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Executive Summary
Meetings and events continue to play a critical role in the success of organizations worldwide,
with a direct hand in building brand awareness, increasing revenues and business won, and
cultivating leads. That events remain crucial to organizations achieving their business goals is
unchanged. Based on the results of Cvent’s recent Global Event Industry Benchmarks Survey,
event professionals should look to maximize resources and increase productivity with the
right technology solution to position themselves for growth in 2017-2018.
In the survey conducted in the autumn of 2016, 869 planning, marketing, and executive
professionals from around the world painted a picture of a meetings and events industry
that continues to innovate despite mostly static budgets. It is then no surprise that a solid
proportion of respondents cited budgeting as the most challenging aspect of their event
planning and execution processes and proving return on investment (ROI) as a close second.
How do the practices and processes used by planners, marketers, and executives around
the globe compare with those used at your organization? What technological tools are event
professionals integrating with established technology to increase their efficiencies? What new
technologies might enhance content and better engage attendees at future events?
The survey results cover these questions and much more.

RESPONDENTS CITED
BUDGETING AS THE MOST
CHALLENGING ASPECT OF
THEIR EVENT PLANNING AND
EXECUTION PROCESSES
AND PROVING ROI AS A
CLOSE SECOND.
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The following captures an overview of key findings under
the areas of event budgeting, planning, marketing, on-site
engagement, reporting/ROI, and event technology:

BUDGETING
• Fifty-eight percent of the sample say their 2017 meetings 		
and events budget will stay the same over the prior year, 		
while 26 percent indicate their spending plan will increase.

PLANNING
• Nearly 40 percent of respondents ranked creating event 		
content and agenda as the task on which they spend the 		
most time.
• In ranking the most challenging part of event planning
and execution, marketers ranked event marketing and
promotion first, while planners cited budgeting. Both
ranked proving ROI as the second most challenging task.

MARKETING
• At 38 percent, e-mail marketing is viewed as the most 		
effective marketing channel for promoting events. Social 		
media marketing is ranked second at 16 percent.

ON-SITE ENGAGEMENT
• Event technology is playing a strong role in keeping
attendees engaged on-site, with 37 percent of the sample
using attendee messaging and networking to keep
people interested.

Global Event Industry Benchmarks Study
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47 PERCENT PRIMARILY 		
USE EVENT TECHNOLOGY 		
TO BECOME MORE EFFICIENT.

REPORTING/ROI
• Attendance numbers and attendee satisfaction are the top two metrics ranked in measuring ROI,
at 16 and 14 percent, respectively.
• A full 81 percent of planners, marketers, and executives believe their meetings and events are 		
effective in driving revenue, increasing leads, building awareness, and worth the cost.

EVENT TECHNOLOGY
• Forty-seven percent of the sample primarily uses event technology to become more efficient. 		
Improving and streamlining the attendee’s experience also emerged with 15 percent of 			
respondents naming it as their primary use for technology.
• Customer Relationship Management (CRM) and online booking tools are the leading technologies
integrated with existing event technology.
Planners and marketers are becoming more strategic in their approach to live events. They are
starting to utilize technology (both in the office and on-site) to save time and cut costs, go mobile,
and employ best practices learned from industry peers. Despite ebbs and flows, the global meeting
industry has never been more robust and the need for face-to-face meetings never so vital.
Cvent thanks all of the respondents for their participation and invaluable contributions to this study.
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Survey Method
Eight hundred sixty-nine respondents filled out the Cvent Global Event Industry
Benchmarks Survey which was conducted September 14 – October 31, 2016. These
respondents included executives, marketers, and event planners at a variety of
organizations on five continents.

RESPONDENT PROFILE
Job Function: The sample population of respondents identified themselves as planners
(46 percent); executives (38 percent); and marketers (16 percent).
Regions Represented: Respondents indicated they were from the following regions:
Europe (29 percent); Australia (25 percent); North America (23 percent); Africa/Middle East
(12 percent); and Asia (10 percent).
Organization Type: The respondents covered a wide gamut of entities which comprised
of corporations, non-profit organizations, associations, educational institutions, third party
planners, government, and other.
Number of Annual Meetings and Events Held: Nearly three quarters of the sample
(73 percent) responded that they have 50 events or less on an annual basis, with 22
percent hosting one to five meetings or events a year. At the other end of the spectrum,
17 percent of respondents have more than 100 events each year.

