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InTroDucTIon
In October 2011, MPI commissioned 
Leeds Metropolitan University to analyze 
survey responses from 1,600 meeting pro-
fessionals about future trends and to begin 
a future of meetings study that would 
consider how trends within and outside 
the meeting industry would “change the 
spaces where we meet and the meetings 
that we plan.” The study has combined 
multiple perspectives and research meth-
ods to uncover the answers to the central 
research question MPI raised. 
 Thanks to investment from the MPI 
Foundation, Jumeirah Hotels & Re-
sorts, PSAV Presentation Services and 
Omni Hotels & Resorts, the research 
team mounted an ambitious program 
that sought not only to discover answers 
but also engage the MPI community 
and meeting professionals worldwide in 
future thinking. 

 In the space of just over two years, 
the team conducted future of meetings 
research with experts, practitioners and 
delegates in Barcelona, Brazil, Budapest, 
China, Denmark, Dubai, Finland, France, 
Germany, India, Ireland, Israel, Macau, 
New Zealand, Poland, South Africa, 
South Korea, the UK and the U.S. 
 Since 2011, the research team at the 
International Centre for Research in 
Events, Tourism and Hospitality has:
•	 Analyzed	1,600	questionnaires	 
 from meeting professionals;
•	 Interviewed	more	than	50	experts	 
 within and outside the industry on  
 trends, technology, business strategy  
 and social media;
•	 Coordinated	focus	groups	with	 
 Generation Y in Europe, Asia and  
 the Americas;
•	 Tracked	social	media	activity	at	events	 
 around the world and interviewed top  
 tweeters and communicators about  
 the results;
•	 Conducted	focus	groups	with	meeting	 
 professionals at live events to explore  
 future scenarios;
•	 Set	up	a	future	of	meetings	LinkedIn	 
 group that now boasts a membership  
 of almost 1,000 meeting professionals  
 actively discussing and debating  
 future trends;
•	 Presented	and	engaged	participants	 
 in the research at live events in  
 Canada, Europe, Mexico and the U.S.;
•	 Surveyed	1,600	delegates	from	four	 
 generations across four continents; and
•	 Conducted	a	systematic	review	of	 
 trends and technology developments  
 and their potential impacts and  
 applications in the meeting industry.

The study thus far has resulted in a report, 
several white papers and supplements, a 
series of tools, webinars, articles and blogs 
on the www.mpiweb.org/FOM site, as 
well as lively debate on the MPI Future of 
Meetings LinkedIn group and coverage in 
international industry media outlets. 
 This final report combines some of the 
key findings from the published papers 
with the latest results from the future 
delegate survey, which used scenarios 
among more general questions regarding 
values, meetings and behaviors. These 
final insights are the last piece of the fu-
ture of the meetings industry study, along 
with several more breakout papers. 

 This report marks the end of the 
current research phases and marks 
the start of a rollout of materials to 
support the MPI community as future-
focused, -savvy and -ready.

MeThoDoLogY
The research methods used for this 
study combined questionnaires, focus 
groups, case studies, semi-structured 
interviews, observations and systematic 
reviews that provide a comprehensive 
view of trends, forecasts, potential 
impacts and responses. 
 A diverse range of sampling meth-
ods—from convenience and purpo-
sive sampling to self-selection for 
focus groups to randomized sampling 
through panel surveys—offered global 
perspectives from delegates and differ-
ent generations in two questionnaires 
reaching a total of 1,606 respondents 
on four continents. For the purpose of 
this research the following generational 
categories were used.
•	 Silent	generation,	born	between	
	 1927	and	1945
•	 Baby	boomers,	born	between	
 1946 and 1964
•	 Generation	X,	born	between	
	 1965	and	1983
•	 Generation	Y,	born	between	
	 1984	and	1994

These categories are not used globally, 
but give some indication of generational 
differences. 
 Researchers used a PEEST (political, 
economic, environmental, social, techno-
logical) framework to structure the analy-
sis based on environment scanning, which 
gathers, identifies and interprets informa-
tion about external influences and forces 
to support businesses to plan ahead.1

 These trends shaped future scenarios 
that the researchers subsequently tested 
in the delegate survey and focus groups 
with meeting professionals. This frame-
work also shaped the results of this final 
analysis, where findings are aggregated 
to provide a focus on the most common 
themes and forecasts for new insights 
provided by delegates around the world.
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PoLITIcaL ScenarIoS
The world is not safe.
Experts outside the industry identify “tur-
bulence” and “instability” as key themes 
that will continue for the next decade. 
The turbulence will results from uprisings 
and globalization as well as economic 
challenges. In spite of the “outside in” per-
spective that political forces will shape the 
future, industry professionals focus little 
on this specific area in the future of meet-
ings questionnaires that began the study. 
 Chris Sanderson, co-founder and strat-
egy and insight director for The Future 
Laboratory describes it as “a decade 
of extreme change, which is why we’ve 
called it the Turbulent Teens; it’s a decade 
of turbulence. All the research that we’ve 
done across different areas—whether 
it be looking at geopolitical change, 
economic change, climate change, social 
change, cultural change—everything is 
going to develop in a rapid and revolu-
tionary manner.”  
 Alan Penn, professor of architectural 
and urban computing at University Col-
lege London and director of the VR Cen-
tre for the Built Environment, believes we 
are reaching  “an end of the nation state, 
nation states disappear. We will have a 
different kind of political structure within 
which we’re working.”  
 Many studies identify that concerns for 
delegate safety are elevating and interna-
tional travel is considered a risk.2 Safety 
is noted as a key priority for destinations, 
as is ensuring appropriate safeguards and 
contingency planning. 

To explore whether political instability is 
perceived to be a future trend, research-
ers asked delegates to identify what they 
consider to be the most likely future 
scenario and how that might impact their 
own attendance at meetings. 
	 More	than	55	percent	of	delegates	
believe political instability will be a 
feature of the future, along with grow-
ing	insecurity,	and	51	percent	say	it	will	
likely change their meeting behaviors. Of 
all the scenarios featured in the global 
survey, this one response was the most 
definitive. Delegates cited concerns 
surrounding resources and economies, 
mistrust of governments and politicians 
and political decisions and motivations. 
 Here are some of the responses.
•	 “People	will	not	place	faith	in	politics	
 anymore. With so much suffering 
 and no means to get through the crisis, 
 people will not believe in the 
 government anymore.”
•	 “Unfortunately,	with	the	global	
 economic state we find ourselves in, 
 I fear that we will see even more 
 unrest as time goes on. People are by 
 nature fearful, and with so much bad 
 news on a daily basis, things look set 
 to continue that way for some time.”

While the forecast seems clear, its potential 
impact on delegates varies. Most of the 
open comments balance between the need 
to meet more in order to resolve issues and 
the need to enhance understanding.
•	 “Meetings	are	necessary	to	solve	
 problems of political instability, so I 
 will still be involved in them.” 
•	 “Hopefully,	we,	the	people,	stay	in	
 contact with others around the world. 
 This will create better bonds and 
 understanding, which should help 
 avoid violent messes between 
 countries. However, we may not be 
 headed that way.”  

Some respondents identify less meetings as 
an outcome, though travel impact as well 
as growth in online/virtual meeting forms 
may serve to overcome safety fears. 
•	 “Political	instability	will	be	more	due	
 to tensions between countries, so I will 
 fear travel more and prefer virtual 
 meetings more.”  

