 
of these items. What can we do to minimize waste 
and what can be reused?” 

7 / THE BRIGHT SIDE OF BITE-SIZED

Environmental Impact 

It goes without saying that a smaller crowd can lessen 
the effect on the environment. Minimizing waste and 
examining production elements that can be reused or 
upcycled can raise awareness. 

Field Testing

Smaller events, particularly the virtual variety, can help 
lead to interest – and possible answers – when a larger-
scale event is in the works. 

RAFAT ALIERICA TAYLOR HASKINS
CEO & FOUNDER, SKIFT MEETINGSCO-FOUNDER & CHIEF GROWTH OFFICER, 

EVENT DESIGN AND PRODUCTION, 
T INSEL EXPERIENTIAL DESIGN

31



Keep up the 
community

8 / KEEP UP THE COMMUNITY
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Creating community around events is no fad. Building 
event footprints to facilitate social moments is as 
relevant as ever since it fosters deep connection among 
attendees. 

Altering the footprint in large meeting places, like 
convention centers or stadiums, to become social 
spots where ideas can be traded, and memories can 
be created, leaves attendees feeling a greater sense of 
connection – to one another and to the brand.

Trend 8

“At events, we are giving people areas where they 
can relax, socialize, engage with partners and 
sponsors, or eat and drink. We are looking to break 
up the footprint so they are moving more than they 
are used to moving. There’s even conversation 
around design where stadiums are becoming 
much more social centric versus static viewing. The 
industry is finding ways to produce hospitality.”

JONATHAN BARKER
SENIOR VICE PRESIDENT, GLOBAL EVENT 
PRODUCTION AND OPERATIONS, NFL



8 / KEEP UP THE COMMUNITY

Rekindling the Connection

It’s not new or original to recognize that bringing 
attendees together at an event can foster a sense of 
community. 

However, due to the lapse in one-on-one interactions 
during the past few years, the disciplined practice of 
forming connections between attendees means more 
than ever. People are tired of being disconnected, but 
they need support getting back in the swing of things.

33

KATHERINE TOOLEY

This idea of community was already starting 
to be a big concept coming out of 2019, but 

was put in an arrested development because 
of the pandemic. Now it’s coming back in a 
big way, but with all the choices it can be as 
overwhelming as ever. The audience would 

like to see something boiled down a bit 
more to something more conceptual that 

appeals to them and the people they want 
to surround themselves with.

VICE PRESIDENT, GLOBAL EVENTS AND 
EXPERIENTIAL MARKETING, HUBSPOT

“
“

33Hubspot Inbound 2022



8 / KEEP UP THE COMMUNITY

“When we plan events for our members, community and 
human connection are top of mind. We want to make 
sure people are meeting, connecting and networking 
authentically. We’re fortunate to have an incredible 
community of nearly 20,000 members who play a 
significant role in the outcome of our events. 

Our member events always begin with a blank slate. 
We’ve found, what makes our events so successful, is 
the magic mix of our inspiring members in the room, 
compelling content, and an elevated experience from 
beginning to end. Above all else, we strive to create 
connections between our members and our brand.” 

CARA STAHL
SENIOR DIRECTOR, EVENTS & 
PROGRAMMING, CHIEF

Chief Community Events 2022
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9 / MODERN METRICS

35

As industry leaders look toward 2023, new key ROI 
metrics are emerging. Event pros are measuring success 
off of attendee experience and brand awareness, and 
these metrics are proving just as important as traditional 
ones like ticket sales. 

Going forward, teasing the attendee experience 
away from cut and dried quantitative metrics and 
incorporating qualitative ones can help to justify the 
event’s cost to executives and stakeholders.

Trend 9



“The way our attendees feel at our events is how 
they feel they will be treated as a customer.”

“The way we spoke to ROI pre-pandemic is no longer 
resonating. We have to think bigger and differently. Why 
is it important to continue to invest in solutions to help us 
do what we do well? It’s not just about hard dollar costs. 
It’s about operation efficiency, value to human beings, 
cultural continuity, and persuasion.”

9 / MODERN METRICS

GIANNA GAUDINI

MEGAN HENSHALL

HEAD OF EVENTS, 
AIRTABLE

GLOBAL EVENTS STRATEGIC SOLUTIONS LEAD, 
GOOGLE

THE Party 2022 by Impactual 36
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ROI + Attendee Experience

The increase of live in-person events in 2023 means 
that event planners are back to gathering in-person event 
metrics. These metrics are gathered in several different 
ways:

Surveys. Customer and client satisfaction before and 
after an event can be measured by use of a survey with 
single or multiple questions.

RSVPs and Registrations. The ability to calculate how 
many attendees RSVP’d, then actually showed up will be 
used as a gauge. 

Engagement. Measuring levels of encounters in the 
actionable experiences during an event gives way to 
behavioral patterns and experience approval. 

“As collaborators, we are focused on client satisfaction, 
retrospective conversations with clients after events, 
as well as qualitative and quantitative data of their 
satisfaction. How excited are people to come? How 
much engagement did we get?”