4%
1-5

13%

Number of Meetings
& Events Annually

22%

6-10
11-25
26-50
51-100
19%

13%

101-500
500+

19%
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Types of Meetings and Events: When asked what types of events they hold, respondents indicated that over
half of them host conferences and trade shows, internal meetings and events, and trainings and workshops.

Event Type
62%

59%

Conference / Trade Show

55%

Internal Meetings & Events

46%

Training / Workshop

33%

Seminar / Webinar

32%

Fundraiser / Gala

17%

16%

Sales Events / Road Shows
Incentive / Retreat
Other

Number of Attendees: In looking at the number of attendees at annual events, 44 percent of respondents
have less than 1,000 attendees each year and 21 percent indicated that they host 100 to just under 500
people at their meetings and events. Conversely, 28 percent of respondents host 5,000 or more attendees.

Number of Attendees Hosted Across All Meetings & Events
7%

11%

1-99

13%

100-499
500-999

21%

8%

1,000-2,499
2,500-5,000
5,001-9,999

13%

10,000-49,999
12%

50,000+

15%
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Survey Results
In this section, you’ll see how survey respondents
handle the budgeting, planning, and marketing of
their meetings and events. Once attendees are
on-site, what tools do event professionals use to
engage with them and collect feedback during
and after the event? Post-event, how do planners,
marketers, and executives determine return on
investment? And, for those respondents who use
event technology, what are their primary reasons
for doing so and what new solutions might enhance
programming and processes at future meetings?

Global Event Industry Benchmarks Study
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Budgeting
All events, no matter the size, must start with a budget to guide the process of planning and
keep unanticipated costs from spiraling out of control. While spending plans face limited yearto-year growth, event professionals must continually innovate to create a unique attendee
experience, prove ROI, and help the organization reach its goals. A tall order, but one in which
event technology can provide help.

EVENT BUDGETS ARE LARGELY MODEST, EXCEPT ON MAINLAND EUROPE
In looking at an organization’s annual meetings and events budget by region, many of the
regions’ respondents appear to have modest annual spending plans. The highest proportions
of respondents reported having a budget of less than $10,000 USD, with 33 percent saying
so in Africa and the Middle East and 19 percent in North America. In the United Kingdom, a
quarter of respondents reported events budgets of less than £10,000. And, in Australia, nearly
29 percent of respondents indicated yearly events budgets of more than $10,000 (AUD) but
less than $50,000 (AUD).
The two exceptions to the austere budgets were mainland Europe, where 33 percent of
respondents from that region reported annual events budgets of €300,000 to just under €1
million, and Asia, where 30 percent of respondents said the average events spending plan is
$50,000 to just under $150,000 (USD).
On the spectrum’s high end, respondents from only three regions claimed event budgets at
top levels. In Africa and the Middle East, just 5 percent of respondents had event budgets of
$5 million to just under $10 million (USD); in North America, that number stood at 9 percent. In
Australia, 1 percent of respondents claimed an event budget of more than $5 million (AUD).
Global Event Industry Benchmarks Study
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FOR A QUARTER OF RESPONDENTS BUDGETS RISE
Let’s face it – despite 58 percent of respondents saying their events budgets will stay at 2016 levels,
stakeholders and attendees have the expectation that meetings and events will continue to be innovated
and become more sophisticated. Organizations must then also find ways to improve efficiencies and prove
ROI, even given the same budget. However, for a lucky 26 percent of the sample, 2017 budgets will rise.

Meetings and Event Budgets for 2017
Budget will increase

26%

58%

16%

Budget will stay the same
Budget will decrease

A SUBSTANTIAL SLICE OF THE MARKETING BUDGET PIE
Meetings and events are clearly a critical component of an effective marketing strategy, with 36 percent
of respondents spending at least 20 percent of their marketing budget on meetings and events.