Respondents indicate a concern over 
security—“as a prime concern when 
traveling to meetings with the threat of 
terrorism ever growing.”
 And there are general fears about 
traveling, as highlighted by one delegate: 
“One is unlikely to travel to a face-to-face 
meeting in a dangerous or ‘perceived’ dan-
gerous destination.” Of course all of this 
fear points to a need to assure delegates 
as highlighted in this quote: “I would not 
want to travel to meetings if my security 
and safety could not be assured.”
 These answers are supported further by 
the fact that more than 47 percent of del-
egates	see	personal	safety,	and	48	percent	
see national security, as influential factors in 
their choice to attend face-to-face meetings 
in the future. Furthermore, the importance 
of feeling safe and secure is identified as a 
cross-generational value by more than 90 
percent of respondents in the study. In fact, 
an employee’s ability to respond to crisis, 
incidents and problems has been identified 
in another study as a key driver of customer 
satisfaction and links to a sense of trust and 
perception of quality.3

 So, the forecast is turbulent, with 
experts and delegates identifying political 
instability and fear as factors that pose sig-
nificant threats to the future of meetings. 

What does this mean for the meet-
ings we plan and where we meet?
•	 The	political	stability	of	destinations	
 will be a critical success factor as 
 fears escalate over the coming 
 years. Understanding the economic 
 impact of instability should be fully 
 considered by governments and 
 policymakers supporting business  
 events.
•	 The	“safety”	perception	of	attendees	
 will need to be considered carefully 
 by international meeting organizers 
 who wish to grow attendance levels. 
•	 Virtual	connections	to	face-to- 
 face events will enable more fearful 
 delegates to participate in real time  
 and should be monetized for meeting 
 professionals seeking to continue to 
 work in diverse destinations but 
 still achieve reach. Meeting 
 professionals will increasingly need 
 to cater to both live and virtual 
 attendees.

Politics 
Scenario that respondents think  
is most likely to occur
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•	 Assurance	of	delegates	is,	and	will	
 be, a key part of meeting planning 
 from investing in crisis management, 
 risk mitigation policies and enhancing 
 safety information. Invest in training 
 now to avoid the negative impacts of 
 growing fears and have clear crisis 
 communications plans.

PrIvacY conTroL.
Wiki-leaks, cyber attacks, identity theft 
and data breaches have placed an increas-
ing spotlight on security of information. 
Over recent years, privacy, freedom of in-
formation and data protection have seen 
political and legal challenges, while tech-
nology facilitates advances that outpace 
legislation and government. Governments 
and corporations are simultaneously try-
ing to use technologies more effectively 
to monitor their varied publics. What is 
clear: Sharing and exchanging informa-
tion in these more open forms bring both 
benefits and threats to all parties. Leading 
expert Michael Birnhack, professor of 
law at Tel Aviv University, believes that 
privacy will pose a significant threat to 
the meeting industry.
  “If the meetings are supposed to be 
private, or secret, forget about it,” he 
says. “It will be more and more difficult 
to control privacy inside the meeting 
room. The various kinds of technologies 
will enable external parties to know more 
easily that there is a meeting, when and 
where, what its duration was and who 
the participants were, what’s going on in-
side, and all this, with less and less active 
participation of the participants.” 
 So, privacy is a key issue in the future, 
where planners will manage increasing 
amounts of personal data about delegates 
and identity theft will remain a security 
issue for governments making personal 
privacy ”a major national security issue.”4 
The future of meetings survey reveals that 
more	than	50	percent	of	delegates	will	
consider the use and security of personal 
data as a very or extremely influential 
factor for their attendance at meetings. 
They may consider online registration 
systems, data collection on apps, re-
sponse systems and monitoring of session 
attendance a data security risk. 

 At the same time, businesses may call 
on meeting professionals to collate data 
as evidence of what their employees do 
during the meetings. It will pose a conun-
drum. 
 Chris Sanderson thinks the current 
and near future privacy issues are a 
“bump” that will be overcome when 
people come to understand that the 
benefits of sharing outweigh the costs. 
 Delegates do not readily share this 
belief. When faced with future scenarios 
around communications and privacy, 
delegates say that there will be more 
control of privacy—most say that 
regulators will protect data and limit 
sharing; a close second choice is that 
individuals will control the informa-
tion themselves. Chris Sanderson of 
Future Laboratory sees a future of data 
curation and lockers. “Whether through 
legislation or through technology, the 
consumer is put back in the driving seat 
of being in control of their data, and 
understand how they can take control of 
their data.”  
	 It	is	notable	that	Generations	X	and	
Y are less likely to think regulators will 
protect their data. Baby Boomers are the 
most likely to believe regulators will limit 
sharing. Generation Y respondents are 
also most likely to believe that they will 
be more in control of what they share.

Delegates believe that regulation will come 
as a result of public scandals involving data 
use, new laws around data protection, the 
issue of data being taken without consent, 
the protection of intellectual property and 
the belief that technology will enable more 
protection of information.  
•	 “A	lot	of	people	have	had	bad	
 experiences with online business and 
 communication, and it’s making people 
 complain and request better security 
 to protect themselves from hackers 
 and from programs selling or sharing 
 their information.”

Delegate views support the research find-
ings from experts outside the industry 
that “control” of data will be critical. 
•	 “Nowadays,	there	is	no	control	over	
 data. So this control will be taken in 
 the future.”

Responses that center on control and 
illegal data selling suggest a future where 
individuals have the right to sell their info 
in the “personal information economy.” 
 Chris Sanderson of the Future Labo-
ratory explains: “We’ll start to recog-
nize and understand that our personal 
information has worth, and it has a 
tradable value. There will be big shifts in 
consumer thinking over the next decade; 
we are part of what we would describe as 
the trader generation. We are no lon-
ger consumers. We cannot be judged as 
consumers, because we no longer simply 
consume. We buy and we sell and we 
trade. That changes the relative way that 
business thinks about the traditional 20th 
century constructs, business to business, 
B2B and B2C. They become increasingly 
meaningless, in a world in which every-
one, to some extent, who has an online 
activity, is becoming a trader.”
 In co-creation sessions, meeting profes-
sionals identify control as a major issue; 
one participant says, “People are starting 
to realize that the data they are sharing is 
precious. It has value. People used to share 
data just like that, now they realize it has 
value and because we’re in a world with 
an economic crisis—people losing their 
jobs, companies going bankrupt—I think 
people will move towards selling whatever 
they can. People will be careful about 
the data they are putting on the Internet, 
personal data as well as business data.”

communication and Privacy 
Scenario that respondents think  
is most likely to occur
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 If regulation makes information 
secure,	50	percent	of	respondents	say	
they will feel more secure about the data 
exchanged during meetings 
•	 “I’d	feel	safer	knowing	that	I	would	
 be in a very private setting and not 
 have to worry about important 
 information being shared without 
 my consent.” 
•	 “It	would	make	it	much	easier	to	
 safely share information.” 

Indeed, in a regulated future world, del-
egates feel that “people will become more 
cautious about what they say or state in 
online meetings” and, alternatively, “on-
line discussions will be more protected 
and thus would increase.” 
 The results demonstrate the conten-
tiousness and duality of the privacy and 
information-sharing arena. In particular 
across generations and countries there 
are minimal differences in the perceptions 
that control is a fundamental need. 

