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EXECUTIVE SUMMARY 

This paper focuses on the research of business conventions, its stakeholders and the values 

shared among them. Therefore, the main goal is to motivate people to research this topic in depth in 

the future and thus simplify the process of event planning. It is seen that the literature is scarce of data 

for the business event organization and has no relevant information to make it better, nor to clarify 

steps to do it. Due to those reasons, both qualitative and quantitative studies were done to map the 

values and actors of business conventions. The research itself brings an overview of aforementioned 

factors and makes a great base for future research. It explains the event differences, types of actors, 

motivations for attending, issues with events, destination importance and social aspects. Besides that it 

offers recommendations on the importance of values and factors that should be researched next. 

Keywords: Events, Business Conventions, Actors of Events, Values, Co-creation 
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1. INTRODUCTION 

1.1 MOTIVATION 

The primary motivation behind the choice of this particular topic is that both of us are students 

highly interested in the organization of events. We decided to work on the topics of events because the 

event industry was mentioned in the curriculum of Service Management master studies at Copenhagen 

Business School but did not fill the expectations and was not addressed in the study program enough. 

Therefore, we took it upon ourselves to write about events because of our will to learn more about that 

industry and to attempt to fill in the gaps we might find along the way.  

We are planning to work within the event industry in the future and, therefore, want to gain as 

much knowledge as possible to be able to progress faster and grow more. We chose business 

conventions due to their potential and popularity, as they are part of any company's strategy plans. 

Initially, we explored different ideas ranging from fashion shows, sports events, music festivals, retail. 

Still, we considered business conventions under-researched, and there was a considerable gap in the 

literature. It led us to research it properly and help event organizers understand the shared core values 

at events. Nevertheless, both of us enjoyed attending business conventions before. Sometimes we 

ended up being disappointed because our expectations were not met, which is why we decided to 

research this specific part of events, and help organizers be more aware of what is expected and what 

is delivered, as well as companies to understand the benefits of joining such conventions. 

All in all, business conventions were the most relatable type of event, considering we both find 

it challenging to organize and, at the same time, exciting to plan. We want to ensure that people 

interested in this field have access to insights that industry professionals have. We are hoping this paper 

can shed light on the importance of corporate events and have a better understanding of the dynamics 

and interaction between the groups of people involved.  
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1.2 PERSONAL BACKGROUND 

Nikola Poropat is a Croatian student, doing his master's degree in Service Management at 

Copenhagen Business School, with a high interest in the event and tourism industry. He is growing to 

become a professional event organizer with already a dozen of events organized behind him. He has a 

bachelor's diploma in International Business and prior work experience from various companies and 

different fields.  

First, he started his career in the tourism industry, where he fell in love with social work and 

interaction with multiple people from all over the world. As he was progressing in his work and studies, 

Nikola took another step and shifted to the event organization where he is still today. The reasoning 

behind it was that he enjoys planning the people's experience in advance and coordinating it on the spot 

accordingly. Entering the field more professionally, he started working remotely for a few institutions 

and organized different types of events that led him to learn about it even more. 

His wish to maximize the value for all the stakeholders was the crucial point to enroll the Service 

Management course at CBS and understand the correlation between people's values and the whole 

service industry with highlights on events. Further, it led him to the position as the head of events for 

2030 Builders in Copenhagen for whom he had to organize a series of business events that highly 

differentiated in the type of audience, values shared and wanted outcomes. After those, every event 

ended either with great success or as a failure, which made Nikola continue studying people's demands 

for events and how to satisfy the most comprehensive groups of event stakeholders. 

Ioana Manolache is a Romanian student who has been studying and working in Copenhagen 

since 2013. She always had an affinity for people, even before her education, and was often in charge 

of small events during her high school. Because building things from scratch and surprising people gave 

her a feeling of accomplishment, she decided to study Service, Tourism, and Hospitality management to 

understand the interaction between people, the value exchange, and the importance of creating great 

memories for the customers, and that brought her to Denmark. She continued with a masters in Service 

Management that polished her knowledge even more. However, the bachelors had an elective about 

events, and that is how Ioana got an internship in a Danish aerial sports company, which gave her the 

responsibility to arrange the biannual event called Danish Summer Pole Camp, for around 150 people. 
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The opportunity to organize such an event repeatedly for a couple of years brought lots of 

knowledge and skill, which were then used to anticipate expectations and issues; therefore, each activity 

was a greater success than the previous. 

Valuable lessons that arose for Ioana's experience with events is never to underestimate the 

human connection, to keep constant communication with the participants (whether they are booking 

the event, giving the workshop or sponsoring the event) in order to improve not only the value received, 

but facilitating some of the processes as well. These lessons are still personal findings. Therefore, this 

thesis is an excellent opportunity for Ioana to enrich her knowledge. 

1.3 PROBLEM FORMULATION 

As both of us have been studying Service Management and worked as event 

planners/coordinators, we consider we have enough knowledge and information to identify 1) issues in 

the event industry and 2) gaps within academia. 

One of the main problems started in Ioana's bachelor’s in Service, Tourism & Hospitality 

Management, where events were expected to be part of the curriculum. Instead, it was integrated into 

the study as an elective, which is a minor specialization. One can argue that the main reason it was held 

as an elective is to serve as an incentive to students who were interested in the subject. However, a 

contra argument can be that in the service industry, knowledge about events is highly valuable, as one 

would find themselves organizing small events here and there – or merely coordinating and multitasking.  

Another issue is how much the service industry focuses more on best-case and worst-case 

scenarios for the shareholders and their brand, instead of taking into consideration the stakeholders. 

Proper event planning seems to be common knowledge among the industry professionals, while 

academia is lacking comprehensible steps for the best possible value creation process, so most actors 

involved in business conventions can avoid frequent mistakes. 

A third issue is the perspective of all the written literature on events, and how it's either about 

the ‘planning’ or the ‘sponsoring’, but never about the connection between all the actors at events and 

how the event industry falls more into the category of ‘co-creation’. We do not want to impose that co-

creation is the ‘make it or break it’ factor of events, but more in the sense of how much importance it 

holds in the planning phase. 
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As humans, we create expectations before we meet people, join events, travel someplace new 

– and we plan on discovering if, in practice, event organizers are taking that fact into consideration. We 

are curious to find out if they are planning events around people's expectations or if they have any 

power to create those expectations. We want to shed light on the value creation process and 

expectation management at business conventions. 

We expect that the research area we chose (business conventions) is a fair middle ground as one 

of us worked more in the B2C sector, while the other in the B2B sector. Business conventions target 

both, and so both of our experiences can bring more value to the paper. To conclude, we reached the 

following: 

Mapping the values among actors at business conventions: a 

qualitative study 

To help us guide the research and provide the best insights, we have also set up three different 

sub-questions that are meant to be answered and ensure a logical thread throughout the project: 

a. SQ1: What are the values offered and received at business conventions? 

b. SQ2: Do all the actors of business convention participate in the value creation process? 

c. SQ3: Should companies send their employees to business conventions? Why? 

RELEVANCE FOR ACADEMIA 

We expect this thesis to expand the current literature on events and start a discussion about the 

need for research within the field. It is our knowledge that events are more of a ‘hands-on’ industry, so 

we believe there are many unknowns about the business. We want to provide the opportunity to 

transform all the tacit knowledge into explicit knowledge and have scholars start using more examples 

of events in classes for service, customer journey, value co-creation, or event studies by itself.  

Our ultimate goal is to offer a new enriched perspective on the event industry in academia and 

make a considerable improvement in how it is taught so it can reach its potential as a tool for learning 

and growth on a personal or business level. 
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RELEVANCE FOR THE INDUSTRY  

As mentioned aforehand, the difference between theory and practice is quite considerable in 

this industry, and the findings of this thesis will hopefully narrow that gap. It is not fair that while in 

other industries, some are given a set of rules that become a performance bible for most, while in the 

event industry, most go through a lot of trial and error until one finds its own rules. 

By studying most actors at an event, we will gather enough insights to present a new perspective 

that organizers can have in order to avoid the biggest mistakes and have a clear image of what is actually 

vital for all the people involved – so they can improve performance. At the same time, we also aim to 

discover the mechanism behind event participants and their expectations.  

There are also some managerial aspects involved, as we want to help participants manage their 

expectations prior to the event to improve their overall experience. It is valuable to understand not only 

the big picture, but all the other implications events can have on a personal level and how people can 

use it towards their advantage. We hope this research can prove that the event industry deserves to be 

studied by itself and has many potentials. Hopefully, all the goals involved when attending or organizing 

an event will have a higher chance of being achieved. 

1.3 DELIMITATIONS 

The first delimitation necessary for this thesis was the type of events to be studied. The 

motivation was to have some relevance more into our line of study than birthday parties and Christmas 

dinners. We have decided to research the business conventions and how they address both the B2B and 

the B2C sector and how both areas perceive that industry. It was also a strategic choice for data 

collection as it would become a lot more reliable if all the answers in the survey and interview referred 

to the same type of event, and all had the same definition in mind when answering questions.  

The second and third considerations were location and culture, as they usually correlate with 

each other. Still, in our research, the culture was seen as a less relevant factor, and therefore, the 

European market was taken as the primary source of data due to the most significant reach we could 

get there. We found out that events should be universal and allow people to cover different topics, 

mainly due to the studying of values, and values are universal.  
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Further, the actors of events were separated into two groups (value givers and value takers) that 

also make up for four types of actors (event organizers, guest speakers, students, and company 

representatives). Actors like entrepreneurs, sponsors, exhibitors, retired people, and others were not 

considered as it would be too broad, and more extensive research would be required.  

The goal of the study was to determine the values shared on the event and their role in the 

planning process, which is why the marketing strategies were only mentioned, but not profoundly 

researched. Lastly, we are aware that the research could have been narrowed down even more; 

however, we aim to set the ground which we believed was missing. 

  



 

 10 

2. LITERATURE REVIEW  

2.1 AREA OF FOCUS 

A starting point of this research was understanding and agreeing on a definition for business 

conventions. The literature is not consistent when explaining or categorizing the conventions, and 

sometimes even use the terms conference and convention interchangeably. Due to this fact, we have 

agreed we will include articles studying the MICE (meetings, incentives, conferences, exhibitions) 

industry. However, we want to point out that we consider a conference a place of problem-solving and 

consultation while the conventions are large meetings where people who work in the same industry or 

have common interests can get together. 

2.2 ACADEMIC REVIEWS 

PURPOSE OF EVENTS 

Nowadays, people are looking for different kinds of lives and experiences, and are, therefore, 

searching for new forms of fulfillment and core values, like happiness, sensations, and meanings 

(Fortezza & Pencarelli, 2011). Nevertheless, at the same time, it seems that people are now more distant 

than they have ever been before, as all the technologies and innovations have created different types 

of societies and made it harder to fulfill the necessary people's needs, such as social inclusion. For those 

reasons, we can see incredible growth in occurrences of all kinds of events designed to communicate 

particular messages to desired people (Kotler, 2002). Events are defined as planned activities for specific 

purposes that usually involve a more significant number of people that are either working for or enjoying 

the same cause (Park & Park, 2017). For the reasons mentioned above, events are interactive and 

personalized tools that provide a great environment to facilitate the positive outcomes by gathering the 

full range of experiences of many previous stakeholders to create something even better for the future 

(Phil Crowther, 2011). The same was historically said by Sistenich (1999) as mentioned in Wohlfeil & 

Whelan (2006), who defined events as new tools to promote experiences due to the involvement in 

areas of personal interests and interaction processes that are usually not possible if not incredibly 

pushed. Furthermore, events are amazing tools for the creation of emotions and sensations in attendees 

whose experiences are built from the interaction amongst people that perceives those experiences in 

totally different ways (Schmitt, 1999). From the definitions mentioned above, we understood that 
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events are specially organized, managed, and translated gatherings of groups of people that are 

providing experiences that are hard to live through in everyday life and are, therefore, strived by many 

people. 

Events have significant impacts on the economy through the fields of investment policies, labor 

markets, and public financing policy by creating income that is further partially injected into the local 

economy  (Soteriades & Dimou, 2011). It is seen that events are closely connected to the tourism 

industry as it usually attracts many attendees from outside of the host destinations. It was discussed by 

Soteriades & Dimou (2011), who stated that events have many effects on the image creation, promotion, 

and notoriety of the event locations and destinations. A potential to attract attendees, build upon 

expenditure strategies, and similar are seen within the event's linkages with the tourism industry as they 

have the needed connections to grow parallelly (Dwyer et al., 2005). On the other hand, it is crucial to 

acknowledge event costs when talking about the event benefits in building community self-esteem, 

employment opportunities, and tourism promotional effects (Soteriades & Dimou, 2011). Nevertheless, 

the links between the event and tourism industry are now considered as one of the largest and fastest-

growing sectors in the global economy (Higham & Hinch, 2002). They have potential benefits that, 

besides tangible economic outcomes, bring outcomes like community pride, image, and identity 

(Fredline et al., 2003). This is all eventually confirmed by Getz (2008) that sees events as essential 

sources of income generation and as creators of many opportunities, such as positive tourism impacts 

of host destinations, increasing awareness, and getting media space. It is evident, by now, widely known 

that events have various effects in different fields of community and economy, and are, therefore, if 

well planned, welcomed by the most.  

Events are providers of strategic and versatile tools through which organizations usually realize 

various business-related objectives (Phil Crowther, 2011). Further, Crowther (2011) explains that the 

event environment is allowing the personalization of attendees' experiences and serves as the 

opportunity for attendees' value propositions and connections with the organization. The variations of 

business landscapes undermine conventional wisdom that usually presents events as promotional tools 

for message communication and relationship building with all the stakeholders (Kotler, 2002). An even 

more progressive view is discussed by Ramaswamy (2011) who sees live events as platforms that 

facilitate ongoing interactions with the organization's internal or external actors, both up and down the 

value chain, with the intention to create various meaningful experiences and broadening the network.  
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TYPES OF BUSINESS EVENTS  

To achieve everything mentioned, we see the occurrence of many different types of events that 

target different actors and have different goals. Events are differentiated in many ways and for many 

purposes and are therefore perceived differently in the academic world, but some of the following are 

mentioned here. Events can be characterized according to many factors such as their size (number of 

visitors or media coverage), the occasion (business, sport, art), the economic impact, duration, 

frequency, and others (Getz, 2005), According to Crowther (2011),  a distinction can be on one side 

‘direct events’ that are usually driven by market functions of an organization, and on the other side, 

‘indirect events’ that are mainly driven by some different features of the organization. In Crowther's 

(2011) distinction, direct events are, for example, sponsorship events or product launches, and indirect 

events can be conferences or even charities. Gupta (2003) is also distinguishing events depending on 

the sponsor's objectives and audience participation and is, therefore, separating the on direct 

(exhibitions, dealer meets, trade fairs) and indirect (sports matches or beauty contests). Exhibitions 

(various market fairs), public relations events (press conferences, philanthropic events, and product 

launches), corporate events (sales conferences, training programs) and entertainment events (concerts, 

sports, film premiers) make another separation of events by Gupta (2003). 