Marketing Budget Spent on Meetings & Events
23%

36%
21%

Less than 4%

40% - 49%

5% - 9%

50% - 59%

10% - 19%

70% - 79%

20% - 29%

80%+

30% - 39%

20%

THE SUBSTANTIAL SHARE OF A MARKETING
BUDGET ALLOCATED TO EVENTS AND
MEETINGS SHOWS THAT THE SUCCESS OF AN
EVENTS STRATEGY CONTRIBUTES GREATLY
TO AN ORGANIZATION’S OVERALL SUCCESS.

Global Event Industry Benchmarks Study
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Planning
As the vision for a meeting or event begins to take
shape, multiple aspects of the planning process can
present challenges for event professionals. While
establishing and adhering to a budget remains a
universal challenge for events practitioners across
organizations, other challenges appear tied to
resources. Here is what respondents said is most
challenging about the planning process, what is the
most time-consuming, and what will be their overall
priority for their 2017 events programs.

BUDGETING AND PROVING ROI AMONG MOST
CHALLENGING ASPECTS OF EVENTS
Overall, nearly one-fifth of respondents said budgeting
was the most challenging aspect of the event planning
process, while 15 percent said proving ROI was the
toughest task.

Global Event Industry Benchmarks Study
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Most Challenging Part of Event Planning & Execution
18%
15%

14%

8%

7%

6%

5%

5%

5%

4%

4%
2%

2%

2%

1%

1%

Budgeting

Reporting & Data Analytics

Proving ROI

Event Website & Registration

Event Marketing & Promotion

Speaker Managementt

Venue Sourcing

Hotel & Travel Management

Attendee Engagement & Networking

Event Mobile App

Event Agenda & Content

Attendee Tracking

Exhibitor / Sponsorship Management

Onsite Registration & Check-In

Full Event Program Visibility

Food & Beverage

However, these answers varied when broken down by organization type:

Top Two Planning and Execution Challenges by Org Type
Corporation

Association

Educational
Institution

Government

Non-profit

Third Party
Planner

Proving ROI

Event Marketing
& Promotion

Event Marketing
& Promotion

Budgeting

Budgeting

Budgeting

Venue
Sourcing

Event Agenda
& Content

Budgeting

Event Marketing
& Promotion

Event Marketing
& Promotion

Proving ROI

We also saw the biggest challenges vary depending on job type with 21 percent of marketers ranking
event marketing and promotion first, while 20 percent of planners cited budgeting. Both ranked proving
ROI as the second most challenging task.

Global Event Industry Benchmarks Study
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CREATION OF EVENT
CONTENT AND AGENDA
RANKS AS THE #1 MOST
TIME-CONSUMING EVENT
PLANNING TASK.

THE MOST TIME IS SPENT DEVELOPING THE SUBSTANCE
Nearly 40 percent of respondents ranked the creation of event content and agenda as their most timeconsuming task in event planning. And no wonder – this one task involves a myriad responsibilities, ranging
from determining content tracks and topics to collecting, reviewing, and deciding upon speaker submissions
to publishing content into an event agenda. Another 15 percent indicated event marketing took the most
time, while 10 percent attributed their longest hours to the time spend budgeting.

Most Time Spent in Event Planning
10%
14%
18%
10%
39%

Creating Event
Content & Agenda

19%

13%

15%

10%

Event
Marketing

Budgeting

Ranked #1
Ranked #2
Ranked #3
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CULTIVATING BRAND AWARENESS AND LOYALTY RANKS AT TOP OF TO-DO LIST
Respondents ranked building brand awareness as their top priority for their 2017 events
program, with 20 percent of respondents wanting to capitalize in this area. However, the
second slot varied by job type:
• Twenty-five percent of planners indicated that building brand awareness would be their
top overall priority. Another 19 percent responded that increasing attendance numbers
would be at the top of their to-do list.
• Nineteen percent of marketers agreed that building brand awareness was their top
priority for their events programs. Yet, a close 16 percent chose increasing revenue
generated as their most important priority in 2017.

Main Priority for Events Program
25%
Build Brand Awareness

20%

19%

19%
15%

14% 14%
10%

Increase Business Won

13% 13% 13%
9%

7% 7%

Increase Revenue Generated

16%

15%

Increase Attendance Numbers

8%
6%

5%

5%

7%

Increase Leads Generated
Increase Attendee Satisfaction
Accelerate Sales

Total

Planners

Marketers

2016Global
GlobalEvent
EventIndustry
IndustryBenchmarks
BenchmarksStudy
Study

14

Marketing
Now that the planning is underway, how are event professionals promoting their meeting agenda,
content, keynote speakers, and activities? How do their strategies differ when considering how to
best reach their organizational goals? By and large, event professionals are finding the best results
with well-established channels.