What does this mean for meetings?
•	 Delegates	want	you	to	protect	their	
 information and demonstrate that you 
 are treating it safely. Online registration 
 systems, attendance tracking, app use 
 and audience response systems and 
 evaluation surveys should clearly 
 articulate the use of data and how it 
 will be protected to meet legal 
 requirements at a minimum. Ensuring 
 you have consent is key.
•	 The	security	of	online	and	face-to-
 face meetings needs to be emphasized 
 by creating safe areas for confidential 
 discussions. Technology and venues 
 need to meet this requirement quickly, 
 as the public and commercial awareness 
 and concerns about breaches of 
 confidentiality accelerate and could 
 negatively impact meetings both online 
 and offline as “unsafe” environments 
 for exchange.
•	 As	the	population	becomes	more	
 aware of the value of data, meeting 
 professionals need to consider what 
 benefits they can offer to incentivize 
 delegates to provide their information 
 online (think: personalized itineraries, 
 discounts on program components, 
 invitations to special events).

econoMIc ScenarIoS
Bipolar and multipolar.
In the 2010 survey of meetings practi-
tioners, respondents cite current issues 
around cost cutting and uncertainty, 
likely due to the economic challenges of 
the time. However, experts outside the 
industry and trends literature see the 
future as more mixed and optimistic. 
Some describe it as “multi-polarity”—
new economic powers emerge not only 
as nations but also as corporations, not 
only as real world markets but also as 
online economics. 
 The result is uneven, regularly fluc-
tuating and unstable economic growth 
for a long time, which will destabilize 
established economic centers as well as 
emerging ones. The experts believe the 
U.S. and Western Europe will experi-
ence subdued growth after the recession; 
more rapid growth in the other parts of 
the world will continue.   
 Paul Flatters, writing in the Harvard 
Business Review, forecasts no major 
bounce back and many more years where 
consumers are likely to display “discre-
tionary thrift,”5 desiring demonstrable 
value for their money and less inclined 
to be the voracious consumers they once 
were.6 A more frugal generation emerges. 
These consumer behavior shifts are likely 
to impact the interconnected meeting and 
hospitality industries in the long term—
both by reducing client meeting spend 
and by continued awareness of public 
perception by businesses.
•	 “Growth	is	uneven.	In	Europe,	 
 there is a tendency toward doom and 
 gloom, but growth is happening in 
 other parts of the world, so it’s very 
 dependent on what markets  
 businesses are operating in.” 

Paul Flatters believes this uneven pat-
tern means that as some markets decline, 
others emerge. “We have done lots of 
work on global tourism trends, interview-
ing in China, Hong Kong, Thailand. You 
say economic downturn. They say what 
downturn? Those economies are steaming 
ahead and this is the continuing trend, a 
drift of economic strength to Asia.” 

 The rise of Northeast Asia as a domi-
nant economic force presents competitor 
challenges as well as market opportuni-
ties. In 2020, China’s population will 
reach 100 million7 and the rise of India’s 
population will bring new global trade 
opportunities.8 
 In 2019, industry growth in China 
will exceed the U.S. In particular, tour-
ists from China and India will increase, 
primarily in budget- and middle-income 
travel. The meeting sector will need to 
maintain existing relationships in estab-
lished markets and make in-roads into 
these new markets in order to understand 
the new consumers, build presence and 
establish business relationships for the 
longer term.9

 There will be more economic centers in 
the world, delegates think. More than one 
third of respondents say that companies 
will expand and have more profit centers. 
Experts outside the industry agree, and 
it presents a tremendous opportunity to 
meeting professionals. 
 In the future, Cathy Barnes sees new 
models emerging. “There is more popula-
tion movement and a need for companies 
to discuss more across continents, not just 
across countries, across borders.” And, 
more importantly, there will be a need for 
rapid advancement to get under the skins of 
new markets, necessitating more meetings. 
 

economics 
Scenario that respondents think  
is most likely to occur
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Globalization will result in more com-
petition, and a need for companies to 
develop cohesion. Delegates cite negative 
reasons for growth as tax avoidance and 
outsourced labor costs. 
 Forty-seven percent of respondents say 
economic changes will impact meetings. 
Most of the comments centered on the 
need for more meetings, though. 
•	 “This	will	probably	lead	to	more	
 trade conferences as people will 
 have to collaborate more—also, 
 more trade shows, as competition 
 will be fierce.” 
•	 “More	business	means	more	
 meetings.”

There is a mixed picture of a multipolar 
economy that is to some extent bipolar—
rapidly fluctuating between highs and 
lows. However, economic forces are seen 
as more positive by outside sectors and 
by the demand side of meetings. 

How will this affect the places we 
meet and the meetings we plan?
•	 Meeting	professionals	will	need	to	
 ensure they have a global business 
 perspective and appreciate and identify 
 new market opportunities for clients.
•	 Cultural	knowledge	and	networks	will	
 be critical to buyers, and professionals 
 should be able to demonstrate broader 
 and deeper knowledge of how to 
 establish networks in new territories.
•	 Meeting	professionals	also	will	need	
 to measure the returns of their events, 
 report on those and inform clients. 
 Demonstrable value will be a critical 
 success factor.
•	 Short-term	planning	in	relation	to	
 the U.S. and European economies may 
 hamper growth into other more lucrative 
 and emerging markets. Meeting 
 professionals must start looking 
 beyond their own businesses and 
 national and regional borders.

Travel under threat.
Travel is a major concern for meeting 
professionals, experts outside the industry 
and delegates. Barnes considers peak oil 
fundamentally important in retail. “Some 
say we have reached peak oil, some pre-
dict	it	will	be	in	the	next	five	to	15	years.	
Oil will become a scarce resource. It will 
become more expensive, and this has a 
huge impact on travel.”  

 The realization of fuel scarcity means 
“the Golden Age of budget travel is over 
and prices will start to rise,” accord-
ing to Paul Flatters, who believes “that 
would put more focus on reducing the 
amount of travel to meetings—only for 
essential things.”   
 So, potential travel constraints un-
doubtedly pose a threat to face-to-face 
events. In recent years an increasing 
emphasis has been placed on enhancing 
virtual conferencing technologies and 
using virtual worlds and capacities and 
could help to explain one of the reasons 
why there is growth in hybrid events.10

 Professor Rhodri Thomas agrees that 
the impact will be longer term. “It will 
simply become more expensive for people 
to meet. Meetings will continue, but it 
creates a pressure for organizations to 
look at cutting costs in other ways.” 
 In addition, Nicholas Lovell believes 
that in a world where people travel less, 
“the value of making the effort will go 
up.” For him, the fact that informa-
tion and entertainment are so readily 
available means that there will be a need 
to “justify the premium that people are 
trying to charge for it.”
 In the survey, delegates identify travel 
as a major influencing factor for atten-
dance. Location and convenience/ease of 
access have always been influential fac-
tors.11 However, in the future, delegates 
believe there would be more virtual 

meetings due to globalization and cost. 
They say virtual meetings will increase 
because of the rising costs of fuel, advanc-
ing technologies, carbon emissions and 
climate change. 
•	 “The	reality	of	climate	change,	
 world-wide, will force greater concern 
 and reservation regarding modes of 
 travel that negatively impact the 
 environment. As the cost of doing 
 business escalates, increased costs will 
 pass through to customers, businesses 
 and individuals alike.”
 
The forecast of more online meetings 
may not mean a reduction in face-to-face 
events. In the survey, the majority of re-
spondents see the number of face-to-face 
meetings staying constant. Several experts 
indicate a growing need to meet more 
often due to rapid advances in certain 
industries and the need to innovate and 
build market presence. 
 In addition to online project collabora-
tions, virtual events are held increasingly 
for conferences, meetings and webinars. 
Why? Some argue that it’s due to the 
rapidity of information and data overload 
that are key trends impacting business. 
Rapidity of information12 is transform-
ing attendee expectations. They want to 
access information quickly, but could also 
drive innovation. 

Travel 
Scenario that respondents think  
is most likely to occur
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traveling more, and there are 
going to be more face-to-face 
conference events.

Jesse Schell,  
Schell Games
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 The idea that travel costs will rise and 
virtual meetings will increase comes from 
meeting professionals at co-creation ses-
sions at live events, who see travel con-
straints as a threat and a reason for virtual.
•	 “Biofuels	will	definitely	come	in.	
 Brazil has been doing it for a long 
 time. In relation to other living 
 expenses, it will still be costly. It 
 may be less expensive than fossil fuel, 
 but the cost of everything involved 
 in travel is still going to increase in  
 comparison to everything else.”  