Another, more specific view of separating events is known as the MICE industry that is as well 

closer to the focus of our paper. The Meetings, Incentives, Conventions, and Exhibitions industry consists 

of diverse businesses whose supply chain can be separated into the exhibition, organizers, and 

supporting merchants (Huang, 2016). The MICE industry is really close, or even a part of ‘business and 

marketing events’ due to their hardware facilities that include event venues and software that provides 

for various projects like public relations marketing and exhibition organizing (Huang, 2016). Business 

events are events organized by various organizations, governments, or companies for education, 

motivating, selling, or networking with their stakeholders to achieve specific goals (Fenich et al., 2012). 

Those events are mainly seen as shared social contexts in which attendees gather to meet other people, 

to learn new things, and to sell or buy products (C. Foley et al., 2014). On the other hand, less popular 

and less understood is that friendships are also developed by attending those business events that are 

shared as social contexts that take attendees away from their usual routines (Foley et al., 2014). 

Conferences, business conventions, meetings, trade shows, product launches, and client appreciation 

events are usually seen as business events (Fenich et al., 2012). 
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ACTORS OF EVENTS  

Just like there are many different types of events, there are obviously different actors that are 

part of them. The participants of MICE are separated into buyers ( users of the products or services), 

suppliers (product or service providers for organizing the events), agencies (the bridge between the 

buyers and suppliers, and enhancing the relation amongst them) and other industrial organizations 

(organizations devoted to the development of MICE industry) (Huang, 2016). If we are separating the 

actors of business events on "givers" and "takers" of services, then" takers" are seen as event attendees, 

and "givers" are seen as event organizers.  

The key players in the event industry are event organizers, which we can divide as event 

management companies, sponsors, advertising agencies, technical teams, stage crews, venue owners, 

equipment suppliers, and other similar actors (Gupta, 2003). The same, or even larger, importance is 

given to the attendees of events that are usually any people interested in the topics or offerings and can 

be divided according to characteristics of topic/product interests, self-funding/sponsored, 

familiar/unfamiliar with the destination and their goals toward event experiences (Davidson, 2003). 

EVENT ATTENDANCE, ORGANIZATION, AND MOTIVATION  

As we are going further with the topic, we are approaching the questions of why organizers 

would actually organize any business event or even why companies would be a crucial part of them. 

Maskell, Bathelt & Malmberg (Maskell et al., 2006) are describing the business events as drivers that are 

promoting interaction between firms and business people, providing a temporal context for intensified 

knowledge exchange and social interaction. Business events' attendance has effects on exhibition 

activities and business performance as it enhances the business performance of the participating firms, 

and therefore, the event's actions should be meaningful and functional towards them (Huang, 2016).  

Huang (2016) further explains that participating firms' motivations consist of selling activities, 

information gathering, exhibition image, and extension services. For the participating firms to join the 

event, it is imperative to consider a few tips, such as booth attractiveness, content abilities, access to 

information, ways of registration, and similar (Jung, 2005). Jung (2005) has also written that there is a 

positive relationship between service quality and overall satisfaction, which brought up concerns about 

the duration of events, location, service quality, and facilities. Companies will be more interested in 

participation in the game if the reputation of the event is probable to attract more resources, 
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information, and attendants (Huang, 2016). And lastly, business events can help participating firms to 

improve their business performance due to the interaction with customers and understanding their logic 

and market conditions (Huang, 2016). 

On the other hand, frequent participants of the events are becoming more and more demanding 

with their expectations, which is why providing amazing experiences and satisfying participants became 

a really tough task for every event manager. Participants' expectations are high, and that adds more 

pressure on event organizers to come up with innovative programs and further enrich participants' lives, 

contribute to their professional development, help them cope with modern stress, and provide fun 

during the duration of the event (Davidson, 2003). It has to be taken into consideration while building 

the optimal experience design that attendees are involved in a notable input and that they have to 

sacrifice their time, money, effort, and opportunity cost to participate in the event (Monroe, 1991 as 

cited in Crowther & Donlan, 2011). This reality places focus on the creation of great experiences with 

events seen as attend-worthy touchpoints in the value creation processes (Crowther & Donlan, 2011).  

Business events are usually attended to gain the benefits and outcomes in forms of building 

relationships, expanding knowledge, networking, and collaboration, raising awareness, profiling, and 

destination reputation growth (Deery & Jago, 2010; C. Foley et al., 2014). Maskell et al. (2004) stated 

that learning, innovation, and knowledge creation are best understood if perceived as interactive 

processes where participants from different backgrounds and places come together and share 

knowledge and information.  

Service quality is also seen as an essential factor for the participant's satisfaction, retention, and 

positive word of mouth (Sasser et al., 1997). Other vital factors are accessibility and approachability that 

are important determinants for attendees because they expect services to be very accessible and that 

approaching other people or firms will be pushed by the organizer (Parasuraman et al., 1985). Business 

events are seen as areas of co-production of values between participants and organizers where 

potentials of engagement are really high due to the crowds of like-minded people that are willing to give 

their opinions and share their knowledge (Hilton & Hughes, 2008). It is important to include participants 

due to their collaborative nature and involvement in the process and engagement with others (Crowther 

& Donlan, 2011). 

On the other hand, sometimes, business events are seen as an excuse to take a vacation, which 

means allowing the participant to bring others with themselves says a lot for their satisfaction (Davidson, 
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2003). For the participants, the benefit of combining business and pleasure is very satisfactory, primarily 

due to the business events templates that usually consisted of travel lodging, food, entertainment 

besides the "business part" only (Rutherford & Kreck, 1994). All in all, regardless of the purpose of the 

events, all of them are builders of temporary communities with meaningful experiences for the 

participants (Fenich, 2012). 

FRIENDSHIPS & THE SOCIAL ASPECT 

Something less obvious, but is a considerable component of participants' satisfaction, and 

something that can happen organically is friendships. Friendships are relationships that are linked by an 

emotional bond between 2 or more people (Lynch, 2005). Friendships usually bring benefits, but if those 

benefits are the main reasons for the creation or preservation of those friendships, it is most likely not 

going to last long (McDonald et al., 2007). According to Lynch (2005), friendships consist of only those 

aspects that people share amongst themselves and are aware that others have different perspectives 

on their lives and are tolerant of them. In the business sector, friendships are created by attending a 

business event, but unfortunately, event organizers have still not paid too much attention to it (Foley et 

al., 2014). Therefore, the friendship that arose from business relationships from business events had 

resulted from the benefits they received from each other for their careers and improved organizational 

performance (Ingram & Zou, 2008). 

Business events are usually cores of socially weird interactions because they typically start as 

competitors,  colleagues or business experts during the formal parts of the events and then end up being 

something else during the intimate parts such as dinners and gatherings in the evening outside of the 

event program (Maskell et al., 2004). Maskell et al. (2004) further explained that business events are 

one of the reasons that potential partners build friendships, and by that, even relational trust can be 

established. Friendships are one of the biggest motivators for event attendance and for the inclusion of 

professional associations, which means that friends work well together and that it has implications for 

research and business collaborations (Foley et al., 2014). Business events provide chances for 

participants to build relationships and become parts of the business that can further exponentially grow 

over time (Hickson, 2006; as cited in Foley et al., 2014).  The research explains that participants perceive 

friendships as essential outcomes of business events and therefore increase their attendance (Foley et 

al., 2011). Foley et al. (2014) concluded that the friendships that are built on business events should 

have been of greater importance for meetings and business activity. 
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EVENT MARKETING  

Business events are commonly used by companies to promote their products or services and to 

educate their customers. Events are becoming more popular as promotional tools, which is why the 

researchers in the marketing industry are investing them heavily nowadays (Wood, 2009). Therefore, 

various factors are taken into concern when companies are choosing the right events and the best ways 

of entering. Marketing space is seen as the reality where the representatives of a company come 

together to promote the core values of the company and its products or services (Crowther, 2011). The 

company representation or event marketing can be done in many different ways, such as event 

sponsorship, sending representatives, or holding presentations.  

Event marketing is widely seen as an essential tool for generating awareness towards the brand 

and corporate images, but at the same time, there are difficulties seen when a specific message needs 

to be sent (Gupta, 2003). It is seen in the general approach that the event marketing addresses their 

message to all the company's stakeholders, starting with the customers and business partners all the 

way to their employees (Moise et al., 2012). Furthermore, Gupta (2003) described that event marketing 

is used by companies to cut the advertising clutter and at the same time, targeting specific segments of 

people by creating an image through the collaboration with particular events to reinforce a product or 

service. 

Business events provide a networking environment through which promoting products or 

services goes through engaging and ongoing conversations between participants (Kumar, 1997; as cited 

in Crowther, 2011). Thus, event marketing is seen as a communication tool that allows companies to 

send out their marketing messages to their customers through the involvement of target groups in the 

experiential activity (Drengner et al., 2008). Further, Wood (2009) explains that the term event 

marketing includes event categories such as business conventions, exhibitions, and product launches. 

As event marketing is a new way of promotion, it is also a reason why they are growing in popularity 

due to their lively engagement and a unique combination of activities and ideas (Wood, 2009). Other 

than that, event marketing has characteristics of experiential richness, where business events allow 

participants to interact with different brands through embodied actions (Schmitt & Zarantonello, 2013).   

For the companies that are planning to attend any kind of business event, it is imperative to 

choose the perfect one which will satisfy their goals and allow them to promote their message the 

furthest. Companies must be conscientious while selecting the event that will be the best for the 
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achievement of their unique objectives, regardless of the relative importance of the marketing 

objectives, (Gupta, 2003). Each marketing event has its own unique charm or challenge that are offering 

variations of specific challenges or even the combinations of outcomes (Crowther, 2011). That is why 

marketers must initially analyze what type of event is consistent with the company's objectives and 

budgeting, which will later be taken into consideration for the perfect match (Gupta, 2003). To choose 

the ideal match, Gupta (2003) presents the Relative Value Assessment (RVA) model with which 

companies can evaluate the effectiveness of the potential event marketing opportunities through five 

factors: Positioning and image; Audience reach; Marketing or Sales objectives; Strategies; and tactical 

effectiveness. Therefore, there are many ways on how companies choose to attend the event. 

Sometimes it will be in the form of sponsorships, in holding the presentations for educational purposes 

and in celebrity endorsements that are usually making the message highly believable, or whatever fits 

the best in the measure of success of the event itself (Gupta, 2003).  

When marketing objectives are connected with business intelligence or co-creation of the design 

through network actors in the value chain, it would be best to market them via smaller events such as 

workshops or seminars (Crowther & Donlan, 2011). On the other hand, if the aim is to attract new 

customers or broaden the brand communications, it is better to choose larger-scale events that attract 

more people (Crowther & Donlan, 2011). The ability for event marketing managers to involve consumers 

through innovative and interactive activities is attracting furtherly more new customers (Close et al., 

2006).  So, with the increase in the size and the importance of events, it is crucial to treat event 

marketing as a part of the company's marketing strategic plan and to integrate events in marketing 

communications (Gupta, 2003). 

EXPERIENCE & EXPERIENTIAL MARKETING  

Experience and experiential marketing are two terms that are really close to the term "event 

marketing" and are therefore really important for the event industry. Tarssanen & Kylänen (2007) as 

mentioned in Same & Larimo (2012) defined experiences as emotions that are leading to the personal 

changes of anyone that is taking part in the engagement of any type. Experience is seen as a combination 

of a person's life situation and perceptual activity (Perttula, 2007 as cited in Perttula & Kukkamäki, 

2020)Experience can also represent an economical offering seen as the interaction between an 

organization and a customer (Same & Larimo, 2012). Experience is the essence of any event and should 

be included as a narrative of every company's marketing strategy (Crowther, 2011). Siegel (2010) as 
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mentioned in Tafesse (2016) explained experiences as an interpretation of perceptual content given as 

representing information to people through vision, hearing, touch, smell, and taste. In contrast, 

experiences can be processed entirely by the individual's intrinsic properties, which means that people 

perceive experiences as much as they are intrinsically capable of understanding them (Adams & Dietrich, 

2004; as cited in Tafesse, 2016).  Furthermore, experience on events is defined by Walls et al., (2001) as 

the multidimensional takeaway outcome based on the participants' affection by physical or human 

interaction dimensions. Experience marketing is holistic-type marketing of experiences that consist of 

affective, cognitive, and cognitive perspectives of experiences (Same & Larimo, 2012). Experience 

marketing can affect the participants and entertain them by creating a space where they can escape 

from reality, educate them, or include interaction with others (Pine et al., 1999). 

Now we can assume that the experience marketing is closely connected to the interaction and 

sensations of the event participants, which brings us to the part where we need to realize how those 

experiences will be created and moderated. The company's marketing strategies and activities are 

usually experiential in nature but mainly dependent on experiences that have to be created by 

experiential marketing managers (Schmitt, 2003). Experiential marketing is a part of experience 

marketing, and further, it is a tactical rather than a strategic approach that managers have to consider 

while creating the marketing strategies and communication plans (Same & Larimo, 2012). Experiential 

marketing is a communication tool that affects the customer's feelings (You-Ming, 2010)and shows us 

the ways how event managers can create experiences with cautious planning (Schmitt, 2003). 

Experiential marketing is defined as a process of engaging with event participants and identifying their 

needs and aspirations profitably through communications that are presenting the brand personalities 

and adding value to the target customers (Tynan & McKechnie, 2009). Marketing space is specially 

designed by the organization managers and experienced by the participants. For the participants, the 

marketing space is seen as anticipation, suffering, and reflection of that to their personal growth. At the 

same time, for the organizations, it incorporates setting the event objectives, the design, and delivery 

of the marketing event episode (LeBel & Laurette, 1998; as cited in Crowther, 2011). This concludes that 

the experiential marketing is used as a marketing tool that takes care of the tactical and operational 

levels of marketing where the main question is how to make a marketing campaign experientially (Same 

& Larimo, 2012). 
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THE PLANNING OF EVENTS 

By now, it is clear that the events need to be well organized and cautiously planned to provide 

the best experience and reach high satisfaction levels for all the participants. Planning is the first point 

of event organization, and it helps us understand all the steps for the event building, setting the 

objectives for work, optimizing human resources, and determining stakeholders' roles (Bramwell, 1997). 

Event experts need to plan and support the unique and original experiences to create the best and most 

memorable event for their attendees that might come back again due to it (Schmitt, 1999). Every event 

represents an independent work and is created differently according to the data that event organizers 

consider while planning the event and executing the market strategies (Moise et al., 2012). If event 

organizers pre-plan an event, it means that they are giving options to marketers and hosts to further 

plan and facilitate the experiences for attendees (Crowther, 2011). Therefore, understanding 

participants' wishes and needs can help event planners create and personalize the experience for each 

stakeholder group (Getz, 2008). 