E-MAIL MARKETING IS STILL KING FOR PROMOTING EVENTS
Thirty-eight percent of respondents indicated that e-mail marketing produced the most benefits
for event promotion, followed by social media marketing and direct mail. These responses were
consistent, when comparing the answers of planners vs. marketers. Responses were also similar
across all regions, except for Africa/Middle East where social media was the top channel followed
by e-mail marketing, direct mail, and advertising (online or print).

Most Effective Marketing Channels for
Promoting Events by Job Type
39%
38%

38%

Email Marketing
Social Media Marketing
Direct Mail

17%

16%
12%

Total

9% 9%

12%

14%
10% 9%

Planners

Advertising (Print or Online)

11%
7% 7%

Company Website

Marketers
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Most Effective Marketing Channels for Promoting Events by Region
49%

40%

39%
40%

33%

31%31%

19%
13%

11%
7% 7%

Europe

13%

11% 10%

8%

7%

4%

UK

13%

17%

15%
8%

31%

Email Marketing

22%
19%
19% 19%

Social Media Marketing

8%

11% 10%

Direct Mail
9%

4%

8%

Advertising (Print or Online)
Company Website

North
America

Australia/
Oceania

Asia

Africa

Middle
East

ESTABLISHED MARKETING CHANNELS MOST EFFECTIVE IN MEETING ORGANIZATION GOALS
At 21 percent, e-mail marketing was ranked as the most effective marketing channel for meeting a global
organization’s goals. A company’s website, at 18 percent, ranked just behind e-mail marketing as the most
effective marketing channel. These findings are not unexpected, given that the effectiveness of these
marketing channels is measurable through data analytics.

Most Effective Marketing Channels for Organization Goals
Email Marketing

11%

Company Website

18%

17%

Social Media Marketing

12%

Advertising (Print or Online)

11%

10%

8%

7%

7%

Events Attended by Org

5%

9%

Content Marketing

5%

Partner Marketing

Search Engine Marketing

7%

8%
3%
3%

2%

11%
11%

8%
6%
5%

4% 4%
3%

18%
12%

10%

Direct Mail

Telemarketing

20%

16%

Events Hosted by Org

21%

Ranked #3
Ranked #2
Ranked #1

3% 1%

Global Event Industry Benchmarks Study

16

On-site
Experience
Congratulations – your attendees have arrived and
the event is unfolding as planned. Now, how to keep
them engaged and active in the program? According
to the survey results, respondents are successfully
keeping attendees interested on-site with the use of
event technology. And, an overwhelming number of
respondents agree on the importance of collecting
event-related data – a task that could more easily be
accomplished using event technology.

ATTENDEE NETWORKING & SOCIAL MEDIA DISPLAYS
KEEPING ATTENDEES CONNECTED ON-SITE
Among those surveyed, marketers and planners are
widely using event technology to keep attendees
engaged during meetings. To that end, 37 percent of
respondents said the top way they keep attendees
engaged on-site is through attendee messaging and
networking —a trend that demonstrates the importance
of attendees connecting with each other, with sponsors
and exhibitors, and with event content and speakers.
Twenty-nine percent are using social media displays,
while 21 percent take advantage of activity feeds.
Nineteen percent are leveraging second screen
presentations, which enable attendees to view session
content on a hand-held screen, such as a smartphone,
while a presentation is underway.

Global Event Industry Benchmarks Study
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Top Ways to Engage Attendees Online
37%

Attendee Messaging & Networking
Social Media Display

29%

Activity Feed

21%

Second Screen Presentations

19%

Other

18%

Event Mobile App

18%

Interactive Polls
Mobile Gamiﬁcation

14%
4%

FEEDBACK LOOPS ARE VIRTUAL AND TANGIBLE
Event professionals are using a mixture of high- and low-tech tools to collect attendee feedback during or
after events. Sixty-nine percent are digitally collecting feedback (using technological tools, such as email,
mobile apps, and social media), while 21 percent are still using paper surveys. Given that digital feedback
tools can be more efficient since data does not need to be manually entered, the trend of using technology
to collect feedback will most likely continue to rise.