Participants also consider rationales for 
choosing to travel to meetings. 
•	 “It	depends	on	the	need	or	the	
 objective. If it’s a casual exchange 
 of information then virtual, emails, 
 etc. If it’s an activity with risk—of 
 a bad decision, misunderstanding 
 the other person, conventions—
 then face to face, based on the 
 goals and objectives of the activity.” 
•	 “The	ROI,	personal	or	for	the	
 company, is most important. Really 
 have to justify the ROI.”

What are the implications on 
where we meet and how we meet 
in the future?
Meeting Professionals will need to: 
•	 Develop	strategic	alliances	with	
 accommodation providers, destina-
 tion management organizations 
 and transport providers to reduce 
 costs where possible so that the 
 impact of heightened travel costs 
 can be minimized. (Visit www.mpi-
 web.org/smm for more information.)
•	 Consider	all-inclusive	options,	so	
 that price changes can be absorbed 
 within face-to-face meeting costs in 
 more price sensitive times.
•	 Acquire	skills	in	virtual	conferencing,
 plan when these should be used to
 support business communications and 
 networks and monitor why certain 
 modes are more effective. (Visit www.
 mpiweb.org/virtual for more  
 information.)
•	 Manage	meetings	in	online	and	offline	
 spaces to maximize benefits and 
 income potential.

•	 Clearly	communicate	the	value	of	
 face-to-face meetings and measure 
 the returns for your clients who  
 will be investing larger sums in  
 attendance. (Visit www.mpiweb.org/ 
 bvom for more information.)

Workforce mobility.
With the forces of globalization in evi-
dence and growing, the talent and skill- 
and mind-sets of the working population 
become critical. One of the negative 
impacts of the economic constraints that 
emerge during recessionary times is the 
long-term effect. 
 Ian Yeoman, associated professor at 
Victoria University Wellington says the 
challenges for younger people center 
on economics. “There is a generation 
coming through now who are strug-
gling to get foot on the ladder—driving 
movements, occupations, fundamentally 
frustrated with the lack of opportunity 
and wealth.” 
 He believes the impacts of the lack of 
opportunity will produce more challeng-
es for the travel sector as “in Western 
markets they are becoming frugal with 
heavy reliance on parents and not mov-
ing out of the nest. Because they have 
less money to spend, they are producing 
changes and restructuring tourism.”
 Meanwhile businesses, in economi-
cally volatile times, become more value-
centered, as witnessed by the increasing 
focuses on business travel, ROI and the 
growth of SMM. It is not surprising 
then that this may also manifest at an 
individual level, where people are more 
circumspect in how they spend their 
own money and time.  
 In focus groups in 11 countries, Gen 
Y clearly expresses its desire to move 
around for work and employment and 
to work for companies that value their 
contribution and give autonomy. In 
addition, Gen Y favors jobs that offer 
promotion, money and good growth 
prospects. While job security is a 
unifying value across all generations in 
the survey, autonomy, earning a lot of 
money and having work/life balance are 
marked as very important for genera-
tions	X	and	Y.
 

Delegates believe that talent will be in 
short supply due to poor education and 
training in the majority of cases. 
•	 “We	are	not	training	people	up	for	
 the jobs that are going to be available 
 in the future.” 

Survey respondents say that new genera-
tions will switch to different jobs and 
seek positions with the most benefits. 
When future prosperity is dependent on 
talent, drive, skills and attitude, it will 
become crucial to identify the factors 
that enhance company attraction and 
the factors that help enhance skills and 
retain good employees. This is especially 
to reverse the trend that one respondent 
observes: “Talent drain as the best are 
poached/head-hunted for lucrative jobs.”
 Delegates say meetings will become 
increasingly important for networking 
and knowledge acquisition. 
•	 “Attendance	at	meetings	might	create	
 additional opportunities.” 
•	 “Having	more	meetings	will	help	the	
 new generations know new things and 
 seek different jobs.” 
•	 “I	have	retrained	several	times	to	find	
 work. Meetings will be key in 
 networking.”  

Talent and Workforce 
Scenario that respondents think  
is most likely to occur
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In the delegate survey, respondents identify 
career enhancement as a top influencer 
for attending meetings alongside educa-
tion and networking. However, meetings 
and tradeshows can represent a threat to 
businesses that are concerned about losing 
employees to competitors when talent is 
scarce.13 Focus, then, needs to be placed 
on what the industry can do to help com-
panies enhance attraction, performance 
and retention of employees.  
 While responses are similar across 
generations in terms of the educational 
benefits of meetings, across countries the 
picture is more mixed, with respondents 
from India and South Africa most focused 
on continuing education credits and 
respondents from the UK valuing this ele-
ment least. 
 Across generations, job security, pay 
and work/life balance are shared values. 
However,	generations	X	and	Y	place	
greater than other generations on feed-
back and non-cash and cash incentives. 
In	addition	gens	X	and	Y	want	opportu-
nities to get better jobs and, specifically 
Gen Y, wants to see varied job roles and 
values employment that gives opportuni-
ties to secure better jobs.  
 The potential mobility of Generation 
Y is also clear in survey results, where 
there’s an expectation by more than a 
third of such respondents to have two 
to three jobs in one sector, or indeed 
different sectors, and/or start their own 
businesses. Forty percent say they will 
start-up different businesses. 
 Gen Y is also most likely to believe 
they will work more than 40 hours a 
week, and the least likely to believe that 
they will work after they are 60. The 
result? Gen Y looks to be hardworking, 
mobile and entrepreneurial, attributes 
that expert Cathy Barnes emphasizes as 
crucial in the long term. 

What impact does this have on the 
meetings we plan?
•	 Career	prospects	will	be	a	big	
 attraction to meetings—this could 
 mean building career opportunities 
 into the meeting offer, or highlighting 
 why specific educational content can 
 enhance careers and help people secure 
 better positions within their own (or 
 different) organizations.
•	 The	focus	will	be	on	Incentive	events,	
 which appeal to the reward-centric 
 values identified in the survey. Clients 

 will seek to retain staff and offer 
 benefits, which means professionals 
 will need to develop understanding 
 and measure the impacts of incentive 
 events on motivation and retention,
•	 Meeting	professionals	will	need	to	
 appreciate the value of meetings as-
 sessment at the business and individual 
 levels and make sure that commu-
 nications are targeted with the specific 
 and different appeals designed to 
 boost attendance and deliver the 
 intended outcomes for diverse stake-
 holder interests.
•	 Meeting	professionals	must	design	
 content components in meetings that 
 will enhance creativity, entrepreneur-
 ialism and resilience for businesses 
 and their employees to support 
 growth and meet the personal 
 development needs of attendees.
•	 The	potential	challenges	companies	
 and governments will face in talent 
 shortage could lead to increasing 
 demand for motivation conferences, 
 career fairs and symposia to share 
 knowledge on working environments 
 and recruitment and retention strategies. 
 This may develop new growth in the 
 area of meetings that help companies 
 manage and maximize the power 
 of people.

envIronMenTaL 
ScenarIoS
Sustainable and responsible.
In addition to the tangible benefits of-
fered by employers, a company’s invest-
ment in community and commitment 
to environmental ethos is important to 
just	under	50	percent	of	respondents.	
The importance of corporate behavior 
appears to increase for each generation, 
with more than 60 percent of Gen Y 
respondents seeing a company’s environ-
ment	ethos	as	important	and	53	percent	
seeing investment in the community as 
important when deciding on future em-
ployers. This supports studies that have 
emphasized an increasing desire to see 
ethical practices within younger genera-
tions, but demonstrates that responsible 
practices are valued across all genera-
tions to some extent. 
 Customer expectations for environ-
mentally sensitive events are increasing, 
though in a recession this turned more 
to buying less than purchasing green 
premium products.14 Historically, recy-

cling placed businesses at the forefront 
of this issue; it is now a minimal require-
ment.15 In particular, as the world and 
industry become more aware of issues 
such as finite water supplies and seasonal 
changes, these issues will impact where 
and when meetings occur.16