So, for now, we understand that the success of an event depends on how well the event planners 

did their market research on the participants, trends, locations, hosts, and similar. That is why event 

planners need to spend much time planning every possible step of the event and define the forms, 

technologies, and environments that will be used (Moise et al., 2012). The event planning process is a 

cross complex of flows of the company's strategies and procedures with a wide range of marketing and 

management functions (Rutherford, 2008; as mentioned in Moise et al., 2012). Also, the crowded 

markets and busy consumers are not making it any easier due to the necessary communication methods 

that have to be taken to satisfy their needs and build meaningful emotional connections (Crowther, 

2011). So, the event's activities need to be cautiously planned to satisfy the participants and pleasantly 

surprise them, which will further develop positive emotions towards the event in their eyes (Vila-López 

& Rodríguez-Molina, 2013). Schmitt (1999) states that emotional event experiences come from indirect 

appreciation or direct participation, or in other words, the participants should be involved in event 

activities rather than being passively entertained. Participation is seen as the level of interactions 

between the participants, organizers, and environments during the event (Kao et al., 2007; as cited in 

Vila-López & Rodríguez-Molina, 2013).  

Events require strict planning strategies and methods to successfully grow attendees' happiness 

and the will to come back once again next time the same event will be organized. Event managers strive 



 

 20 

to produce a state of immersion that can provide participants with a fantastic process that leads to a 

feeling of unforgettable experiences (Arnould et al., 2002; as cited in Vila-López & Rodríguez-Molina, 

2013).  Therefore, we found that there can be five qualities according to which events can be distinct 

and underpinned by the fusion of those, but not so easily replicated. The first one is that the participants 

of events attend them voluntarily and tend to be as active as possible during the event (Crowther & 

Donlan, 2011). Events became spaces for the customer's proactive involvement and, therefore, can be 

seen as venues that allow participants to actively co-create value and become operant resources rather 

than operand when seen only as targets (Prahalad & Ramaswamy, 2000).  

Second, participants have the opportunity to build communities and start a communication 

amongst them that can heighten the experience and satisfaction (Getz, 2007). Pre-planned events are 

providing higher opportunities for event marketing as more factors are taken in consideration, that 

further presented events as platforms with opportunities for organizations to consult, engage and build 

fruitful relationships with many stakeholders, amongst which might be future employees, suppliers, 

influencers or anything else (Christopher et al., 1991).  

Third, the participative and interactive qualities of events which are highly relevant given the 

growing sentiment of doing things 'with and for' customers, dissimilar to many other communication 

forms, events provide an opportunity for dialogue and intimacy between the respective attendees 

(Crowther & Donlan, 2011; Vargo & Lusch, 2004) 

The fourth quality is that events provide a place within which to leverage the communication 

outcomes from awareness right through to action, and as such, event-based marketing is the antithesis 

of a structured conversation between participants, presenting a much more reciprocal environment for 

value co-creation. (Crowther & Donlan, 2011).  

The fifth one is providing the distinction from the experiential communication platforms as the 

pre-planned events are the fluid and reciprocal drivers towards the value co-creation that presents 

challenges for event organization (Crowther & Donlan, 2011). We understand that the actors of events 

should not be directly seen as operand resources, as more value can be received if they are seen as 

operant resources and value co-creators. Fjelstul et al. (2009) recommend that the increase in the 

socialization opportunities for the participant and companies attending are further going to grow 

attendance. It is necessary to cautiously choose and design the spaces and facilities of events that will 



 

 21 

provide the best experience for socializing amongst companies, attendees, members, and organizers 

(Foley et al., 2014). 

Event management can also be seen as the lending of management frameworks for the 

understanding of five progress steps of an event, and those are (Ali-Knight et al., 2004): Decision; 

Initiation; Cautious Planning; Implementation; Evaluation. Moise et al. (2012) are promoting the process 

that starts with the research, proceeds with event planning, further with the organization and 

implementation, that would later unfold the control of the operations that would, in the end, lead to 

the evaluation of the event. Rogers & Davidson (2015) explained that organized events for customers or 

other business partners should be interactive and as engaging as possible, depending a lot on the type 

and characteristics of the event. They have further explained that giving promotional tools, such as 

discounts, presents, contests, awards, and similar will affect those participants positively and change 

their purchasing decisions depending on how good the products or services were presented (Rogers & 

Davidson, 2015). The program has to be tailored according to the participant's wishes and needs, as well 

as including the restrictions on the same issues all over again (Moise et al., 2012)  

Promotion of the events is significant for their success, which means that even if everything was 

planned perfectly, the promotion was not; it can still lead to a failed event with less than the expected 

number of participants. Moore (2008), as mentioned in Moise et al. (2012) wrote that the event has to 

be promoted as intensely as possible and to use communication tools to reach the target audience with 

particular event messages about the benefits they will receive. Soteriades & Dimou (2011) wrote about 

the following challenges for event management: elaborate and implement coherent policies; link sport, 

culture, business, and leisure in the event; promote the destination and urban regeneration. Besides 

those, they stated that the political, economic, and sociocultural environment must be taken into 

account to create the best management structures, networks, and interactions during the event 

(Soteriades & Dimou, 2011).  

There is a strategic potential for every event activity depending on a range of factors, firstly, the 

strategic intent, integration with other methods, and innovative event design to create the best event 

experience that stands above brand perceptions and relationships (Crowther, 2011). So, for the event 

to be efficient, it means to influence all the parameters and factors that are considered important for 

the quality of events. Therefore, a strategic approach is needed to always secure high standards of the 

delivery of events and to appeal even to the most demanding participants (Soteriades & Dimou, 2011).   
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LOCATION, VENUES, AND THEIR IMPORTANCE  

One of the essential factors while organizing business events is to set up the convention centers 

and facilities in the best way, so that it becomes one of the drivers of participant's satisfaction and 

positive experiences. Jung (2005) and Hultsman (2001) stated that there is a high importance in the 

significant modification of the event facilities and centers due to their yearly usage, as most of the 

festivals tend to return to the same places each time, which can be an essential driver for the 

participant's retention. A similar thing was discussed by Breiter & Milman (2006) who stated that 

business events are annual or rotating events and that participants' positive experiences in the 

convention center could lead to the possibility that those same participants will be more likely to come 

back next time. Other than that, it is inevitable that the quality of convention centers and facilities is 

seen from the non-work-related aspects of the participant's visits to events destination, which further 

positively affects various businesses that are operating there (Davidson, 2003). 

In the first steps of deciding the event place and facilities is to choose the best options where 

lots of things can be modified, and therefore the first checks are related to the size of the facility, its 

price and the control of light, sound, and climate (Breiter & Milman, 2006). As the participant's 

motivations above mentioned are connected to networking and value co-creation, it is vital to have well 

equipped value-creation spaces that are one of the drivers for relationship building (Crowther & Donlan 

2011). Dioko et al. (2014) as mentioned in Huang (2016) wrote that the business event's attributes 

include the quality of facilities, accommodation, accessibilities to centers, and the destination attributes 

that should all be well connected and set up. When the facilities are finally decided, great importance is 

given to the direction’s signage in the convention centers, availability of good quality lodging, sufficient 

restrooms through the facilities, and the ability to get good phone or Wi-Fi signals (Breiter & Milman, 

2006).  

Furthermore, Breiter & Milman (2006) pointed out that the overall cleanliness of the facilities 

and the helpfulness of the event's personnel were among the top priorities for the participants in grading 

the convention centers. It is vital that the event personnel are knowledgeable and proficient about the 

theme and given topic so that they could interact and be helpful enough with the participants (Jung, 

2005). Besides those mentioned facility services and offerings, it is crucial to provide reasonable 

accommodation options as many attendees are coming from the outside. Some event participants are 

seeing the opportunities for recreational activities and, therefore, require various accommodation, food 
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and beverage, and activities options, as well as the possibilities for the additional stays, etc. That further 

led to an increase in satisfaction and profitability (Davidson, 2003). It is essential to understand what 

the attendees' wishes and demands are so that the organizers could provide them with everything when 

choosing the location and facilities (Davidson, 2003). 

VALUE CO-CREATION   

Value co-creation is the process in which both consumers and producers work together to create 

a particular value through interaction, conversation, involvement, and consumption amongst them 

(Pongsakornrungsilp & Schroeder, 2009). Skills and knowledge are required by consumers to create 

value combined (Vargo & Lusch, 2004).  The process of value co-creation is rapidly shifting from a 

product- and firm-centric view to personalized consumer experiences. Motivated, educated, and active 

consumers now seek to exercise their influence on the business of a company and are strongly co-

creating value within the firm. The interaction between the company and the customer is now the focus 

of value co-creation processes (Prahalad & Ramaswamy, 2004). Events provide companies with chances 

to interact and engage with participants and in order to enhance emotional connections, moving them 

up (or down) the loyalty ladder (Christopher et al., 1991). Value co-creation changes events into a forum 

where the conversation between the consumer, companies, communities, and networks can take place 

(Prahalad & Ramaswamy, 2004). The historical notion of doing things "to" customers are now exchanged 

with the idea of doing things "with or for" customers, that is, at the same time a type of co-creation 

(Vargo & Lusch, 2004).  The interactive and experiential dimensions of all firm's events represent a co-

creation or co-destruction of value among network actors (Crowther & Donlan, 2011).  Event 

participants can co-create value by themselves as providers where all attendees and organizers are in a 

win-win situation liable to gain benefits in achieving their wishes and needs (Pongsakornrungsilp & 

Schroeder, 2009). Participants not only co-create value when harmonizing with the event or company 

but also when they are opposed to them in the meaning of consumption of attendee resistance (Holt, 

2002). 

It is tough for value co-creation to happen on business events and is most desirable by both 

organizers and attendees, which is why organizers tend to create co-creation spaces as pleasant as 

possible to achieve the best outcomes. But it is not only organizers that are preparing themselves and 

their areas for value-co creation, but the participants also invest their resources and strive to achieve 

their life goals, stay informed, engaged, and similar (Pongsakornrungsilp & Schroeder, 2009). Nowadays, 
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event participants are usually well informed, connected, empowered, and active consumers that started 

learning that they can be value co-creators, and therefore, they tend to apply their consumption to co-

create different identities depending on time or situation (Prahalad & Ramaswamy, 2004). Excellent 

communication and interaction can allow individual participants to co-create specialized experiences 

with the organizers, which are further key to gaining a competitive advantage (Prahalad & Ramaswamy, 

2004). That is why value co-creation space is thus characterized by these factors: pre-planned time and 

physical space; congregation and coalescence of internal or external network actors; and a program, 

distinct from day-to-day operations and processes, that would include core elements (Crowther & 

Donlan, 2011). Event organizers have the control over experience creation for participants while they 

are leading the value co-creation spaces, but as soon as attendees start to co-create value themselves, 

the organizers can do as much as directing them towards experiences, but cannot entirely change them 

(Prahalad & Ramaswamy, 2004). The transmission of messages in the event environment can be seen 

as fluid and reciprocal providing a rapidity that is challenging when striving to achieve coherence. This 

presents a distinct challenge and risk for marketing events given the necessity for marketers to focus 

upon the receivers and meaning created by the receivers in the communication process (Vakratsas & 

Ambler, 1999). Personalized value co-creation spaces give the best opportunities for organizers, 

companies, and attendees to co-create value and make the best experience possible while participating 

in an event. 

2.3 INDUSTRY PERSPECTIVE 

In most of the cases of real-life examples or online resources, it is seen that business events are 

separated in five to eight main groups. Some of these events are organized internally for the employees, 

management, and executives within the organization; some are organized with the people from the 

same industry for educational or promotional purposes, some directly for the customers, and some to 

reach wider audiences.  

According to the Eventbrite blog, which is one of the most influential events planning 

organizations in the world, business events can be separated into six different groups: Internal Meetings, 

Product Launches, Conferences/Conventions, Training workshop, Seminars, and Holiday parties. 

Internal meetings are organized strictly for educational and informational purposes between the 

stakeholders of the organization (Higgins, 2018). Product launches are types of business events whose 

primary purpose is to present the organization's novity to their direct or indirect customers and to reach 
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a wider audience and inform them about the product. Conferences/conventions are usually the most 

abundant type of business events that are partly done by joining various kinds of business events into 

one and, in that way, reach loads of people by adding both educational and promotional activities into 

their schedule. Training workshops are organized to train, educate, and engage stakeholders in a mainly 

relaxed environment without pressure. Seminars are similar to the training workshops but are organized 

by the executives and the managers of the organization for the educational and training purposes of 

their employees and partners. Lastly, holiday parties are the least severe events that most of the 

stakeholders enjoy the most as those are gatherings that are less relevant to the actual business but 

more relevant to having fun and not thinking about work while bonding with the colleagues. 

Similar to Eventbrite blog, the Social Tables separated the business events into six types, where 

the only difference is seen in adding the trade shows and executive meetings instead of Eventbrite's 

training workshops and internal meetings (Social Tables, 2020). Trade shows are large gatherings of 

companies that are presenting their offerings to wider audiences and potential customers for the 

purpose of trading activities and promotions. Social Tables introduced the "executive meetings" term in 

the business events industry that is similar to the internal meeting presented by Eventbrite. Still, they 

differ because the executive session tends to gather only higher positions in the organization rather than 

including everyone. Even though most of the sources are writing about the separation of business event 

types and where they are present, most of them agree that business events can be any event, as a 

business promotion can be held everywhere, and business can be part of everything. Furthermore, we 

found out what is written in academia regarding the motivation behind attending business events. In 

academia, it is clear that business events are used as promotional, educational, and networking tools to 

scale up businesses and people's values. 

There are similarities between academia and real-life as the findings of the other resources 

besides the literature pointed in the same direction. Curtis & Coulter (2019) wrote about the main 

motivations to attend business events and categorized it into five main factors:  

First, networking is widely seen as one of the most reliable motivations as people strive to meet 

others and broaden their connections for different purposes. Business events usually bring people from 

different areas of expertise, industries, and geographic regions, making it a perfect place to grow a 

network. Second is to expand knowledge and find solutions to problems as people tend to define their 

goals on what they want to learn or fix. For the same reason mentioned before, business events can 
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serve as a great educational tool for people that strive to learn something new or fix something that 

bothers them from the back. Next on the list is to present your ideas and your work to others as it is a 

good practice to talk about what you do with a variety of people from similar, related, and completely 

different areas of study to get their opinions that might help further on. The fourth reason is not the 

most obvious one, but it surely is crucial, and that is for people to meet ‘you’. Sometimes people do not 

realize it and are always running to manage to deal with everything they decided before the event but 

being approachable and letting others meet ‘you’ is one of the main drives to some as in this way they 

receive unexpected connections and link knowledge. The last one is to learn beyond people's fields of 

interest, where people attend events to broaden their views and perception. This is usually the main 

driver for the people that are not certain on which paths they want to move next and in which field to 

work, so they use the conventions to learn beyond their area of expertise. 

Next coming is the most important way and the step that needs to be taken into consideration 

while organizing business events. Planning a business conference seems like a tough task, and it surely 

is if the wrong steps are considered the main points of the organization. However, if correctly planned 

for and if the process is taken one step at a time, it can be a lot easier than most people think. It might 

be obvious, but the venue is one of the most critical factors in organizing the business conference.  There 

is a considerable number of various types of places, and to get the best results, one has to match the 

nature of the event and the audience attending it. Other than that, it is crucial to have the venue chosen 

a lot before the event date as it will offer more possibilities and give more time to set up everything 

correctly. For a business conference, presumably, an essential part of the day is getting business 

messages across. Therefore, it is imperative to set up the meeting areas well, for everyone to understand 

everything well, without non-planned distractions. Later on, the location of the venue is highly crucial 

as it is necessary to be easily reachable for all the attendees.  