ERICA TAYLOR HASKINS
CO-FOUNDER & CHIEF GROWTH OFFICER, 
EVENT DESIGN AND PRODUCTION, 
T INSEL EXPERIENTIAL DESIGN

The Saucery by Rao’s Homemade 2022 37
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ROI + Brand Awareness

In order to gauge brand awareness and customer service 
in 2023, planners will use various measurements. 

Drawing in new customers or attendees is now based on 
a concept B2C experts have practiced all along, and B2B 
is following suit – get to know how many people knew 
about your brand before they signed on to an event. Net 
Promoter Score (NPS) surveys, media placement, and 
social listening are all viewed as viable tools for gauging 
brand awareness in 2023.  

“I’m obsessed with an event’s NPS score. After big 
events like the Draft or the Superbowl, we typically 
survey attendees with one very personal question: 
on a scale from 1-10, would you recommend 
this event to a friend or family member? Design 
questions that put your reputation on the line.”

JONATHAN BARKER
SENIOR VICE PRESIDENT, GLOBAL EVENT 
PRODUCTION AND OPERATIONS, NFL

NFL Season Kickoff Event
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ROI + Traditional Metrics

In 2023, planners will still look toward metric mainstays to 
determine ROI. That includes any type of KPI in the form 
of:

• Ticket sales
• Subscription and renewals
• Repeat visitors to site
• Dwell time on site

“Ticket sales are still my favorite stat. We like 
to see who is coming to our event website and 
then converting down into a ticket purchaser. 
We want to be certain we are bringing the right 
people to the website and are giving them all the 
information they need to convince their boss to 
spend money on our event.”

KATHERINE TOOLEY
VICE PRESIDENT, GLOBAL EVENTS AND 
EXPERIENTIAL MARKETING, HUBSPOT

Hubspot Grow 2022 39
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Event teams are going to be tasked with creating 
experiences in 2023 that extend both in and beyond the 
moment. They will rarely have the luxury of wrapping 
and closing the books on a singular event. Now it’s about 
curating quality content, capturing it, and continuing to 
share it across every marketing channel. 

Content Centered Around the Experience 

For 2023, there’s an importance on putting oneself in 
the shoes of the attendee and asking “Why would I want 
to leave my home?” Compelling, one-of-a-kind content 
makes the difference between ticket sales and simply 
logging onto YouTube.

Trend 10
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10 / ONE, BUT NOT DONE

SARA GORLICK

Content is king again. Give the audience valuable 
presentations that are very worthy. Give them 

content that compels them to come and watch it 
live. Offer up unique presentations on the stage 

specific to the event. It’s my hope that it continues to 
be a north star when planning live experiences for 

event planners.

VICE PRESIDENT, EVENTS,  RAKUTEN

“
“

PRO PERSPECTIVE

.jpeg x meet the edge 2022



10 / ONE, BUT NOT DONE

Longevity of the Moment
 
The show may be done, but the content isn’t. It will take 
event pros plenty of advanced planning to make sure 
they get bang-for-the-buck when it comes to repurposing 
great content and extending its lifespan. 

Not only can this serve attendees who have become 
accustomed to accessing content on-demand, but it 
will continue to signal to stakeholders and the broader 
organization just how valuable events continue to be.

I am always thinking with every dollar I spend 
and with everything I plan: How can this be 
repurposed? From photographs to customer 
interviews from the live event, I always look 
at how I can strategize for it to be utilized in 

various ways. Perhaps this content can be used 
for a post-event video on demand, across 
social media, or for editorial. It’s really just 
about thinking through every dollar that I’m 

investing and how to scale it.

“
“
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GIANNA GAUDINI
HEAD OF EVENTS,  AIRTABLE

42Essence Eats Food and Wine Festival 2022



BACK TO THE FUTURE: EVENTS IN 2023

43

Conclusion If uncertainty was one of last year’s 
themes, then resolve is one for 2023. 

The excitement and reality of getting back to in-person, coupled 
with the new-found dexterity of handling the virtual world, 
makes the job of the event planner an integral one. 

Each event team will encounter different challenges and 
celebrate different wins. They’ll test different formats, locations, 
activations – the list goes on. But through it all they’ll be able to 
lean on the community of event professionals that has been 
forged over the past two and a half years. 

The job isn’t easy. It never was. But event planners will, as 
always, be there to deliver. 

43Univision 2022
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The Vendry Pro
The Vendry Pro is the modern way for companies to source venues and 
vendors for their events.

With The Vendry Pro, teams save 
time when they...

Email hello@thevendry.com to learn more about how The Vendry Pro 
can help your teams streamline the scatter and take back time.

Say goodbye to spreadsheets and hello to a 
custom company venue & vendor database

Leave it to our platform to provide the nitty gritty 
details, from capacity info to verfied contacts

Collect proposals in one spot from any venue or 
vendor in the world with just a few clicks

NEW