 During the recession, the public 
became more alert to governance issues; 
the rapid growth of CSR in the industry 
reflects this “spotlight on the boardroom” 
trend.17,18 Meetings demonstrate the at-
tributes of businesses by bringing core 
values to life and developing stronger 
emotional links with consumers. This 
offers a unique proposition for the CSR 
movement. More than words on a web-
site, events bring CSR to life and provide 
an opportunity for delegates to con-
tribute—“Experiential CSR: A socially 
responsible experience.”19

 According to MPI’s global CSR study, 
86	percent	of	delegates	believe	that	the	
meeting and hospitality industries will be-
come more involved in CSR in the future. 
When asked why, delegates say society 
will expect it and that industry needs to 
respond to broader changes in the busi-
ness environment. Sixty-two percent of 
event buyers agree that, within five to 10 
years, their businesses will become more 
involved, driven by four major factors: 
•	 Obligation	to	make	a	positive	
 contribution,
•	 Employee-driven	initiatives,
•	 Promotion	to	consumers	and
•	 Concept	of	giving	something	back.20

The global CSR study reveals a significant 
relationship between companies that work 
nationally and internationally and those 
that are actively involved in CSR. Interest-
ingly, this importance increases when com-
panies operate in developing countries. 
 Paul Flatters says it’s still not clear 
whether or not CSR will be a major issue 
in emerging economies. “There is a rapid 
rise of environmental awareness that in the 
West was quite gradual. It could be quite 
rapid in these markets. Also, they could 
leapfrog and miss out steps all together.” 
 Indeed there is evidence that regula-
tion is accelerating in emerging econo-
mies. Survey responses also reveal that 
while generational divisions in attitudes 
towards ethical behavior are negligible, 
there are marked differences in ethical 
decisions from delegates in India, who 
show higher levels of social consciousness 
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in all purchasing decisions, than delegates 
from the UK and the U.S. The results are 
in line with the global CSR study, which 
show that CSR is more influential for 
delegates from emerging economies.
 In meeting industry focus groups, par-
ticipants are torn between whether CSR 
will be voluntary or enforced through  
regulation. While much CSR policy emerg-
es from regulatory frameworks, the global 
CSR study reveals that more progress is 
being made by companies engaging volun-
tarily in CSR practices or being borne out 
of the opportunity to do good. 
 Experts outside the industry, meeting 
professionals and delegates point to the 
likelihood of scarce resources as a future 
scenario. Consider Earth Overshoot Day, 
which tracks the use of resources and 
in particular when resources are over-
stretched. “While only a rough estimate 
of time and resource trends, Earth Over-
shoot Day is as close as science can be to 
measuring the gap between our demand 
for ecological resources and services, and 
how much Earth can provide. In 1992, 
Earth Overshoot Day—the approximate 
date our resource consumption for a 
given year exceeds the planet’s ability 
to replenish—fell on Oct. 21. In 2002, 
Overshoot	Day	was	on	Oct.	3.	Given	
current trends in consumption, one thing 
is clear: Earth Overshoot Day tends to 
arrive a few days earlier each year.”21 
 The UN Food and Agriculture Organi-
zation has invested in developing projects 
on edible insects as one way of tackling 
food shortages and, in particular, finding 
new proteins. So far, more than 1,900 
insects have been defined as edible.22 
Scientists have also worked on growing 
meat in test tubes and are also trying to 
overcome the challenges in crop growing 
from new desert agriculture to vertical 
farms in dense urban locations – already 
in existence in Singapore, for example.23

 Scarcity presents significant challenges 
to the meeting industry. It’s a certainty 
in the eyes of delegates, but the response 
is divided more evenly than in other 
scenarios on a future of more regulated 
CSR or more voluntary activity. Respon-
dents from India and South Africa put a 
slightly greater emphasis on regulation 
than other countries in the survey.  
 

Delegates believe CSR will be volun-
tarily adopted in the future in response 
to scarcity.
•	 “In	order	to	survive	in	an	ever-
 changing society where individuals 
 have more access to information, 
 companies must increasingly be seen 
 to be responsible.” 
•	 “Businesses	should	be	aware	of	the	
 problem and start with best practices 
 before they are regulated.”  

At co-creation sessions at live events, 
meeting professionals are similarly 
divided between CSR as regulatory or 
voluntary. At the World Education Con-
gress, participants agree that it will be 
voluntarily but there will be a movement 
towards more CSR regulation. At the 
European Meetings and Events Confer-
ence, participants think it’s both. 
•	 “CSR	right	now	is	luxury	and	
	 showing	off,	but	in	2030,	it	will	be	
 a necessity. Oil is rare in areas of the 
 world. The population is growing. 
 Everything is related. CSR will be a 
 must, and the government will not 
 only push organizations to do it, they 
 will do it themselves. “

About 40 percent of respondents believe 
that voluntarily adopted CSR and scarcity 
will impact meetings.
•	 “The	past	has	proved	that	social	
 responsibility cannot be enforced. Peer 
 pressure works better.” 
•	 “It	would	encourage	me	to	do	business	
 with companies that promote CSR.” 
•	 “I	would	be	more	likely	to	adjust	my	
 personal traveling to keep it in line 
 with my understanding of how to be 
 responsible. I do not have the power to 
 avoid going to work meetings if I don’t 
 want to. I would be more likely to 
 choose a job at a company that I see 
 as responsible, though, in order to 
 avoid scenarios like this.”  

As well as influencing purchase choice, 
which is also supported by MPI’s global  
CSR study,24 potential impacts vary 
between the needs to manage limited re-
sources and consider the higher costs that 
will result. Indeed, Paul Flatters views 
greater awareness of climate change and 
other issues as having an impact. “The 
extent to which travel and meetings con-
tribute to your carbon footprint will rise 
up the agenda.” This rise is happening in 
retail, according to Barnes: “A huge area 
across the retail supply chain is the CSR 
agenda. Now, this impacts in a number 
of ways—travel is a big issue, companies 
in many ways restrict travels and this has 
economic implications.”  

How does responsibility impact the 
meetings we plan and the spaces 
where we meet?
In the future, meeting professionals must 
consider the following:
•	 Communicate	and	provide	evidence	
 of CSR activities. There is growing 
 evidence that CSR is an influencing 
 factor in purchase choice, but this must 
 be communicated on websites, in press 
 releases, on social networks and 
 through CSR reports and third party 
 certifications.
•	 Develop	menu	options	and	portion	
 control and use local seasonal food 
 supplies. Consider bugs as a potential 
 future food source, if they are not on 
 the buffet table already.
•	 Ensure	effective	waste	and	environ-
 mental management in venues and in 
 your meeting designs to reduce waste. 

corporate Social 
responsibility (cSr)
Scenario that respondents think  
is most likely to occur
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•	 Consider	best	practices	on	encouraging	
 and incentivising public transport, 
 location and hybrid/virtual conferences 
 to reduce fuel consumption, and 
 communicate this to lead others.
•	 Realize	the	potential	you	have	to	bring	
 core CSR values to life for your clients 
 at live events, but also understand that 
 events can diminish your client values 
 through lack of transparency and 
 wasteful or perceived excessive 
 behavior or over-consumption.  
•	 Implement	CSR	that	aligns	and	
 exceeds the expectations of your 
 diverse audiences. In particular, from 
 the global CSR and the future of 
 meetings studies, respondents from 
 emerging economies China and India 
 are more interested in seeing and, can 
 be influenced by, CSR actions.