After the whole venue is prepared, the right group of people must be working on the event. The 

event team must be introduced to all the possible questions that can be asked by the attendees and 

ready to help at any moment (Hill, 2017). Communication to delegates is vital to ensure they have saved 

the date plenty of time in advance giving attendees no reason to miss it. Engaging with them beforehand 

is likely to increase attendance and also their motivation to be there on the event and to communicate 

with everyone. A space for networking should be running smoothly and offer a wide variety of food and 

beverage to satisfy different kinds of people. That networking area is sometimes an essential part of the 

event as most memorable moments tend to happen around food, drinks, and free time. Lastly, and 
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probably the crucial point for the attendees, is the agenda of the event, and the presenters and topics 

are going on. The schedule should vary in many senses and has to have a nice mixture of keynote 

speakers, panel sessions, and energetic hosts to keep everyone interested. 

Value co-creation is becoming one of the most trending factors in event organization but is still 

kind of ignored by both academia and practice. Victoria wrote for Eventtia (2017) about the real value 

of event co-creation and how it all works. Event co-creation is a powerful way to boost attendee 

interaction and participation. It is required to think differently, beyond traditional audience engagement 

tricks to keep up with this practice. It happens often that event organizers focus on engaging the 

participants in the discussions, but without any ways to actually co-create common values. It is trendy 

among the organizers to use gamified systems that usually fire up the participants' competitive feelings. 

Participants tend to engage in combat strategies and compete against others to reach a high score and 

be motivated to earn more points than others. This approach may produce a certain degree of fun, but 

it will prevent the audience from enjoying the collaborative opportunities during an event. 

For the reasons mentioned, providing proper value co-creation spaces and possibilities seems to 

be one of the most critical factors when organizing business events. It affects attendees' satisfaction 

positively in most cases, and a friendlier and engaging atmosphere is going on. However, it is also a 

pretty hard task to provide everything needed for a great value co-creation amongst everyone at the 

event. The first thing to consider is to create a safe environment that will allow participants to interact 

and collaborate effectively, both amongst them and the organizers. Second, event co-creation cannot 

happen without an experienced facilitator; someone who knows how to make the audience feel at ease 

and encourage active participation. Third, for an excellent co-creation experience, it is also essential to 

use some of the event technologies such as live polls or quizzes, voting tools, and gamified event systems 

that can provide a robust base for efficient and flawless co-creation. Other than just that, it will gather 

useful data for everyone after the event and after everything gets checked. Lastly, a key element to 

integrate the attendee experience is to ensure a coherent event co-creation journey. It rarely happens 

that the participants start engaging straightaway without any previous contact, which is why event 

organizers must accompany the attendees through the whole event and point to the goals and rules of 

value co-creation.  

To conclude, value co-creation on the events is a rising trend in the event industry and has to be 

cautiously planned due to the differentiation amongst people. Some might not want to engage and 
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create values on the events, and some might overdo it. The most important is to keep it balanced and 

let it work through people's flows. 

2.4 SUMMARY 

The academic literature and the industry-relevant perspectives provide insights into the business 

event industry that explains the main characteristics, but still not getting in details that are yet seen as 

common professional knowledge and not being academically researched. It is understood that the 

event's primary purpose is to bring the people together under the same roof to fulfill their social needs 

and, at the same time, interact with the world differently than in their usual surroundings. It is seen that 

a significant number of business possibilities arise from constant interaction amongst people, which is 

also one of the reasons why networking became so prevalent in the industry. 

  Furthermore, events are separated into different groups according to the type, size, 

location, sort of attendees, and similar differences amongst them. In this case, it is first visible that the 

academic literature and industry relevance have some differences, whereas the academia is talking 

more about the MICE type of business event separation, while the industry separates them according 

to internal and external corporate events. Nonetheless, the actors of events are in both cases seen as 

takers or givers of value, depending on whether they are a part of the organization or attendees. Besides 

that, the literature presents that there are variations amongst the stakeholders of business events as 

they differ in their demands, expectations, and the goals they set regarding the event outcomes.  

The academic review shows that there are various motivations to attend or organize business 

events, and are usually related to social aspects, business growth, and education. It mainly concerns 

actors of events differently, as value takers' goals are usually unalike to the ones from value givers.  Later 

it is seen from both academia and industry that by value givers, business events are often used as an 

event or experiential marketing tool to promote the company's core values, new products or services, 

or to educate their stakeholders. On the other hand, value takers tend to use business events as a 

platform to grow their network, build relationships, educate themselves, and get inspired. 

Due to the reasons mentioned earlier, it is imperative to plan the event well in advance to be 

able to provide everything needed for all the stakeholders of the event to satisfy their demands. 

Academia and industry are a little differentiated here as academia tends to write about different types 

of people and factors that have to be taken into consideration while the industry is writing more about 
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the steps on how to screen people's needs and demands. Nevertheless, in the end, it is proven that a 

clear understanding of the types and preferences of people should be taken as a base to conduct a better 

screening of people's needs. Those needs are always different, which makes it a tough task for event 

organizers always to be successful and trending. Things like location, facilities, guest speakers, 

coordinated employees, social activities, food & beverage, and many others have to be taken into 

consideration and organized strategically to fit the biggest crowds. 
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3. META-METHODOLOGICAL APPROACH 

In the years of experience within the event industry we had, we have been faced with many 

challenges that are rarely covered in any of the literature that we found. That is the main reason why 

we want to take a different approach to our research. We want to argue for the qualitative nature of 

our project due to the social category it finds itself in and how it would benefit a lot more from 

understanding people’s accurate opinions and feelings than from unrevised literature from more than 

ten years ago, or even numbers. 

We believe that it is essential to take into consideration everybody that goes to an event 

(organizers, participants, guest speakers, sponsors, students, etc.) to avoid some problems we found 

with the current literature. Two recurring issues are how the literature is focusing on only one side of 

the event (planning, attending, or sponsoring) at a time and how it is concentrating on classic key 

performance indicators in an industry where experience is crucial and cannot be calculated with a 

mathematical formula. 

A method that allows us to get that information is explorative interviews, where we enable the 

interviewees to answer in a very open matter, which is going to provide a lot of valuable insight into the 

real world of events that can cover all angles. This data collection method is relevant for achieving our 

primary goal: discovering types of values that are at play for each category of actors and exploring the 

extent to which givers and takers agree on those values. To do so, we will be looking at expectations 

created, motivation and reasons to attend business conventions as well as the difference between what 

creators of value think they are offering compared to what the receivers of value took from the event. 

Through the interviews, we want to cover as many aspects of events, such as destination, social 

activities, talks, panels, food, extra services, and uncover even more, that are important for the providers 

and the consumers. We have used our previous expertise to set up the first line of questions; however, 

during the interviews, people were encouraged to go into details, so we could follow their train of 

thought and round back to our main topic in the end. 

Although we are interested in business conventions as a whole and are looking for general 

answers in matters of expectations and values, we are also curious to hear people describe a specific 

memorable scene or moment from a business convention. Them describing such an event plays a 

significant role in our thesis, as we combine the values, they can articulate with the values that arise 

from their memorable event. To further increase reliability, we rephrased some questions about values 
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(e.g., why they would recommend other people to participate at business conventions) and asked them 

again at the end, instead of explicitly asking for what they find valuable at business conventions.  

The interviews helped us grasp the essence of what we are planning to research, which allowed 

us to refine the questions more and more with each conversation. Consequently, the second method of 

gathering primary data was a survey constructed after the interviews were transcribed and coded. The 

survey aimed to collect more quantitative data that can ultimately be compared with the coded 

qualitative data from the interviews. The survey data set does not cover different subjects than the 

interviews, but it allows us to add scales to the questions that have been answered through the 

interviews and find out to which degree some answers can be generalized. 
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4. RESEARCH DESIGN 

For this paper, we are adopting the epistemological position of interpretivism, as we are 

employing a research strategy that respects the differences between the actors involved at events and 

studies their different perceptions of reality. Because our topic has not been extensively studied 

recently, we will benefit more from a mixed-methods study, so we can generate more information 

instead of testing a theory (Bryman, 2016).  

The primary method is the qualitative method. This will provide the paper a high validity because 

it allows us to follow people’s narrative and grants us access to hidden or unarticulated meanings. While 

the validity is higher than a positivism approach, the reliability and replicability are quite low because 

we cannot conduct the same interviews on a different sample and ensure we will get the same results. 

The small scale of the research prevents us from generalizing. However, it is not our goal to create a 

theory but to present a new perspective on value-sharing at events that hopefully can help organizers 

plan better according to their type of events and target audience. The participants, companies, 

entrepreneurs, guest speakers, or students, can also benefit from being more informed about the value 

dynamics at business conferences. 

The second data collection method is a self-administered survey. We found it valuable to add 

quantitative data as well, which can reveal to what extent the qualitative data is relevant or not. The 

mixed method makes sense for our project because as relevant as it is to get accurate numbers and 

calculate data, it is even more essential for us to understand where the numbers come from through 

qualitative data. We believe this research to be necessary because it only builds upon already existing 

knowledge and brings new information and perspectives for the event industry.  

4.1 DATA COLLECTION 

A. PRIMARY: QUALITATIVE – SEMI-STRUCTURED INTERVIEWS 

For this research, primary data has been gathered through exploratory interviews of a semi-

structured nature to gain insights into their thought process. The interviews were approached with an 

open mind. While we knew the areas of interest that we believed were important to be discussed 

because of gaps or differences in the literature, we informed the interviewees that their purpose was to 
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learn about their perspectives. They are free to drift away from a topic at hand if they believe it is not 

as crucial for them as another factor that we have not mentioned. 

Participants for the interviews were found based on the categories: organizers, guest speakers, 

company representatives/entrepreneurs, and students. Organizers were found through researching 

notable event companies in Europe and large conventions in the upcoming year (2020). They were 

contacted through the social platform, LinkedIn. From there, the participants willing to participate in the 

research were asked to decide whether they would like a face-to-face interview or online. As we were 

planning on attending a large business convention (Dani Komunikacija) in Rovinj, Croatia, we contacted 

the people who planned on attending that event. The guest speakers were contacted through the same 

process. First, we have found large business conventions and gathered names from their websites. They 

have been reached on LinkedIn as well.  

In order to find different companies and entrepreneurs, we have used multiple means, such as 

researching the participants at business conventions, our network, list of companies that CBS has 

worked with for case competitions and career day, different job sites where we selected “start-ups.” 

They were contacted either through LinkedIn or their own mail/phone if it was listed on their website. 

We have focused more on start-up because it was easier to find the right person for our interviews. 

Large companies have not been as responsive as we had hoped. The students were selected from our 

network, reaching out to them on Facebook. 

For the interviews to be used in our thesis, the interviewees had to have been involved, attended 

and/or organized business conventions. By the end, a total of sixteen interviews were conducted, further 

divided into five organizers, four guest speakers, four company representatives, and three students.  

Because some of the individuals we have interviewed are CEOs, organizers, or keynote speakers, 

therefore, with a full schedule, most interviews were kept to around 15-25 minutes each. The interviews 

had to become more in-depth only if their programs allowed us to. All interviews were conducted 

between February and May. Soon after we set a date for several interviews, the COVID-19 outbreak 

reached Europe, which led to worldwide events being canceled. The immediate response caused most 

of our potential interviewees to cancel, forget, or never reply during the whole research process. The 

interviews we did conduct were recorded on the phone and later on manually transcribed and coded. 

Examples of questions that were asked during the interviews can be found in the Appendix 1. 
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PARTICIPANT OVERVIEW: 

David Orlić (Guest Speaker): A multi-awarded communications expert with 15 years of experience 

ranging from the corporate strategies to the political campaign trail, David Orlic is changing the 

landscape of the communications industry with a proven track record of building brands, businesses and 

social ventures from zero to one. 

Ari Popper (Guest Speaker): A visionary whose innovation house SciFutures works with Fortune 500 

companies and writes visions of the future to help clients see things from a different perspective and 

produce innovative solutions to their problems. 

Dr. Poornima Luthra (Guest Speaker): Award-winning educator, corporate trainer and consultant who 

is deeply passionate about Inclusion & Diversity, focussing in the area of cultural and generational 

diversity management, and the future of education. Founder and Chief Consultant of TalentED. 

Mia Negru (Event Organizer/Speaker): A speaker, moderator, mentor, workshop facilitator, 

development facilitator and motivator for moonshots dreamers. As a development facilitator, she 

teaches people how to build meaningful relationships and grow their businesses. 

Arne Jorgensen (Event Organizer): One of the organizers of Trends & Traditions from the first event in 

2015 where he has contributed ideas and concept development, optimization and DNA to the event. 

Ivana Maravunac (Event Organizer): A marketing professional recognized in the local community 

through the creation of fun and educational events that brings just the right audience for a particular 

brand.  

Jana Milosevic (Event Organizer): Jana has a bachelor’s degree in Cultural studies with experience in 

event management and organization. Her experience is mostly related to non-profit organizations, but 

she has attended and organized many international events and conferences making her an adequate 

participant for the study. 

Tara Maula (Event Organizer): An ambitious and self-driven person that manages her time effectively 

enough to volunteer, work and enjoy the whole process of education, self-growth, and horizon 

expansion. Has experience in leading an international group of students and in organizing and 

coordinating different types of events 
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Christian Faurschou (Company Representative): A designer with years of experience in concept 

development and creative brand management. Has been a part of brand design for many popular brands 

like Joe & the Juice.   

Kian Petersen (Company Representative): A business minded person with experience in operation and 

project management. He has been working in the service industry for the last 8 years and now specializes 

in events/conferences within the pharmaceutical sector. Within the scope of project management, his 

key areas of focus are client participation and gamification. 

Thomas Dickson (Company Representative): Extremely skilled industrial, graphic and exhibition designer 

that graduated in industrial design and in journalism, and today runs the design consultancy Dickson 

Design.  

Thomas Rud (Company Representative): A brand manager responsible for developing and defining 

design standards, and adapting them to each retail store, show room or trade fair. Furthermore, 

possesses knowledge in all building processes from sketch to presentation and of course with regards 

to the finalization of the stores. 

Diego Gonzalez (Student): Student of Business and Development studies at Copenhagen Business 

School. His affinity lays in connecting the developed world with emerging markets with the idea of 

creating a positive impact while obtaining profit from it.  

Lucija Soric (Student): An event organization student with many international experiences and with a 

great overview of business convention activities due to the high number of conventions participated.  

Nina Viljanac (Student): A passionate volunteer with background experience in Online Journalism. 

Studying culture studies and working in sales promotions for Electrolux. Besides that she is in charge of 

social media profiles of ESN Osijek. 

B. PRIMARY: QUANTITATIVE – SELF-ADMINISTERED SURVEY  

The survey has been used with two intentions. One of its purposes was to gather quantitative data for 

the research and the other to reach the individuals who could not afford to spend time on an interview. 

The survey was created after the interviews to obtain quantitative data that can provide more insight 

into the perspective of the interviewees. In case the survey data set supports the interviews, it can 
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improve reliability. The survey was active during the whole period of our research, except for the last 

two weeks, as we believed we had enough answers to conclude our thesis. 