Methods Used for Collecting Attendee Feedback
21%

Digital (e.g. Email, Online Surveys,
Social Media, Mobile App Surveys)
10%

69%

Paper
Other / Does Not Collect Feedback

72% OF PLANNERS, MARKETERS,
AND EXECUTIVES SAY IT IS
IMPORTANT TO COLLECT
EVENT-RELATED DATA.
Global Event Industry Benchmarks Study
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ACROSS THE BOARD, DATA COLLECTION IS CRUCIAL
Nearly two-thirds of respondents say it's important to collect event-related data, such
as sessions attended and exhibitor booths visited. This belief is consistent across the
marketing, planner, and executive roles.

40%

32%

16%

11%

Very Important

Important

Somewhat Important

Not Important

DATA PAVES WAY FOR CREATING BETTER EVENT EXPERIENCE
Fifty-two percent of respondents indicated they gather data to improve the planning, execution,
and/or attendee experience of future events. What may be interesting is whether the fourth survey
answer – to improve the budgeting of future events – gains traction in future years, given that
budgeting was ranked the most challenging task in the event planning process

Use of Data Gathered During Events
To Improve the Attendee
Experience at Future Events

18%

To Improve the Planning at Future Events

18%
16%

To Improve the Execution at Future Events
11%

To Improve the Budgeting at Future Events
To Prove ROI

10%

To Improve the Onsite Execution &
Attendee Experience During Current Event

10%

To Tailor Post-Event Marketing
and Communications
To Provide Sales Insights

9%
8%

Global Event Industry Benchmarks Study
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Reporting/ROI
When it comes to assessing whether an event was
successful, a majority of event professionals look to
attendees as a gauge. And, while the effectiveness of
an event can be measured by both concrete metrics
and a stakeholder’s mood, planners, marketers, and
executives overwhelmingly indicate that their events
and meetings are effective.

DATA PAVES WAY FOR CREATING 			
BETTER EVENT EXPERIENCE
Respondents use attendance numbers, at 16 percent,
and attendee satisfaction, at 14 percent, as their
leading metrics to measure ROI.

BROKEN DOWN ACROSS ROLES,
21% OF MARKETERS CITED
ATTENDANCE NUMBERS AS
THEIR TOP MEASUREMENT TO
ASSESS ROI, COMPARED WITH
17% OF PLANNERS AND 14% OF
EXECUTIVES.
2016 Global
Global Event
Event Industry
Industry Benchmarks
Benchmarks Study
Study
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Measuring ROI: Planners vs. Marketers vs. Executives
21%
17%

16%

Attendance Numbers

15%

14%

14%

13%
10%

9% 9% 9%
7%

10%

8%

Attendee Satisfaction

13%
11%

9% 9%

9%

Leads Generated
7%

Revenue Generated
Budget vs. Actual

Total

Planners

Marketers

Executives

EVENT PROFESSIONALS OVERWHELMINGLY BELIEVE MEETINGS ARE EFFECTIVE
Eighty-one percent of survey respondents say their meetings and events are effective,
measured by whether they are worth the cost, drive revenue, increase leads, and build
awareness. Broken down by job role, this viewpoint is held in various gradations.

Effectiveness of Meetings & Events
Very Eﬀective
39%

32%

47%

44%

Eﬀective
Somewhat Eﬀective
Not Eﬀective

39%

42%
44%

42%

26%
17%
9%
2%

Total

Planners

13%
1%

2%

Marketers

Executives
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52% GATHER DATA DURING
EVENTS TO IMPROVE
PLANNING AND EXECUTION
FOR FUTURE EVENTS.

Event Technology
As technology continues evolving at a dizzying pace, the potential for new tech solutions to streamline and
enhance the event planning lifecycle is broad. Many survey respondents currently use event technology
to increase efficiencies, and now there is an increasing trend to use event technology to improve an
attendee’s experience.