SocIaL ScenarIoS
Multi-generational space.
By	2030,	for	the	first	time,	there	are	 
going to be five generations in the meeting 
environment,25 providing a broad spec-
trum of potential delegates and challenges 
for businesses seeking to create cohesive 
workforces. The number of older people 
has	tripled	in	the	last	50	years	and	will	
triple	again	in	the	next	50	years.26 
 “What does it mean for a country to 
be losing population like this? Children 
who are never born can’t grow up and 
enter the workforce, so as older workers 
retire, the total labor pool shrinks because 
they aren’t being replaced by sufficient 
numbers of new workers.”27

	 The	UN	has	predicted	that	by	2050	there	
will	be	more	over-60	year	olds	than	under-15	
year olds in the world. This has been defined 
as the age transition caused by two dynamics 
according to Professor Sarah Harper—falling 
fertility and falling mortality.
 Longer working years mean that meet-
ings in the next decade or so may be cater-
ing to five generations in one space. There 
are many studies focused on Generation Y, 
but studies on what the generational dif-
ferences might be in their perspectives and 
values on meetings are unclear. 
 Gen Y in previous studies has been 
identified with the acronym WIIFM 
(what’s in it for me?), seeking opportuni-
ties for professional development, per-
sonalization, concise content and visible 
technology;28 in fact, it is seen as obsessed 
with technology, social media and design.29 
Older generations are more likely to value 

social opportunities, knowledge sharing 
and accessibility.30 
 Gen Z will be entering the meetings 
market in the next decade, born into con-
nectivity and a world-on-demand complete 
with instant messaging, instant informa-
tion and instant feedback. While it may 
display much of the tech savvy behavior of 
Gen Y, its lives have been formed online. 
Its communities are without borders.31

 MPI’s survey asks four separate 
generations to share information about 
their values, what they expected to gain 
from meetings and what they valued in 
such experiences. And while life values 
are shared across generations, there were 
some telling differences among genera-
tions that will impact on meeting design. 
 Robert Hopkins, associate director 
of	Aedas,	who	has	designed	57	schools	
worldwide, believes that the new genera-
tions will be more demanding. “Young 
adults are getting more demanding in 
their learning at universities, as they 
have been through a secondary educa-
tion system where they select the type of 
learning they want.” 
 This insight supports the survey, 
where Generation Y, in particular, 
emphasizes instant feedback and the op-
portunity to interact with experts. More 
than 60 percent of Gen Y respondents 
want good Wi-Fi to stay connected. In 
addition, in comparison to their older 
counterparts, Gen Y respondents are 
more likely to want lots of activities go-
ing on at the same time, prefer fast-paced 
presentations over slow ones, want 
shorter meetings and are marginally 
more interested in hearing about “new 
research in my field” compared to other 
generations.
 Generations share expectations about 
receiving information in advance, and 
getting rapid follow-up information 
(within a week at most). Motivations 
for attending meetings vary. Generations 
born	before	1965	tend	to	place	personal	
reasons and learning new things in the 
top	two	categories.	Generation	X,	along-
side learning new things, cites profes-
sional reasons, and Generation Y claims 
the ability to make new contacts. More 
than half of all respondents identify 
networking as a key component in meet-
ing attendance.
 Personal reasons are a low priority 
for	gens	X	and	Y.	However,	Gen	Y,	more	
than any other generation, identifies a 

desire to go to new places. In terms of 
purchasing behavior, all generations re-
view on average four types of communi-
cation, which includes brand and product 
attributes, website reviews and peer 
reviews. This highlights the communica-
tion complexity for businesses, where the 
habit of consulting more than the official 
information is commonplace now across 
generations. Gen Y shows slightly more 
propensity to check information with 
peers through online social networks.
 Social networks are used across genera-
tions, but the number of contacts shows 
the strongest variance. Of the three 
social media sites shown, Facebook has 
the highest overall average number of 
contacts	(236)	followed	by	Twitter	(151)	
and LinkedIn (96). Gen Y has the highest 
average number of contacts on Facebook 
and LinkedIn, while Baby Boomers have 
the highest number of contacts on Twit-
ter. Results show that these Boomers are 
well connected through social media, hav-
ing a higher average number of contacts 
than	Gen	X	on	all	three	sites.	
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How does this change the  
meetings we plan?
•	 To	appeal	to	older	generations,	ensure	
 that personal benefits are marketed as 
 well as learning opportunities; for Gen 
	 Y	and	X	attendees,	focus	on	professional	
 benefits and networking.
•	 Expect	the	influence	of	peer-to-peer	
 communications to grow and cross 
 generations as people review 
 increasing numbers of sources before 
 purchase. Ensure you have strong 
 testimonials and advocacy in the 
 marketplace through effective 
 relationship marketing and online/
 offline networking and advocacy.
•	 Shorter	meetings	with	networking	and	
 expert insights will be crucial in 
 meetings, as it is today. Provide more 
 opportunities for particularly Generation 
 Y to interact with experts and 
 get feedback.
•	 The	desire	for	good	Wi-Fi	is	shared	
 across generations, so make sure you 
 can provide it.
•	 All	generations	use	online	communica-
 tions, though Generation Y tends to 
 have the highest numbers of contacts.
•	 For	Generation	Y	employees,	realize	
 the importance of feedback and “
 taking the lead” motivations; it can 
 be a great advantage to your business 
 to have autonomous employees keen 
 to enhance their careers.

Meeting online and offline.
Some marked generational differences 
center on online communications and 
technology. Chris Sanderson, co-founder 
and strategy and insight director for The 
Future Laboratory, says that there’s little 
difference between face-to-face online 
and face-to-face in-person.  
 “So, if you look at the way young peo-
ple use their mobile phones, for example, 
when they’re with a group of people, 
an older person will feel embarrassed 
when the phone rings, or step out of the 
conversation and will move away in order 
to hold their conversation on a mobile 
phone.	Anyone	under	the	age	of	25	won’t	
do that, because from their perspective, 
somebody else is just joining the conversa-
tion that they’re already having. That’s 
different. It’s a question of seamlessness.”
 Harper believes it is generational, 
too. “We now have this new age group, 
people	under	25.	We	used	to	say	no	

mobile phones in the classroom, no 
mobile phones in seminars. Now, I think 
you have to say at the beginning, ‘Right, 
what are going to be the social network-
ing rules of this seminar?’” 
 Meeting professionals express anxiety 
about social networks, that they may 
negatively impact the meeting experience 
or lead to less need to “meet.” The alter-
native view is that they will increase the 
need to meet, as people develop a desire 
for a greater connection with their wid-
ening social and professional networks.  
 Mark Zuckerberg recently predicted 
that Facebook users will share a 1,000 
times more than they do now within 
10 years. He views social connectivity 
as an ever-expanding force and argues 
that the social network is fundamentally 
changing human behavior by expanding 
the number of people we can keep in our 
social circles—offline and on. 
 “One definition of technology is that 
it extends human capability,” Zucker-
berg says. “A social network extends 
people’s real social capacity.”32

 

The next graph above shows a genera-
tional split and perhaps demonstrates 
the increasing screen comfort—with 
more than a third of Gen Y thinking 
that virtual meetings will replace face-
to-face	meetings	in	the	future.	In	fact,	80	
percent of delegates believe that virtual 
events will increase. 
 In a paper exploring virtual meetings, 
researchers investigated why meeting plan-
ners use virtual spaces instead of face-to-
face meetings. The rationales for virtual 

spaces: Participants feel less inhibited and 
more comfortable and the meeting has a 
sense of fun and will be memorable.33 
 Given the growth of virtual collabora-
tions, the question is whether these vir-
tual events are supplementing, enhancing 
or replacing face-to-face meetings. More 
than	30	percent	of	Gen	Y	believe	virtual	
meetings will be additional to their F2F 
counterparts, 16 percent say they will 
enhance	meetings	and	15	percent	indicate	
they may replace face-to-face. Generation 
Y is also the most likely of all gens to 
believe that virtual meetings will replace 
face to face.  
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 The delegate survey reveals that social 
networks are used across generations; 
however, numbers of online contacts 
were greatest in Generation Y with an 
average of 444 connections. In focus 
groups, Gen Y participants frequently 
refer to Facebook.
•	 “If	you	are	not	on	Facebook,	you	
 don’t exist.”
  