The questions were mixed depending on the type of data that was needed. Our questions were 

structured and unstructured as some required the participants to fill in text boxes with their responses. 

Screening questions were in place to ensure validity and reliability, and such questions were a multiple 

choice for more accessible coding. Likert scale type of questions has also been included to get a better 

and structured overview of the peoples’ thoughts.  

The survey was posted on both of our social media profiles (LinkedIn and Facebook) as well as in event 

groups on the aforementioned platforms. The event groups consisted of people with interest in this 

industry. The screening process was included in the survey under the form of “Have you ever attended 

business conventions?”. 

As the purpose of the survey was to save time for the participants, they were only administered online, 

and it only consisted of 20 questions, which took a minimum of 10 minutes to be answered. 

In total, we have gathered 68 responses; however, not all of them were finished. After filtrating the 

finished from unfinished, we have gotten 51 finished responses. From the 51, we excluded all the 

subjects that answered that they never attended a business convention. Out of the 39 remaining, three 

did not answer the text box questions and filled the boxes with random letters. In the end, we were left 

with 36 answers distributed as follows: sixteen (16) students, eleven (11) company employees, and five 

(5) entrepreneurs. We have added the entrepreneurs in the category of “company representatives”, as 

they represent their own company. 

C. SECONDARY 

This study serves a purpose for both the academic side, as well as the industry side. As a result, 

we have to include both in the literature review, so we emphasize the similarities and differences. Before 

we have collected the primary data, we have reviewed all the secondary data that was considered 

relevant for our subject. 

Google Scholar has been used to get access to the articles necessary. We were interested in the 

most popular articles under the subject of the ‘event industry’. Because our thesis is focused on business 

events, we had to narrow our research more and more. However, we have kept the generic ‘event 
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industry’ articles as we need a base for general events. Having several sub-questions to our research 

question helped narrow down the search by using keywords included in the questions, such as ‘value 

creation’, ‘co-creation’, ‘experience marketing’. 

After reading the more specific literature, we have used the snowball strategy. Within each 

article, when something essential for our thesis was brought up, we would go on to collect data from 

the article referenced in that relevant part. The downside of snowballing was that we were going more 

and more back in time. We had to restrict the publishing date as we felt that the data we had at the end 

was too outdated, as were some books used for event planning. The most recent articles were found by 

filtering the date they were published at. Once we have read the materials, we have realized that there 

is not enough current data on events; however, we have used most of the relevant articles to achieve 

some type of validity to our experience. The reliability is debatable as we do not believe articles from 

more than fifteen (15) years ago can bring so much value to our paper, as we think this industry has 

evolved a lot. Events have many layers that have been discovered and employed in the last couple of 

years, which is not covered in the old articles. 

Most of the articles non-related to events, but value, knowledge, management, customer 

journey, and service have been taken from our curriculum from Service Management at Copenhagen 

Business School.  
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4.2 DATA ANALYSIS  

A. NVIVO: THEMES & CODES  

As our method counts as qualitative data, we have found a way to quantify it through a program 

called Nvivo. This allowed us to classify all our interview transcripts into different cases (givers and 

takes). We gave each individual case attributes such as gender, experience, role (giver or taker) as well 

as a specific role (organizer, guest speaker, company representative and students) so we can analyze the 

differences between them on different levels and examine their contributions to the process of value-

sharing. 

 Picture 1: Actors of Business Conventions (own creation) 

The first step was identifying different codes based on the questions that were asked. After we 

have discovered a few recurring themes in the answers, we have proceeded to go more in-depth with 

the themes, and we have identified codes that could illustrate the opinions and knowledge of all 

different actors (organizers, guest speakers, students, and company reps). The answers were coded 

according to the meaning we, as researchers, agreed upon, following terminology from the event 

industry and our study of Service Management. Having the codes for the slightest differences in beliefs 

facilitated our discussion and data analysis, as it presented a systematic way to go through our 

interviews and get a clear perspective that used numbers and percentages. 
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Picture 2: Themes codes in Nvivo (own creation) 

The themes represented essential areas of discussion relevant to our research: expectations, 

value exchange, the importance of factors such as destination or topic relevance. We had a total of 

sixteen (16) interviews, which is why under Files are no greater numbers than sixteen (16). References 

represent the number of codes accumulated under the theme. The reason there are more references 

than files is that each subject identified, for example, more pressing problems under the theme of ‘Issues 

with events’. 

 

Picture 3: Theme “Issues with Events” and its children codes in Nvivo (own creation) 

At a code level, the numbers between files and references coincide, because we were careful 

not to code each time the participant mentioned the issue, but rather whenever they addressed a 

different matter. Although we have themes such as ‘Culture’ or ‘Experience’, they were not intended to 

be used in the research. They were coded still because we wanted to have them available in case there 

were too many discrepancies between the findings, and they could maybe explain why. 
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Different strategies could have been used when coding; however, we have settled on one that 

made it easier for us to identify perspectives on crucial subjects such as key performance indicators for 

a successful event. 

B. QUALTRICS & GOOGLE SHEETS 

The survey was administered through software called ‘Qualtrics’. We preferred this software as 

it was provided by Copenhagen Business School and granted us free access. However, it was only used 

for collecting the data, as we encountered problems with analyzing it. We have exported all the answers 

into Google Sheets and analyzed the data from there. All the graphs used in the findings are made in 

Google Sheets. 

4.3 CRITIQUE 

We consider our data collection methods appropriate for the type of study we conducted. They 

have provided us with valuable insight and allowed us to understand people’s perceptions, expectations 

and reasons for attending events. The quantitative survey has validated our data in several instances. 

We do, however, believe that the research could have benefited from larger sample size and more 

insightful survey questions. We would have liked to find out not only what values they care about, but 

to which extent they care about each individual one. The survey would have been a lot longer, which 

would increase the chances of people dropping out from it, so we decided to keep it short and necessary.  
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5. FINDINGS & DISCUSSION 

REASONS TO GO TO EVENTS & MOTIVATION  

When presented with the opportunity to go to an event, most people will go through a process 

called decision-making, where a lot of factors are being acknowledged and analyzed. In this case, some 

examples of factors can be the type of event, the opportunities presented at the event, the necessity of 

attending it. The codes used for determining different reasons to attend events are as follows: 

- brand awareness: presenting yourself, your work or your company  

- expanding the network: meeting new people with whom they can cooperate for           future 

projects  

- knowledge: facts and information they did not have before 

- overall inspiration: experiencing a burst of creativity 

- relationship management: solidifying connections with clients 

- traveling: experiencing new places, cities, countries 

Picture 4: Codes under the theme of ‘Reasons to go to events’ (own creation) 

We asked our subjects what the main reasons to go to an event are, and one of the most popular 

reasons to go to business conferences is ‘overall inspiration'. While the intensity differs between 

categories, it was still the most mentioned. Six (6) out of the sixteen (16) people interviewed found 

‘inspiration’ as a powerful driver for organizing or attending events.  

Inspiration serves a different purpose for each category. For example, the students and company 

representatives use it in their regular life or their current projects; the guest speakers are searching for 

inspiration to discover how to think, do or see things in a different, more challenging way. 

  



 

 42 

 

“Looking for something that would inspire me to do my projects.” 

(Student, Lucjia) 

“Find specific products for special projects.” 

(Company representative, Christian F.) 

“We’re looking for ideas and how we can do things differently, we’re looking for inspiration, and 

actually, you get a lot of inspiration from a lot of these events that you go to.” 

(Guest Speaker, Dr. Poornima Luthra) 

A reason with the same worth was ‘expanding the network’. The categories which had the most 

mentions were the organizers, who are the people that need an extensive network to create value-

packed events. 

“Also, it’s a place to meet a lot of like-minded people.” 

(Organizer, Ivana) 

Only one company representative expressed ‘networking’ as a reason, but not a primary one. In 

contrast, the other ones mentioned other values more important, however still closely related to the 

networking aspect. A standard answer within the company representatives is ‘relationship 

management’. They have explained that most of the time, they attend business conventions where their 

suppliers, clients, or partners are as well and use it as an opportunity to develop better relationships, 

learn more about them and ultimately perfect their service. One organizer expressed the same opinion. 

“It's a very informal way of meeting other people in the industry and an efficient way of connecting 
to the market, instead of only talking to the suppliers online.” 

(Company Rep, Thomas R.) 

“Our main goal is to keep the client happy, to come up with new and creative ideas, to keep the 
people who go to conferences engaged.” 

(Company Rep, Kian) 

“I do believe it is the way to actually create relationships. Start relationships with customers and 
with other relevant stakeholders for both parties.” 

(Organizer, Mia Negru) 
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Two (2) other reasons, with five (5) mentions, each are ‘traveling’ and ‘knowledge’. Although 

traveling does not necessarily play a big part in decision making for matters of attending or not attending 

the events, it is considered a big plus. We have established before; students prefer accessibility because 

of financial reasons; however, the category of guest speakers and company representatives have both 

expressed their joy for having to travel for an event. We must be aware that people who described 

“traveling” as a reason for attending events are also the same people who do not have to pay for 

attending them and have their costs covered by either the event or the company sending them there. 

“I think if it's a new venue, it’s always attractive because then I get to see a new place. I 
love traveling, and I love different cultural interactions.” 

(Guest Speaker, Dr. Poornima Luthra) 

“A day you use at the fair is minus a day in the office, but if it’s a successful event, it’s totally 
worth it.” 

(Company Rep, Thomas R.) 

“Third (reason) is an excuse to go somewhere.” 

(Guest Speaker, David Orlic) 

Lastly, knowledge plays just as big of a role as the previously mentioned reasons. Organizers, 

students, and guest speakers put their personal growth as a reason for attending and organizing such 

events. 

“Getting to know yourself and learning something new.” 

(Guest speaker, Dr. Poornima Luthra) 

 

DISCUSSION: EVENT ATTENDANCE MOTIVATION  

STUDENTS 

Maskell et al. (2006) explained the role of events is to facilitate the connection between 

companies and business people. Nowadays, most business conventions are very inclusive of anybody 

with interest to join, which adds new potential audiences to their target group, such as students. 
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In the research made for this paper, we have found that 43% of the students surveyed are 

actively attending such events, and some of the ones not attending never got the opportunity to, and 

yet they expressed an interest to go. In the interviews conducted and the survey, we have found out 

that for this specific audience, one of the motivations that drive them to attend is ‘inspiration’. This 

factor is essential for them as most of the students are still looking for their future paths and therefore 

are looking for directions towards it at such events where different companies are gathered under the 

same roof. Not only the companies present at the conventions bring in a lot of value for the students, 

but guest speakers as well, hearing success stories, failures, and learning how to deal with any obstacles 

in their career.  

During the interviews, networking and new knowledge were also mentioned by the students, 

and the survey provided us with data that states 25% of the students agree on one reason as well as the 

other. Based on academia and industry research, this result was expected as they are the most common 

reasons why an individual would attend events (Deery & Jago, 2010; C. Foley et al., 2014). However, we 

find it interesting that neither was the main reason for this specific audience.  

COMPANY REPRESENTATIVES 

Both academia and industry professionals recognize the importance of connecting with people 

for professional reasons and while that is not something we want to contradict; we want to shed light 

on the fact that most of the literature does not define who participants are. In our research, where we 

defined the participants by their specific roles, it was clear that they all have different goals they want 

to achieve at events. We have discovered that while the other actors fit the framework set by academics, 

the company representatives are more focused on maintaining the relationship with the clients and 

suppliers they currently have, as well as improve or create new ones. From our perspective, after 

conducting the interviews with the company representatives, the difference between networking and 

finding new suppliers/clients is the time constraint because the latter has immediate results, while the 

people in your network are not necessarily ending up in collaboration amongst each other. As Maskell 

et al. (2006) states and company representatives agree, companies can gain a lot from business events 

as they provide a perfect opportunity to engage with different stakeholders in a more informal way, 

which can strengthen their relationship. 

In 2003, Davidson stated that not all reasons for attending an event have to be so serious and 

formal, and brought to attention the need to take a vacation. In our research, we have discovered that 
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while it is not entirely true for all actors at an event, it definitely plays a significant role for the company 

representatives who are happy to get a day out of the office. This brings some valuable insight for the 

organizers as they should acknowledge that even though companies send their employees there for the 

company’s interest, personal preference plays a big role in an individual’s expectations and they should 

plan the conference accordingly, so their needs are met. Taking advantage of the delegates’ excitement 

about traveling, with the right action organizers can also increase a destination’s popularity and 

encourage economic growth in that area, as indicated by Foley et al. (2010). 

During the research, we found out that the other factors such as inspiration and knowledge still 

have to be taken into consideration when trying to match company representatives’ expectations; 

however, they did not hold as much importance as the previously mentioned ones.  

GUEST SPEAKERS 

As the literature is scarce on guest speakers at events, we find great value in providing 

information about their reasons to go to events. As mentioned beforehand, the literature and the 

experts are agreeing on the main reasons to attend events, and that also correlated with our findings, 

however, they fail to identify the intensity to which they matter to each target group. We have found 

that guest speakers are very eager to gain knowledge as much as they want to share it and that their 

goal is to achieve further personal growth besides only preparing content for their talks. Other than that, 

they are gaining greater visibility in this way as a wider audience will see them, and in that way will 

promote themselves and their brand or values more efficiently. Another point organizers have to be 

aware of is that many guest speakers might be part of a convention due to their traveling desires and to 

how appealing the location is. This is a statement to the importance of the link between business and 

leisure that organizers can take advantage of in order to attract otherwise unreachable personalities. 

We believe that all business events have the ability to provide some sort of new knowledge or 

inspire the participants and that is why the insight we got from company representatives and guest 

speakers is highly valuable to the industry professionals - because they bring new reasons to the 

discussions. Those reasons hold more importance than the typical reasons as they might be also aware 

they can get that information on other platforms, but what is unique and turns a “maybe” into a 

“definitely attending” are factors that we would not have thought about, such as location or the event’s 

target audience, for the companies to reach most of their partners. 
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EXPECTATIONS 

Another topic of discussion during the interviews was expectations and if they create any before 

attending a convention. Only eleven (11) out the sixteen (16) interviewees addressed this question. The 

rest expressed opinions similar to:   

“You never know what you’re getting out of it until it's over.” 

(Organizer, Tara) 

As seen on the bottom line, three of the guest speakers, three organizers, three company 

representatives and two students addressed the topic. Some of the interviewees enumerated more 

expectations; therefore, some factors have more counts. Recurring mentions have been: 

- inspiration:  experiencing a burst of creativity 

- knowledge sharing:  facts and information they did not have before 

- networking & business relationships: connect with new people, clients/suppliers or potential 

partners 

 

Picture 5: Codes under the theme of ‘Expectation’ (own creation) 

Findings show a distinction between what the organizers expect the participants to leave with 

(knowledge), compared to what the participants expect, such as ‘networking’ and ‘inspiration’. It seems 

company representatives and students care equally about these factors. The guest speakers seem to 

have their expectations for what the takers will leave with, in agreement with the takers themselves. 

“They will get informed, inspired, and I think they will be provoked. They will need to think about 
things differently.” 