EVENT TECHNOLOGIES EQUAL EFFICIENCIES FOR MANY RESPONDENTS
Almost half of respondents – 47 percent – use event technology to be more efficient, continuing a longterm trend. Of these, 29 percent cite automating manual processes as the reason for their technology use,
while 18 percent said their primary reason for using event technology was to save time. Fifteen percent of
respondents indicated they use event technology to improve and streamline the attendee experience.

Primary Reason for Using Event Technology
5%

5%
Automate Manual Processes

6%

Save Time

29%

8%

Improve and Streamline Attendee Experience
Be Seen as Innovative
Decrease Costs
Prove Value of Meetings and Events

15%

Streamline Planning Process

18%
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SALES AND MARKETING TECHNOLOGY INTEGRATED
WITH EVENT TECHNOLOGIES
Respondents recognize the importance of leveraging
tools to streamline their attendees’ experiences with
already existing event technologies. Forty-four percent
of those surveyed are already integrating customer
relationship management (CRM) tools with their event
technology, while 37 percent use online booking tools
with their current event technologies. Twenty-four percent
of respondents indicated their marketing automation tools
are tied in with event technologies, while 22 percent said
their data analytics tools are similarly integrated.
These findings emphasize that organizations are setting
up their sales, marketing, and event technology stacks
to streamline manual processes and provide a seamless
experience for their attendees and customers.

Technologies Currently Integrated
with Event Technology
Customer Relationship
Management (CRM)

44%
37%

Online Booking Tool
24%

Marketing Automation

22%

Data Analytics Tools
15%

Other
10%

Expense Management
Other Travel Technologies

7%

Virtual Payment Cards

6%

Procurement Solutions

5%

HR Systems

5%
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SKY IS THE LIMIT FOR POTENTIAL TECHNOLOGIES THAT CAN ENHANCE 			
EVENT PLANNING AND EXECUTION
Looking forward, respondents seem open to the possibilities that futuristic technologies can bring to
enhance traditional meeting content. Thirty-four percent indicated they would consider using virtual
reality, a computer-generated simulation of a 3-D image or environment with which a person wearing
special electronic equipment can interact. Thirty-three percent of respondents said they would use
wearables, such as a smart watch, and 22% indicated they would potentially use RFID (radio frequency
Identification) at their future meetings and events.

New Technologies at Future Meetings and Events
12%

8%

Virtual Reality
Wearables

14%

34%

Radio Frequency Identiﬁcation (RFID)
Augmented Reality

15%

Holograms
Drones

16%

33%

Virtual Swag Bags
Beacons

21%

22%

Driverless Cars
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Conclusion
Event technology will continue to play an increasingly important role over the lifecycle of
event planning and execution, with 47 percent of respondents indicating they already use it
to increase efficiencies. While event technology tools were historically most commonly used
to market events and register attendees, they are playing an increasingly significant role in
improving the on-site experience and keeping attendees engaged. The survey results also
show a growing trend in leveraging technologies to track attendee activity, collect feedback,
and prove ROI.
As demonstration of return on investment becomes more critical to justify spending, event
professionals may find that event technology, such as badge scanners or RFID tracking,
can simplify data collection. Of the 89 percent of respondents who cited the importance of
collecting event-related data, 52 percent said they do so to improve planning and execution
for future events – a goal that will never become obsolete.
Ultimately, planners, marketers, and executives must continually seek ways to innovate events
and streamline processes while executing meetings that drive revenue, increase leads, and
build awareness for their organizations. These goals will remain crucial to all organizations, as
they continually evolve to occupy a distinct position in the global marketplace.
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About Cvent
Cvent, Inc. is a leading cloud-based enterprise event
management company, with tens of thousands of
customers and 2,500+ employees worldwide. Cvent
offers software solutions to event planners for online
event registration, venue selection, event management,
mobile apps for events, email marketing, and web
surveys. Cvent provides hoteliers with an integrated
platform, enabling properties to increase group
business demand through targeted advertising and
improve conversion through proprietary demand
management and business intelligence solutions.
Cvent solutions optimize the entire event management
value chain and have enabled clients around the world
to manage hundreds of thousands of meetings and
events. For more information, please visit cvent.com, or
connect with us on Facebook, Twitter or LinkedIn.
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