Online connectivity and the number of 
hours spent on social networks are also 
greater among younger generations—more 
than two hours a day for Generation Y. 
However, all generations are online in some 
form. Online connectivity crosses genera-
tions. While the top three social networks 
are LinkedIn, Twitter and Facebook, there 
are differences between generations. The 
Silent Generation places in order of use 
email, Facebook and Skype. Generation 
X	and	Y	demote	email	to	second	place,	
with Facebook first, followed by email and 
Twitter. These communications are also 

faceless. And in spite of preferences, email 
is still the most popular way to find out 
about meetings, alongside direct mail and 
colleague recommendations. 
 There is clear compartmentalization of 
the purpose of social networks in terms of 
personal and professional use, with very 
few respondents saying they use networks 
for both professional and personal use.
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Experts in the research say that many 
people have more than one social media 
identity, and this compartmentalization 
of identity will increase in the future. 
In MPI’s live tracking of events, several 
of the top tweeters had more than one 
account and used one professionally 
and the other personally. For example, 
two of the top tweeters were the same 
person, tweeting professionally before 
the conference to promote an aspect of it 
(they were linked to the organizer) and 
during the conference under a personal 
user name about what she was up to and 
what she was seeing. 
 Looking at the big picture and how 
things may or may not change, one fu-
ture forecasting agency suggests a num-
ber of scenarios on how social networks 
could change based on six key factors.34

 1. Scale: Big net versus tight knit  
     (Facebook versus groupme)
 2. Privacy: Open hand versus closed 
     fist (seamless flow versus user 
        control)
	 3.	Specificity:	One	for	all	versus	one	
     for each (Google+ versus 
     specialized networks)
 4. Pervasiveness: Turn on versus 
     tune out (always connected versus 
     selectively connected)
	 5.	Utility:	Play	versus	plug	
     (socialization versus functionality, 
     Farmville versus Ebay)
 6. Worldview: Confirm versus 
     challenge (opinion and content 
     filtered versus new diverse views) 
 

Delegates believe that they will spend 
more time on social networks in the 
future, but there these will be more spe-
cialized, suggesting tight-knit groups may 
be preferred. This will be largely due to 
technology, competition and a desire for 
people to communicate with more focus. 
 Dave Kerpen, founder of Likeable 
Media and best-selling author, predicts 
a change from the “social graph” to the 
“interest graph,” with platforms such 
as Pinterest leading the way. “Pinterest 
represents the first of many interest graph 
implementations. We’re both planning a 
wedding; we are both interested in cur-
tains; we are both interested in baseball. 
Therefore, we follow one another based 
on our interests, not on our social con-
nections. I think you’re going to see more 
and more of that type of use of social 
media in the next few years. I’m always 
going to be interested in following people 
that love the New York Mets, because I 
love the New York Mets and always will. 
I’m not at all interested any more in what 
my second cousin has to say.”
 Sixty-six percent of respondents believe 
this scenario will impact meetings—es-
pecially in the areas of information and 
communication. 
•	 “I	will	be	able	to	share	more	
 information through specific networks 
 and people can collect this information 
 at times that suit them.” 
•	 “Social	networks	will	allow	
 information to become disseminated 
 more readily, making some meetings 
 less necessary.” 

Alongside the obvious threat of making 
meetings less necessary because of ease 
of information exchange, others say that 
they will be more likely to use the special-
ized networks to meet informally around 
existing meetings and use the networks to 
keep up to date. 
 The research examines how social 
media is used within meetings. Although 
most delegates have accounts in all of 
the main social media platforms, it’s a 
relatively small number who actively pro-
duce content, add commentary or even 
re-tweet or pass on information. 
 Survey questions are based around The 
Social Technographics Profile (Li, 2007) 
and responses reveal the social network 
types for respondents. The profile consists 
of the following seven social media types.

Social Media
Scenario that respondents think  
is most likely to occur
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•	 Creators: Lead social media content; 
 generate material in the form of 
 videos, images, art, music, articles 
 and blogs, which they then upload 
 to various social media platforms
•	 Conversationalists: Use social media 
 platforms to join conversations; 
 update their statuses and participate 
 in discussions on platforms such as 
 Twitter, Facebook and LinkedIn
•	 Critics: Use social media as an 
 evaluation tool; comment on content 
 uploaded by creators and conversa-
 tionalists as well as posting their own 
 reviews; correct content, such as Wiki 
 entries and join in discussions on com
 munity forums
•	 Collectors: Help organize content 
 on social media platforms, subscribe 
 to RSS feeds to receive new content 
 they are interested in and save favorites 
 on bookmarking sites such as Delicious, 
 help categorize photos by tagging them 
 on sites such as Facebook and Flickr, 
 vote on content on sites such as Digg
•	 Joiners: Use platforms to interact on 
 social networks such as Facebook 
 and LinkedIn 
•	 Spectators: Look at the content 
 produced by people from the five 
 personas above
•	 Inactives: Use the Internet, but do not 
 use any social media platforms35 
 

The research found that the Silent Gen-
eration is most often “inactive.” Baby 
Boomers are spread fairly evenly among 
the seven types. The most prominent 
types	in	Gen	X	and	Y	are	“collectors”	
and “creators.” Critics are more evenly 
spread across all generations. 
 With all the connectivity from future 
delegates there are clear opportunities 
for meeting professionals to engage 
social media communities. This research 
tracked the following events.
•	 AISB/IACAP	World	Congress	2012	
 (AISB, the Society for the Study of 
 Artificial Intelligence and Simulation 
 of Behaviour and The International 
 Association for Computing and 
 Philosophy)
•	 Conference	&	Hospitality	Show	(CHS)
•	 European	Breast	Cancer	Conference	
	 (EBCC8)
•	 International	Association	of	Conference	
	 Centres	-	Americas	31st	Annual	
 Conference (IACC)
•	 Korea	MICE	Expo	2012	(KME)
•	 Mind,	Music	&	Invention	Workshop	
 (MMI)
•	 World	Education	Congress	2012	
 (WEC)

For these seven events, most tweeters 
tracked who produced content were ei-
ther paid to provide commentary or using 
their commentary to build their profile.
 Key challenges identified in the track-
ing research include the pattern and 
types of communication styles being 
used. The analysis shows that social 
media isn’t that social in this context—
it’s monologue rather than dialogue. 
Several top tweeters say that although 
their tweets are being read and some-
times retweeted, more often than not no 
one replies to them. This rings true with 
other recent research that shows that the 
social media use by both organizations 
and celebrities has far more in common 
with broadcast, one-way media than 
conversation.36 Creative ways to encour-
age dialogue, response and conversation 
are needed, and the most effective way to 
do this is by ensuring that those conver-
sations are of value to the participants.
 Research in other industries shows a 
similar pattern, with the majority using 
Twitter and other social media platforms 
as one way communication channels37 
for sending out media kits, newsletters, 
reports and web links.38 Whereas, proac-
tive use for environmental scanning and 

customer research coupled with reactive 
use for customer service responsiveness 
are where value lie.
 Tracking revealed predominance of social 
media activity during the conferences with a 
slow build up before the events. Post-meet-
ing activities were conspicuously absent. 
 Conference organizers are attempting 
to drive social media engagement through 
the pushing out of content in a relatively 
short time period, immediately before 
and during the conferences. More value 
could be added if this activity is driven 
by community members and extends and 
strengthens the connections made after 
the conference has taken place.
Insights from the tweeters reveal that 
social media contributors (actives) do so 
for a variety of personal and professional 
reasons. If event organizers can provide 
the material and impetus to get them 
tweeting, this will lead to mutual benefits. 
Social networks will help move social 
interaction offline into more positive and 
impactful face-to-face interactions. 