(Guest Speaker, Ari Popper) 

 “Inspiration mostly, see what's new and also try to find specific products when I am attending the 
events for special projects and also to meet suppliers and connect with them.” 
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(Company Representative, Christian) 

SURVEY RESULTS 

The survey is backing up the expectations of the interviewees, as the most substantial part of 

takers who attend events regularly mentioned that meeting new people, networking, and potential 

business opportunities are very high on the list of their expectations. The second in the survey comes 

significant content/knowledge/updates from the industry for both students and company 

representatives. 

DISCUSSION: EXPECTATIONS  

In 2001, Ojasalo presented a table with several authors who have studied expectations, how 

they are created (personal needs, past experiences, marketing communication), and how to manage 

them. Through our findings, we know that participants of events are expecting a high degree of 

networking, forming relationships, being inspired, and leaving the event wiser. Managing one’s 

expectations is key to having a great experience, and to properly discuss event expectations, we would 

first like to compare takers’ expectations with 1) what they found unsettling at events, or general issues, 

as well as 2) important values they left the event with. 

In order to do that, we have to introduce different types of expectations, such as the ones 

Ojasalo (2001) mentions: explicit and implicit. He also refers to a third type called “fuzzy expectations”, 

but they are not relevant for our purpose, as they are common in other industries than the one we are 

focusing on. The explicit expectations are the ones that are stated, leaving no room for any doubt, while 

some implicit ones are not explained and can be easily overlooked by the provider of service. Our 

findings reveal three explicit expectations: networking, inspiration, knowledge sharing. The interviewees 

have all attended at least three events in the last year, so it is safe to assume that the expectations they 

have stated are coming from a place of past experience. We have not interviewed people that never 

attended a business event, so we have no data regarding how people create/manage expectations 

before attending their very first event. 

The same people who stated their expectations for an event did not report issues with the event 

that are related to said expectations. One reasoning could be that the standards set by previous business 

events they have attended, consist of fundamental value propositions (VP) of business conventions, 

therefore it is difficult for the event to disappoint in those areas because it is only natural for the 
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providers to deliver their VP when they were the ones who set it. The issues they had at events were 

quite different and would be discussed below in detail. However, an intriguing hypothesis is that the 

problems reported have been instances where the event did not raise to their implicit expectations. 

Here we can argue that the reason participants categorized their disappointment as an ‘issue’ but not a 

failed event is because their explicit expectations were met and they can rationalize that although they 

had some unarticulated expectations, those not being encountered did not ruin the event. Ultimately, 

going through this process can only provide them with more knowledge and allow them to express their 

concerns through feedback to make the givers aware that there might be some new VP they can add to 

their events to satisfy more people.  

Because the survey consisted of more people than the interviews, we have also noticed that 

company representatives stated more diverse expectations in the survey compared to the interviews, 

while the students stayed focused on the three ones, as mentioned earlier. Because company 

representatives from our data sets have attended more events than the students, they have become 

more aware of their needs and, therefore, explicitly stated that they also expect a certain quality of food 

and snacks, fun activities, and an impressive location/venue. Although the interviews were not rushed, 

during the survey, they had time to think more without having to answer immediately. We would like to 

argue that this statement “Customers do not always have a clear understanding of what they want from 

the service provider” (Ojasalo, 2001, p. 202), is not entirely true, as we can see a connection between 

people who have attended a lot of events and how many expectations they mention. 

When compared to the values they stated they received (explained more in detail on page 63) 

we can notice both similarities and discrepancies. The codes within the theme of ‘expectations’ are also 

found in the codes for the ‘value offered’, however, they differ in priority. While networking and new 

connections were highly expected, in the end, takers felt like ‘novity’ was the thing they valued the most. 

Company representatives have indeed achieved their goal of talking to their suppliers/clients. However, 

it is not always that it is easy to socialize with new people, to quote one person from the survey “the 

terrible awkwardness of networking, joining a circle of people who are already having a conversation, 

and talk about yourself”. Organizers have to always keep in mind that if “networking” is a big part of 

their VP, they have to consistently facilitate it by creating opportunities for everybody to engage in 

discussions in the breaks. Another recommendation is also allocating time for workshops that have a 

goal of creating a connection between people. 
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Regarding the quality of all the workshops and activities, Dixon et al. (2010) make a relatable 

point in their article. They state that people will care a lot more about the promises they were made and 

if they were kept, rather than how well they were kept. This assumption is based on the findings that 

say loyalty towards a company, or events in our case, is not built on how much the customer is 

overwhelmed with positive experiences. What matters most to them is the extent to which they have 

to work to solve a problem they have. It is highly indicated that organizers, as much as they try to set up 

the most optimal schedule for an event, always be ready to fix issues right from the start.  

TOPIC IMPORTANCE & RELEVANCE 

While conducting the interviews, we have noticed a difference between what the guest speakers 

prefer to talk about, so we started asking the other participants if the topic has any influence in their 

expectations or overall experience at the event. Out of the sixteen (16) people, only twelve (12) 

answered because we had already conducted four (4) interviews before we realized this might be a point 

of interest. The following graph presents their opinion about what givers prefer to offer and what takers 

prefer to hear:  

- interesting & out of topic: this provides new knowledge that is not necessarily applicable in 

their field 

- relevant: strictly connected to their interests 

Picture 6 presents the cell values as a row percentage because it illustrates the difference 

between their preferences and between the categories better than column percentages would as some 

people cared equally for both topics. Therefore, ‘Givers’ n=9 as a result of the number of mentions in 

total for both codes, not the number of givers who answered. Same applies for ‘Takers’. 

 Picture 6: Codes under the theme of ‘Topic Importance’ (own creation) 

When selecting the type of events people would like to organize or attend, one must consider 

the theme and topic of the event. The topics can either be relevant to the target audience or only 
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interesting and appealing to the knowledge thirsty individual. When not categorized in any of those two 

attributes, a talk or an event becomes very demotivating for the participants.  

The opinions are equally divided when it comes to importance or relevance between the givers. 

Considering every giver interviewed has either a primary area of expertise or a broad knowledge, it 

becomes a game of mix and match between the organizers and the speakers to create a balanced event.  

On the other hand, the takers are more inclined towards interesting topics. Two out of three 

students prefer hearing about the interesting topics and considering that students are the ones with a 

raw thirst for knowledge, it makes sense they are curious about many things to make educated choices 

regarding their future careers. The reason for their disinterest in relevant topics because they usually is 

not too entertaining. 

“More interesting topics are a lot better on a big event as the focus on relevance can be low without 
something to kill the boredom.” 

(Student, Nina) 

Amongst the company representatives, the opinions are also divided between interesting and 

relevant. While the common choice is a relevant event because of their company’s needs, as individuals, 

they prefer the interesting as they believe new knowledge can either help them think differently in their 

work. One can argue that the differences between their opinions are connected to the type of industry 

where they operate. The differences in opinion are relative to the field the company representatives 

work in. For example, people working in marketing or business administration can afford to attend 

exciting talks because they might still provide some insights; designers’ choices could be more restricted 

as they need to finish their projects. 

“I would choose interesting because if it is interesting, you can always draw something relevant 
from it. For me it’s very good because you get new points of view on very different levels, it doesn't 

have to be for exactly the purpose you're there for.” 

(Company Representative, Christian F.) 

“I am inclined to say interesting because they might make you think of different things, and you can 
use that in your work.” 

(Company Representative, Thomas D.) 
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SURVEY RESULTS 

The survey did not present a single question regarding the preference between interesting or 

relevant topics. Still, it was a part of the categorization of attendees' most enjoyable activities of business 

conventions. Therefore, for the students, relevant topics got sixty-six (66) points and second place (out 

of six), while the interesting ones got fifty (50) points and fourth place (out of six). Oppositely, in the 

case of company representatives, relevant topics got forty (40) points and fifth place, while interesting 

ones got 36 points and sixth place.  

DISCUSSION: TOPIC IMPORTANCE & RELEVANCE 

The next business event factor that we researched is the topic relevance and the importance 

behind the structure of presentations. It often happens that participants lose their focus during the 

event activities that lead to low satisfaction levels and lower engagement. According to Vrabie (2013), 

the focus is hard to keep if the activity is monotonic and has little variations of interest achievers 

(moments that get people included).  

Thus, in the research, the interviewees were asked questions about the topic relevance and their 

preferences. It was followed by the discussion on what they prefer, the more interesting topics that 

consist of not only the central theme, but also of some round stories, or the highly relevant topic that is 

talking strictly about the theme and its details. 

Both interesting and relevant topics have their voters, but it is seen that overall, the students 

and the company representatives prefer more interesting topics as they tend to lose focus if the 

presentation does not have different turns. It is usually discussed that when the presentation is 

interesting, they get inspired and want to hear even more. Oppositely, they mostly say that when the 

topic is too straightforward, they get bored because they can get the same thing by just sitting home 

and reading about that topic online. The goal for them from the business conventions is to get the 

reasons to start discussing topics with the other attendees, rather than just hear about something and 

end there. On the other hand, some prefer the highly relevant topics as their main motivation to attend 

the conventions is to educate themselves further. Their goal is mostly to get deeper into a topic and 

learn about every detail there is.   
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Overall, both types of topics should be included in the business convention as two large groups 

are wanting both interesting and relevant topics, and both are important for the event operations. 

Huang (2016) stated that the participant’s motivation consists of selling activities, information gathering, 

exhibition image, and joining the event. It is imperative to take a few tips into consideration, such as 

booth attractiveness, content abilities, access to information, ways of registration and similar. TED talks 

have been using the 18 minutes rule, as they considered 18 minutes were enough to deliver valuable 

information but short enough, so the people are still paying attention (Bradbury, 2016). 

In the end, it is seen that there is a link between academia and this research about the need to 

include both types of content on the business conventions to achieve the best possible results. 

DESTINATION 

According to the literature (Hultsman, 2001; Jung, 2005) location and the venue is a crucial part 

of any business event. Besides asking if the destination is important to them, we have also asked 

participants in which way destination plays a role in their decision-making process. Only fourteen (14) 

out of sixteen (16) interviewees have responded affirmatively to our questions. The criteria mentioned 

were: 

- accessibility: distance to the event or easiness of reaching it 

- ambiance: having an encouraging atmosphere which facilitates networking 

- economic importance: how expensive it is to reach the destination 

- safety: need to feel protected 

- travelling: seeing new places 

Picture 7: Codes under the theme of ‘Destination’ (own creation) 

In this part of the interview, we asked the participants how vital destination is in their decision-

making process of attending or not a particular business convention.  
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“It definitely plays a role; you wouldn't go somewhere with too much hassle. People don’t want to 
go places that are hard to reach or even small things such as not having a parking space.” 

(Organizer, Ivana) 

 

“It matters a lot. I don't have a car, so for me, accessibility is important.” 

(Student, Diego) 

During the interviews, when the word ‘destination’ was mentioned, there were different 

interpretations of it, as in the three excerpts above, one of the organizers talked-about destination in 

terms of accessibility. A student touched upon the same criterion, one saying the event has to be easy 

to get to.  

Another view on ‘destination’ was the actual space of the event, the venue, as another student 

believes an excellent venue can add value to the whole experience but did not express if this is a criterion 

for choosing an event or not.  

“You always have to take the venue into consideration. Every little thing is a part of the 
experience.” 

(Student, Lucja) 

As long as they are sent there by the company, the representatives have no preference regarding 

the location of the event; however, if going for personal gain only, they would reconsider attendance 

based on the location. Another company representative says that his expectations grow proportionally 

with how much he has to travel for the event. 

“But if I had to travel for it, I would expect more from the fair.” 

(Company Representative, Thomas R.) 

From the perspective of guest speakers, two essential things arose, such as ‘traveling’ and 

‘safety’. As guest speakers are invited to give talks all over the world, they take it as an opportunity to 

travel. To exploit that opportunity as much as possible, it is crucial for at least one of the guest speakers 

that the country they go to is safe. Another speaker mentions that the destination of an event plays a 

significant role in its popularity. 
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“Location is key. The reason Dani Komunikacija is a very popular event is that it’s in Rovinj, and that 
is a great place.” 

(Guest Speaker, David Orlic) 

 

“I would prefer being in cities or countries around the world where I know I would be safe. I 
love traveling, and I love different cultural interactions - so, yeah, safety, and female 

security.” 

(Guest Speaker, Dr. Poornima Luthra) 

SURVEY RESULTS 

In the survey, participants were asked to rate the importance of six (6) different factors (from 

one to six) when deciding to attend or attending conventions. ‘Location’ came in the third most 

important factor of events for company representatives and fourth for the students. 

DISCUSSION: DESTINATION 

After the research, it is clear that the event and tourism industry has a lot in common, and it is 

tough for them to work separately. That is due to the fact that events usually attract people from outside 

the host destination and therefore influence the whole destination image and create many 

opportunities (Soteriades & Dimou, 2011). It also has a vice versa effect where events are gaining in 

popularity due to destination quality and offers, which makes it a perfect case for both industries to 

grow parallelly (Dwyer et al., 2005). 

Both the takers and givers of the value see the destination as a significant factor while organizing 

or choosing to attend and event. After all, the business events are often seen as an excuse to take the 

vacation and combine it with work, which further points out to event organizers that tourism factors 

should be taken into consideration. Davidson (2003) stated that for the participants, the benefit of 

combining business and pleasure is very satisfactory, primarily due to the business events templates 

that usually consisted of travel lodging, food, entertainment besides the 'business part' only. This was 

also discussed by many interviewees that pointed out that the destination inevitably affects their 

decision whether they will or will not attend an event. Most of them see traveling opportunities in the 

convention attendance, no matter whether they are organizers, guest speakers, students, or company 

representatives. 
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By now, it is clear that events and traveling are linked together, but there are still many other 

factors that affect people’s choice to participate in an event. The four factors that were mentioned are 

accessibility, ambiance, economic importance, and safety. Accessibility and economic importance were 

some of the main factors that students and company representatives discussed as factors for choosing 

the event. The reasons behind it lay in the fact that if it is hard to get to the event or it is really far, it will 

either cost them a lot or it will be a struggle to do so, and therefore they prefer something more closer 

to them. It was also confirmed by the survey results where the destination was placed on the third place 

of Likert scale amongst the six most important factors choosing the event. Furthermore, the ambiance 

is mostly essential for the event organizers as they are building it mainly and selecting the facility upon 

which they will build the event later on. Interestingly, the safety was mentioned only once in our 

interviews by a guest speaker. Safety is actually one of the most important factors when choosing the 

event destination, but it was not mentioned as much as others as it is believed that everyone knows the 

importance of it. It is proved by Maslow's (1943) hierarchy of needs where safety is included in the group 

of basic needs, which further lets us assume why nobody talked about any other psychological nor safety 

needs. 

Finally, the whole research from literature and industry links significantly with the research 

conducted through interviews and surveys and confirms that the destination is a decisive factor for the 

event attendance. It concludes that business conventions might be an excuse for traveling and 

connecting business and leisure into a whole. Therefore, it is only some variations in opinions that 

people have about what is most important to choose the destination besides the basic core needs. 