What does this mean for the meet-
ings we plan and the spaces where 
we meet?
•	 Meeting	professionals	should	listen,	
 nurture and serve. These guiding 
 principles can help them successfully 
 use social networks to understand 
 attendees, build value and potentially 
 co-create meetings.
•	 By	focusing	on	post-meeting	networks,	
 meeting professionals can follow 
 conversations, build advocates and see 
 the value of their events. They can 
 communicate that value to their clients, 
 who may view meeting professionals as 
 the original social networkers.
•	 Meeting	professionals	must	also	provide	
 content that will encourage people 
 to tweet. 
•	 Analytics	will	improve,	but	will	
 unlikely ever (cheaply) measure or 
 attribute influence and long-term 
 effect. Talking to your audiences will.
•	 Privacy	and	legal	issues	around	social	
 media use will become more stringent. 
 Follow these developments and 
 pre-empt them where possible. For 
 example, it’s likely that paying people 
 to blog without acknowledging it will 
 be made illegal in some countries.
•	 Using	the	content	of	social	media	
 conversations for research will also 
 likely be subject to legal restrictions 
 in the future. Just because it’s 
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 accessible, doesn’t mean it can be used. 
 Go back to “permission marketing” 
 principles and ask, get opt-ins (not 
 opt-outs) and be open and honest 
 about your social media policy and 
 data use.

TechnoLogY ScenarIoS
Overwhelmed and 
underwhelmed.
Technology underpins many of the trends 
identified in the study. It is a key concern 
for meeting professionals who express 
challenges in determining what technology 
to invest in and the rapidity of advances. 
Papers have been produced to aid decision-
making in relation to the rapid advances 
in technology as part of the study.39 This 
technology research identifies robotics, 
augmented reality and near-field communi-
cations as some of the big near- and long-
term innovations for the meeting industry. 
Enhancing capacity to virtually connect will 
also improve, alongside processing speeds 
and connectivity where virtual telepresence 
may grow in popularity. 
 In general terms, there’s evidence to 
suggest a great degree of comfort with, and 
interest in, emerging technology among 
respondents. The most used and well-liked 
technologies are smartphones (72 per-
cent),	mobile	apps	(68	percent)	and	tablets	
(57	percent).	In	spite	of	not	using	these	
technologies to any great extent, delegates 
express most enthusiasm in emerging 
technologies	such	as	robotics	(55	percent),	
speech and voice recognition (46 percent) 
and	augmented	reality	(36	percent).		
 There are, however, generational dif-
ferences on the rapidity of adoption of 
these technologies. Buying behavior can 
be divided into categories to the extent to 
which a person will purchase something 
new. Rogers developed categories to 
explain the diffusion of innovation:40 in-
novators, early-adopters, early majority, 
late majority and laggards.41 
 The survey reveals that Generation Y 
is more likely to adopt new technology, 
Gen	X	more	likely	to	be	early	adopt-
ers and Baby Boomers and the Silent 
Generation more likely to be an early 
majority. This indicates that adoption of 
technology may be accelerating and that 
delegates will be increasingly comfortable 
with technology and its use in meetings. 
However, experts warn, that it must be 
used because it meets the objectives of 
the meeting and can enhance, deepen and 
widen delegate engagement. 

 

The forecast based on the research points 
to people being more tech-savvy, less 
likely in the longer term to be impressed 
technology in itself and more inclined to 
accept technology as everyday. From the 
experts to the focus groups with Genera-
tion Y, the emphasis is clearly on not using 
technology for its own sake, or as one focus 
group participant expressed it: “You need 
to use the technology and not let technology 
use you. Find the balance.” 

How will this change the meetings we 
plan and the spaces where we meet?
•	 Meeting	professionals	will	need	to	
 invest in technology that meets their 
 needs and helps to meet meeting 
 objectives. Do not use technology for 
 its own sake.
•	 While	there	will	be	differences	in	tech	
 comfort levels, these differences are 
 not as wide as many assume. New 
 technology will appeal to younger 
 generations, as will virtual environments. 
 Incorporate technology into your 
 meeting design where it serves a 
 purpose. Where possible enable people 
 to use their own devices (BYOD).
•	 All	generations	think	that	virtual	
 meetings will increase and comfort 
 levels with virtual reality and video 
 conferencing will grow. Enhance 
 competency levels and product 
 offerings in this area to keep ahead.

SIMPLIFIcaTIon.
Delegates believe everything will be on 
one device, and it will be simple to use. 
•	 “The	most	successful	products	are	
 those that make life easier.” 
•	 “Having	everything	on	one	device	
 and easy to use is always welcome, 
 as it removes burden of carrying 
 multiple devices.” 

 

Seventy-four percent of delegates believe 
that “technology will make participation 
in meetings much easier, as people can 
always refer to readily available informa-
tion at a click.” In addition, they highlight 
aspects such as environmentally friendly 
and making meetings more efficient. 
•	 “Everyone	will	be	technology	savvy		
 and the collaborative and instant 
 communication capabilities will mean 
 that meetings can function more 
 smoothly and everyone will have the 
 same information at their fingertips. 
 I think this will improve the quality 
 of meetings…and the quality of work.”

The drive toward simplicity is being 
seen in other areas, such as retail, and 
delegates and clients will demand support 
in their decision-making and responding 
to simpler offerings.42 When asked about 
why they purchased technology, genera-
tions	X	and	Y	say	they	want	to	make	life	
easier and do things quicker. 

Technology
Scenario that respondents think  
is most likely to occur
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What does this mean for the meet-
ings we plan?
•	 Meeting	professionals	must	simplify.	
 Technology is making things easier; 
 so, review your own processes—are 
 they simple enough. How many pages 
 must someone refer to, in order to get 
 the information they need?
•	 They	need	to	develop	strategic	
 alliances with suppliers and partners, 
 so that participation is as seamless as 
 possible. Think of Amazon as a model.
•	 Meeting	professionals	need	to	speed	
 up. Efficiency is critical and a growing 
 trend. This may mean shorter meetings, 
 but will also mean faster follow-up 
 and development.
•	 Integration	of	technology	and	converging		
 data are priorities.
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FooD For ThoughT
Here are some final overviews from all of 
the research participants.
•	 80	percent	believe	there	will	be	more	
 virtual meetings irrespective of whether 
 travels costs increase or decrease.
•	 78	percent	think	technology	will	
 become easier to use.
•	 72	percent	see	a	future	of	increasing	
 political instability and insecurity. 
•	 67	percent	think	the	future	will	mean	
 scarce food, fuel and water.
•	 66	percent	expect	more	specialized	
 social networks.
•	 63	percent	believe	that	the	workforce	
 will be more mobile.
•	 59	percent	say	there	will	be	more	
 limitations placed on sharing and pri-
 vacy from government and individuals.
•	 54	percent	believe	there	would	be	
 more strategic profit centers in 
 the world.
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diverse contexts. However, the above can 
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