ISSUES WITH EVENTS  

The subject of ‘issue with events’ came up when discussing the main indicators for successful or 

failed events. While most of the interviewees had a clear opinion of what is important when organizing 

an event, so it succeeds, there have also been some issues which, although they were not the reason for 

the event failing, we want to address. 

In picture 8, there were six (6) aspects that the participants believed can become a problem: 

- logistics: poor organization of accommodation, transportation, communication 

- loneliness: no opportunities created by the event to engage in conversation with others 

- no extra activities: the need to do something else except listening to talks 
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- packed schedule: too many activities back to back 

- too expensive: the belief that the price is too high for the value they expect to receive 

- too specific: having only one theme the convention is about  

Picture 8: Codes under the theme of ‘Issues with Events’ (own creation) 

Company representatives stated that the moment of truth for them is the moment they have to 

experience the logistics of the event. That moment can happen a day before the event or even on the 

day. Because they have to travel for different events, they need to have their baggage, accommodation; 

and transportation handled properly, so while attending the event, they can focus on their job.  

“In Milan, last time we went there, we went directly to the place where the fair was, and we 
came with our suitcases, and it was impossible to get rid of them, so we had to go around 

with our luggage, and that is not ok.” 

(Company Representative, Thomas R.) 

“If the logistics are bad, that’s always the first thing that attendees notice, and they will 
complain about that, and that sets the tone of the meeting before it even starts.” 

(Company Representative, Kian) 

One of the guest speakers and a student revealed that events could sometimes feel lonely: 

“And the thing about conferences and events is: I love speaking to audiences, but it's also 
quite lonely, if you're not with colleagues or if you're not with people that you know, it can 

be quite lonely.” 

(Guest Speaker, Dr. Poornima Luthra) 

Two of the organizers believe that extra activities are an important aspect of event planning, and 

they explained that events without additional activities are less memorable than the ones with different 

activities blended with the program or before and after. Not only would this solve an entertainment 

issue, but the lonely feeling participants get at events as well. 
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“So they can remember a good time, and they should be in good spirits. You, as an 
organizer, should go around and mingle, and keep an eye on the atmosphere. Even 

if the event was boring, but the party was fun, they won’t remember how boring 
the proper event was.” 

(Organizer, Ivana) 

“I think today, it (social activities) makes up for almost half of the impression, even when 

talking about an educational type of event, if there aren't any yoga classes or food trucks to 

put in your promo video, the event won't be as successful as the ones that have those 

things.” 

(Organizers, Jana) 

An interesting finding is the opinion of 4 givers, two organizers, and two guest speakers who 

believe events get too packed, schedule-wise.  

“Don’t have a program that starts at 9 or 9.30 the day after because the people speaking 
will not enjoy speaking for an empty room.” 

(Guest Speaker, David Orlic) 

“I really like taking time by myself, I do like exploring cities on my own, so I do value when 
things are not so packed in terms of the schedule, but I do understand sometimes that they 

need to.” 

(Guest Speaker, Dr. Poornima Luthra) 

“If you bring the speaker and you have some refreshments, but if there is not enough time 
for networking, people don’t get so much out of the event. They just go home with some 

notes on the paper and maybe even forget about it.” 

(Organizer, Mia Negru) 

One would expect that having lots of talks and workshops at business conferences provides the 

participants with great value. Contrary, the popular opinion among the givers is that social activities and 

coffee breaks are what bring value to the people. The perspective of one guest speaker is that scheduling 

talks early in the morning are a downside as most people would not either arrive, wake up, or be fully 

present. Another guest speaker mentions that a more dispersed schedule allows her to enjoy her visit, 

and that brings more value to her and leaves with a better impression of the event. Mia, an experienced 

organizer, informs that the coffee breaks add the most value as it offers people time to reflect on what 

they just heard, exchange opinions, and allow the information to settle in, compared to taking notes and 

never discussing them again.  
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The popular opinion among our interviewees is that breaks facilitate information retention, but 

they also play a role in the networking and social part of the event. This new perspective can be useful 

for event organizers and we believe it should be further investigated as it could prove to be a necessary 

factor that should be considered when planning the schedule for an event. 

Two other issues briefly mentioned were that sometimes the events could be too expensive, or 

too specific. One short piece of advice came from a guest speaker: 

“Mix up the agenda! Don’t bore people.” 

(Guest Speaker, Ari Popper) 

Regarding the fee of events, some organizers explained that the price is set not necessarily in 

correlation with the value delivered but with three factors in mind: the cost of the speakers, the target 

audience and sponsors.  

“So, you would always try to get sponsors, so you’re not paying for things - you get it as a 
benefit . . . If you supply more, then you can charge more, but it depends on the goal of your 
event. If you want to share knowledge - you also aim to go for a low cost. But if it’s targeted 

and a particular topic, your pricing can increase. The pricing depends on the public as well. 
If you're targeting students, you can't expect a lot. So you have to take into consideration 

your target group. 

(Organizer, Tara Maula) 

However, while addressing the pricing strategy, the organizers also mentioned that depending 

on the goal of the event, the fee could also be non-existent, as their main goal is to share knowledge. 

“We kept our events locally, so we just wanted to get a message across so money was not 
an issue. In case we really had to charge them, we would keep in mind how expensive are 

the teachers who organize workshops .. in case we cannot cover those by ourselves.” 

(Organizer, Ivana) 

SURVEY RESULTS 

In the conducted survey, issues with events were touched upon in one question and yielded 

differentiated results between 2 groups of actors. Company representatives see the biggest issue in the 

packed schedule (8/16), which is followed by the same amounts in the tiring topics (2/16), loneliness 

(2/16), unapproachable people (2/16) and logistics (2/16). Oppositely, students see issues in tiring topics 

(6/16), logistics (6/16), and the least in the packed schedule (4/16). 
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Picture 9: Survey answers from ‘Issues with Events’ (own creation) 

DISCUSSION: ISSUES WITH EVENTS  

The survey has shown that the more an individual attends business convention, the more they 

are aware of their needs, and they are becoming more and more demanding. This fact makes it more 

difficult for event planners to satisfy all their needs (Davidson, 2003). It is also essential to understand 

that event attendees have to spend many their resources like free time, money, effort, and others to 

participate, which means that they will undoubtedly be affected by any event malfunctions. 

Therefore, it is really important to know the most common issues that participants go through 

at the business conventions, so that the strategic planning for the next time will include those and solve 

them accordingly. The first interesting issue is the ‘packed schedule’, which was surprisingly mentioned 

in the interviews mostly by the value givers and not value takers. The biggest issue with the packed 

schedule is presented by the guest speakers that are annoyed when they have to run from a place to 

place to do their job, and when they have no time for themselves nor the proper interaction with other 

event participants. It is discussed by the event planners who state that the events are tough to 



 

 60 

coordinate when the schedule is full and there is no space for the changes or fixes. Surprisingly, company 

representatives and students did not state during their interviews that packed schedules are a big issue, 

as they tend to choose what they want to attend and therefore care more about other factors. 

No extra activities are seen as the next issue of the business conventions as many tend to add 

only the core activities on the agenda and let attendees do with their free time whatever they please. It 

is the issue that event organizers spoke about from their own experience when the attendees used to 

grade the overall event poorly due to the lack of extra activities that might have increased their social 

aspects of participation. With no extra activities and no socializing possibilities, loneliness as an issue 

amongst attendees arises and affects overall opinions severely, as meeting people tends to be one of 

the most appealing factors to go to an event. This was previously stated by Kilkenny (2006) as well when 

he wrote that it is vital to learn about participant's demands and to add in the program more than what 

wants to be pointed out. 

Furthermore, logistics are also seen as an issue at business conventions, particularly for company 

representatives that want to be as transparent as possible and have the ability to fulfill their event goals 

smoothly. It was mentioned that there are many common issues with logistics such as inadequate 

accommodation services and the inability to store baggage properly, no proper parking areas, or even 

severely organized facilities. As mentioned beforehand, interaction among all convention stakeholders 

is desired by most, and logistics play a crucial role in these terms, so if poorly planned, it may greatly 

affect overall satisfaction. This was also confirmed by Dioko et al. (2014), who stated that business 

event's attributes include the quality of facilities, accommodation, accessibilities to centers and the 

destination attributes that should all be well connected and set up. 

The last two mentioned issues are the 'too specific' and 'too expensive' events that mostly affect 

the takers of value due to many reasons. The findings point out that some events might be too 

expensive, making company representatives believe that the correlation between price and value 

received is not enough to attend the convention.  On the other hand, more often than not, students are 

offered special pricing (or even free sometimes) that allows them to afford it for themselves. Even 

though the pricing seems to be an issue, it is understood that even if the price is high, the event has 

yielded many positive interactions, which is determined as the price worthy. Other of the two, too 

specific events seem to be the problem for both guest speakers and company representatives as it 

usually becomes boring and people tend to lose focus. It is an issue for the guest speakers due to their 
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inability to have freedom when planning their speech, but rather have to make it according to the event 

rules. 

Lastly, from the survey, gathered data match our other data sources to a high degree and once 

again confirm which issues affect the overall satisfaction the most. It is seen that the packed schedule is 

an issue that in this case, even students and company representatives classified as the most common 

problem at business conventions with more than 50% answers matching it. In terms of logistics, 

uninteresting, or too specific topics and unapproachable vendors, the poor organization reached 37.5% 

of overall answers that proved it to be a really important case to take into consideration. Lastly, the 

survey presented that 12.5% of answers were connected to the loneliness and the lack of social aspects 

that made attendees review the convention poorly. 

Nevertheless, after reviewing the literature, interviews, and the survey, it is pretty apparent 

what are the most common issues of business conventions, and understandably, event planners should 

deal with those cautiously and try to avoid them as much as possible. That was also concluded by 

Soteriades & Dimou (2011) who wrote that for the event to be efficient, it means to influence all the 

parameters and factors that are considered important for the quality of events. Therefore, a strategic 

approach is needed to always secure high standards of the delivery of events and to appeal even to the 

most demanding participants. 
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VALUES OFFERED & VALUES RECEIVED 

A.  VALUE OFFERED 

Picture 10: Codes under the theme of ‘Value Offered (own creation) 

The popular intended value at a business convention is, by far, the opportunity to socialize. Five 

out of five organizers interviewed explained their goal to facilitate connections between people, 

between suppliers and buyers, strengthen relationships: 

“Because instead of watching the speaker, you can also listen to a YouTube video, so the value 
comes from getting to know the other people that are around you and expand your network, and 

you can only do that by doing activities with the other participants.” 

(Organizer, Mia Negru) 

“We have no walls between the stands, so we all keep our feet on the ground and try and create an 
environment that is raw and informal.” 

(Organizer, Arne) 

Other intentions for organizing events were providing knowledge: 

“I expect the participants to learn whatever the topic of the event is or to adopt some skills.” 

(Organizer, Jana) 

In the case of Arne, the organizer for Trends & Traditions, besides wanting to create an informal 

space for people to interact, it is equally important that he also provides solutions - as the event he is in 

charge of is very specific, aiming for a particular industry: 

“I wanted to create something different that involved some planning, a creative part, coming up with ideas 
all the time, so I ended up organizing these events – also because Trends & Tradition solves an issue many 

people in the furniture business had.” 

(Organizer, Arne) 
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The last value described by a guest speaker is self-reflection. Dr. Poornima explained that she 

always strives to challenge people for them to grow, to learn how to communicate with different people 

from different cultures or generations.  

B. VALUE RECEIVED 

Picture 11: Codes under the theme of ‘Value Received’ (own creation) 

During the interview, the participants have been asked about motivation & reasons to go to 

events, their expectations, and finally, what values they actually received. The most acknowledged value 

among both company representatives and students was ‘novity’ - the new information they did not 

know they needed. 

“Get to be able to move your work ahead and do things smarter and get knowledge and context 
that is valuable for your business or research.” 

(Company Rep, Thomas D.) 

“All the info you gather from all the other markets without doing so much research, you just go 
straight to the source, and at these events, all the sources are under the same roof. You get context 

and experience.” 

(Student, Diego) 

SURVEY RESULTS 

The results from the survey are supporting the claims made in the interviews, as seen in Picture 

12. Most answers were directed towards ‘novity’ from both taker subcategories. Each subcategory of 

takers has agreed that networking and connecting with new people has also been a value that they 

received from attending a business convention. Company representatives have mentioned that their 

networking is mostly aimed at managing business relations with their suppliers or clients. 
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Picture 12: Survey answers from ‘Value received by takers’ (own creation) 

DISCUSSION: VALUE OFFERED & VALUE RECEIVED 

With our data collection method, we have gathered information about the value proposition 

event organizers and guest speakers are offering, as well as the most significant values participants 

expect and receive. The relationship between what value is being offered and what value is being 

received is the most important factor that has been neglected in previous literature. In academia and 

business, there are different models that study the value creation process such as value Chain  

A common downside of these models is the extent of their usability. They were created decades 

ago for the manufacturing sector. By the time we entered the 21st century, most companies were 

transitioning towards servitization. Servitization is the process of integrating service as a core VP next to 

the distribution of goods (Vandermerwe & Rada, 1988). Although there have been models explaining 

values within the service industry, they are only interpreting the value from one perspective, which is 

mostly the givers. Some examples are:  

Our findings have shown the perspectives of the two categories in regard to value: givers 

(organizers and guest speakers) and takers (students & company representatives). 
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We have already established the intensity to which takers care about each individual value 

differs, as no two people are the same. However, five out of the nine givers interviewed agree the most 

common value proposition is ‘knowledge’. The takers identified that knowledge sharing was a significant 

value. Still, they referred to it as ‘new knowledge’ which we agreed will be coded as ‘novity’ because we 

believe it covers the knowledge that one gets, but did not know they would get, or more simply put, 

unexpected knowledge. There is a connection between the offered knowledge and received novity, just 

not entirely. Givers categorize all types of knowledge under one umbrella term, while the takers of value 

have a clear distinction between the different purposes for how they will use the knowledge: for their 

personal projects, for adding more value to their company, and the knowledge they need for neither 

circumstances but make up for an interesting dinner conversation. 

VALUE CO-CREATION WITHIN BUSINESS CONVENTIONS 

Prahald & Ramaswamy (2000) state that the event in itself becomes a co-creation space, and 

while we see why in the grand scheme of things it might be seen as such, only if we downscale it at an 

individual or even collective level, we can pinpoint exactly what value is being co-created and who are 

the co-creators. We would like to argue that the event is an opportunity to co-create value rather than 

a co-creation space. An argument for this statement is also the fact that without the proper guidance of 

how to actually engage in ‘co-creation’, leaves the participants clueless and in ‘awkward situations’, 

Value offered by GIVERS Value received by TAKERS 

Knowledge Novity 

Socializing opportunities Networking 

Self-reflection Partnership management 

Solutions Inspiration 
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which consequently will harm the user experience by co-destruction. This is contrary to  

Pongsakornrungsilp & Schroeder ‘s (2009) statement that event actors can co-create by themselves. 

More recent literature (Crowther & Donlan 2011), as well as non-academic outlets, are 

explaining the need for co-creation spaces which leads us to believe that the importance of it is rather 

established. Through our findings, we are shedding light on the importance of the type of value that is 

co-created, not necessarily the importance of co-creation. In 2011, Fortezza & Pencarelli explained that 

peoples’ needs and core values have been shifting, meaning they are focusing more on happiness and 

meaningful experiences. The results of our research have also shown that besides the stated value 

proposition event entails, participants also want a day out of the office, to see new places, to meet 

people they follow on Linkedin. Guaranteed, by deciding to attend an event, these needs will be satisfied 

more or less; however, a great way of maximizing the value of these needs is allowing them to become 

part of the entertainment instead of entertaining them. According to Schmitt (1999), in order to anchor 

memory in a person’s mind, you should do it by allowing them to participate in an activity rather than 

letting them passively observe it, and our participants support that claim through their answers. Most 

of the moments they remembered had nothing to do with the new knowledge they learned or how 

inspired they were when the event was done. Takers remember the times where they had to collaborate 

in a game or attended a fun concert as part of the business event or had the opportunity to book their 

favorite speaker for a one on one talk.  

Most taxonomies of “co-creation” are aimed towards manufacturing processes, and yet the 

recommendation of Saarijärvi (2012) that says a company, in our case event, should understand it’s 

customer value proposition, whether it economic, functional, emotional or symbolic and carefully 

decided which one can be maximized through the process of co-creation.  O’Hern & Rindfleisch (2010) 

were using only examples that could be perceived by sight or touch in order to explain their co-creation 

taxonomy (collaborating, tinkering, co-designing, submitting). All facts considered, the emotional part 

of the VP seems to be the most impactful on the takers’ memory; therefore, it should be explored much 

more by the givers. 

It is true that that one of the most received value most was knowledge; however, that is rarely 

the co-created value because it would imply that both the individuals or group of individuals involved in 

the process have tacit knowledge which through the process of socialization and externalization have 
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managed to produce explicit knowledge, a new type of knowledge that is now shareable with others 

(Nonaka & Konno, 1998). 

MEMORABLE EVENT & UNARTICULATED VALUES  

As part of the interview, we asked the participants to describe a moment that they remember 

clearly from one of the business conventions they have attended or organized. Based on sixteen (16) 

answers, we have identified four different types of experiences that the memory revolves around: 

- failure: an experience of a negative valence 

- human connection: creating friendships or meeting people 

- physical experience: an activity which involved movement): 

- unique/original experience: an experience that would not have happened in different 

circumstances, witnessing something original 

The answers are distributed as follows: 

Picture 13: Codes under the theme of ‘Memorable Event’ (own creation) 

Out of 16 answers, 10 of them were coded as ‘Unique experience’: 

“There was an AI conference, where they used this platform, and there I could see all the 
people coming to the conference, and then I could suggest meeting them, and they did 20 

min slots.” 

(Guest Speaker, David Orlic) 

“We had some super cool rooms that made us play as kids. One room was filled with 
styrofoam and had the red lights, and it was like you were entering a new world. It makes 

you forget about the world outside.” 

(Student, Lucjia) 
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“One of the events, Modern Furniture, was in a palace, that was very exciting. It was a 
company that rented a palace in Milan and was showing their furniture in that palace, and 

that was pretty amazing.” 

(Company Representative, Christian F.) 

The givers have mostly described moments that have challenged them intellectually, politically 

or simply facilitated the exchange of ideas with fellow like-minded people attending the event. In 

contrast, the takers have enjoyed the distinctive elements that made them experience something new, 

such as playful rooms or epic locations.  

Another category that stood out is ‘Human Connection’: 

“I went to another event in Aarhus, where I managed to connect with three people that I 
am still in contact with, and they are very relevant for my personal life.” 

(Guest Speaker, Mia) 

“The main event lasted for 4 hours instead of 2 because the audience kept raising their 
hands and being interactive, and then the networking took up more hours than normal 
because the speakers and audience were already connected and just kept talking over 

drinks after the talk.” 

(Organizer, Ivana) 

“Personally, the best parts are the fringe parts like the evening before a conference starts. 
When the conference is tomorrow, but everybody is here tonight, what happens tonight?” 

(Guest Speaker, David Orlic) 

None of the takers described memories that we could code as human connection. On the other 

hand, the givers had recalled whenever they met new people that are still present in their lives, where 

the audience and the speakers connected more than usual or the opportunity to meet the fellow 

participants the night before in an informal environment. The values described in this instance match 

with the values they have consciously enumerated when asked, ‘What are some important values you 

get out of speaking at/organizing business conventions?’, those being ‘socializing’, ‘meeting people 

alike’, ‘creating meaningful connections’. 
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‘Physical experience’ has also been described as a memorable event: 

“One room was filled with styrofoam and had red lights, and it was like you were entering a 
new world.” 

(Student, Lucjia) 

‘’Also, another conference with people from all capitals of Europe and we did a full day of 
Treasure Hunting around Copenhagen.’’ 

(Organizer, Mia Negru) 

Events that involved some sort of physical activity or activities that involved experiencing 

something less formal than a talk/workshop or even more informal than drinks with the fellow 

participants seem to be fresh in the interviewees’ memory.  

One single answer was coded under the name of ‘Failure’. The interviewee remembers the first 

time she made a minor mistake while planning the event; however, by fixing it, it became a tradition.  

“We organized coffee breaks because the event lasted for four days, and on the second day, during 
one of the coffee breaks, we were asked how come we don’t have any fruit with the coffee. So we 
assumed it was fine to have snacks, unhealthy, but from that point on, we had to get fruit (...) and 
later, within our network, most coffee breaks included fruit and went on into a healthier lifestyle. I 

was happy I could incorporate feedback.” 

(Organizer, Tara) 

This particular example does not seem so relevant to the research, mainly because it stands 

alone. We would like to argue that it raises a few questions in regard to mistakes at events and their 

impact on people’s perception of the event if the errors were handled or not. 
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SURVEY RESULTS 

Picture 14: Survey results from ‘Memorable Event’ (own creation) 

 

Compared to the interview, the survey revealed two more types of memories: one where the 

participant felt excluded and another where they gained very useful new knowledge. While the common 

most popular memory stays ‘Unique experience’, in the survey people, have also mentioned memorable 

people they had the chance to connect with or workshops where the sole purpose was to bond with 

other people. 

DISCUSSION: MEMORABLE EVENTS & UNARTICULATED VALUES  

Our participants' memories served as an opportunity to examine other values that they might 

have received without them realizing it. In several instances, we have observed that the business 

convention served as a way to escape reality for the takers, get out of the office, or do something out of 

their routine. We believe memories coded under ‘unique experience’ are the most popular because of 

the number of possibilities business conventions present when it comes down to out-of-the-ordinary 

activities or experiences.  

The ‘physical experience’ entailed having people involved in a fun activity has enough impact on 

making that event their most memorable one. However, while being asked about the things they value 

the most during an event, this type of experience did not come up. A possible reason for that is because 
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these experiences only serve as an ‘extra’ value, because the needs they satisfy are not fundamental, as 

discussed before in the ‘Destination’ chapter. 

The givers recalled instances about the events they organized or spoke at where they felt some 

type of challenge. From our perspective, it is important as an organizer to be aware of all the new trends 

continuously, audiences’ expectations and desires, therefore it is imperative organizers have to focus on 

growth and knowledge. Each event presents an opportunity to learn something new about the industry 

and about people. Being challenged is a perfect way to test your knowledge and skills, and just as much 

to learn and discover new things. Event organizing, in our experience, is a very rewarding yet stressful 

career. 

Not only the positive instances at events serve as notable memories. During the interviews and 

from the survey we have also collected negative experiences that were imprinted in the participants’ 

memory: feeling lonely, meeting unengaging vendors, having a hard time socializing. We believe that 

one of the reasons why the difficulty of connecting with others and feeling lonely at business 

conventions is ingrained in people’s memory is because the need of belongingness is essential for 

humans (Maslow, 1943). Networking, people, human connections proved to be such a critical aspect of 

our paper, and for that reason, we want to bring more attention to the importance of human interaction 

at events. 

GENERAL DISCUSSION: THE SOCIAL ASPECT OF EVENTS  

The social nature of humans and its importance have been studied for thousands of years 

(Gardner et al., 2000) and yet, based on the literature we have found, it has been brought into discussion 

in industries such as event management only in the 21st century. Events by themselves have not taken 

the attention of academia for a long time. Therefore, there are many aspects that academia is still 

figuring out, while the professionals have been practicing all this time. In our findings, the social 

aspect/human connection or the lack of it has been a recurring factor in many themes: unarticulated 

values, issues with events, the value received, and was even used as a key performance indicator for 

events.  
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Syrjämäki & Hietanen (2019) explain that the need to belong influences people’s memory at 

social events.  

Picture 15: Model by Syrjämäki & Hietanen (2019) 

They illustrate in the image above how the perception of the reality first is evaluated cognitively 

and depending on if the feelings are positive or negative, that influences how the individual will 

remember a certain incident. The model also includes how attention is regulated by the intensity of how 

positively or negatively they have been affected by an experience. 

We have also observed this tendency while we have asked subjects to tell us about a memorable 

event. Gardner et al. (2000) had multiple findings from their experiment on how the need for 

belongingness affected one’s perception of the event; however, two of them seem relevant to our 

paper. The first finding is that individuals do not care about the type of belongingness, whether it is 

interpersonal or collective, as long as they belong somewhere. We believe that givers can benefit from 

Gardner et al. (2000) 's conclusion because even though the experiment was done in a small controlled 

social event with five people, our findings in the business conference environment support the claim. 

Although so many participants were expecting networking, which is also a social interaction with a 

professional goal, many of them also remembered the personal social interactions, where they met alike 

people and still kept in touch, the informal gatherings before the event, games where they had to 

collaborate. An optimal way of bringing value to clients, whether they are students, company 

representatives or guest speakers, is arranging social mini-events within the convention in order to 

improve people’s memory of it. It also goes the other way around; people will also remember the 

rejections, regardless of the type of rejection. Our subjects mentioned in both interviews and survey the 

awkward situation of being lonely, having a hard time engaging with people, or being dismissed by the 

vendors. 
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The second relevant finding was that rejected individuals remembered a lot more of the social 

information than the ones that were accepted in a group/social interaction: “social hunger increases 

sensitivity to social cues, implying that an individual’s shifting levels of belonging may fundamentally 

shape the perception and representation of his or her social world” (Gardner et al., 2000, p. 495). This 

means that if participants need to connect to other people and are not met, it is more likely they will 

pay attention to how the whole event unravels and will notice more details than the ones who are 

satisfied by socialization.  

This fact is just as good news for the givers as it is bad news. The bad news is that as an organizer, 

you failed to provide an equal opportunity for all the participants to socialize and they will inspect the 

event very thoroughly. However, the good news is the feedback. We have data that show organizers are 

pleased to get reviews, negative or positive because they see it as a chance to grow or a pat on the back, 

respectively. 

 There is also supporting evidence that people who experience bad service, in our case, have a 

poor experience at the events, are more likely to leave a review (Dixon et al., 2010). Therefore, it is 

imperative givers have some sort of feedback system set up to get more information. 
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6. MARKETING MIX FOR BUSINESS CONVENTIONS  

Lastly, from the Service Management curriculum and the Customer Journey course, the 4P's and 

4C's marketing mix (Kotler & Keller, 2009) is taken to explain the whole circle of the business event 

industry and how to use it for better management of the participant’s expectations. 

From the organizer's perspective, we have found that product, place, price, and promotion are 

taken into consideration and are further detailed each according to their factors, in accordance with the 

marketing mix model. From the participants' point of view, customer, cost, convenience, and 

communication are discussed for a better understanding of their perspectives. Additionally, ‘people’ 

from organizers and ‘caring’ from participants' views are taken into consideration as it is an important 

factor in the event industry. Due to those reasons and as mentioned previously in this paper, events are 

also used as marketing techniques through various experiences that occur. Therefore, the complete 

understanding of the marketing mix perspectives is crucial to provide a high-quality service. 

The event itself is the product of the 4P's mix and is built to satisfy the needs of a specific group 

of people. To do that, one must ensure to have the right product (in this case, an event) that is currently 

in demand on the market and make the best possible experience out of it. On the other hand, consumer 

value from 4C's mix is considered to address the needs and wants of the event attendees to provide the 

most value. 

The second constraint is "Price" that is seen as the amount that the customer pays to enjoy the 

event. It is vital to adjust the price to the offering as it has a significant impact on the overall satisfaction, 

which is also seen from the research as many people talked about that issue. In the attendee's eyes, the 

price becomes a "cost" which is a significant factor that determines whether the customers will 

participate or avoid the event. Place or distribution is a factor that determines the positioning and 

distribution channels for the product or service. In the case of events, it is the physical or virtual type of 

service distribution that is the most common. The focus in this research is on physical events as the 

conventions are mainly delivered in that way, which is why the location and the facilities are the main 

components of this area. Nevertheless, due to the recent situation with the coronavirus, the occurrence 

of an overwhelming number of virtual events is seen and therefore has to be adequately researched in 

the future. For the event participants, convenience is what they consider before attending as it points 

to the many determining factors such as distance to the location, the quality, and offerings of the 

facilities and the capability to connect with others. 
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The next component of the mix is a promotion, which is vital to introduce people with all the 

happenings that will go on at the event. There are many different types of promotion, but no matter 

which one is used, it is vital to reach a broad and targeted audience and provide them with the best 

possible information about what will be going on. For the attendees, it is the communication that 

matters the most, which means that promotion is not satisfying enough if it is not communicated well 

with the possible participants.  

The last and the additional components are "people" and the "caring," as, without them, the 

event industry would not exist. In this case, people are seen as all the stakeholders of the event, 

separated on value givers as event organizers or guest speakers, and on value takers as students or 

company representatives. It is crucial to know a lot about all the people that are part of the event, and 

even more important is to understand how to be "caring" and how to provide the best possible value 

for all.  
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7. CONCLUSION 

In the process of trying to map out the values offered by organizers/guest speakers and received 

by companies/students at business conventions, we also researched who is participating in the value 

creation process and why it is important to participate as a company. In the picture below, we have 

summarized the most important values that both givers and takers are aware they are offering/receiving 

in the order of their importance. The green flags represent the highest priority, followed by yellow and 

then purple. In some instances, we have discovered that the individual categories care about both values 

more or less equally and require both to be found at a convention. 

Picture 16: Mapping of offered and received values (own creation) 

Novity is the most acknowledged value participants are getting in the afterglow of a business 

convention. While both categories of takers studied agree on the importance of knowledge, it is 

imperative to mention that the takers have placed knowledge slightly differently on their list of 

priorities. Upon combining our findings with the literature and the practices nowadays, we discovered 

that guest speakers are indeed delivering knowledge, while the organizers inclined more in favor of 

offering socializing opportunities and connecting people with the aim of inspiring each other. That does 
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not exclude the fact that they are aware of the importance of knowledge delivery, but they are aware 

people can get that knowledge from elsewhere, therefore the social aspect is gaining more attention 

from organizers.  

Providing solutions is also the intent of some organizers in different ways. The problems some 

organizers are trying to solve extend to different levels: industry level (like Trends & Traditions), business 

level that facilitates the creation of partnerships (Dani Komunikacija Rovinj) or individual level (events 

like Career Day at Copenhagen Business School). The values the takers receive are not referred to as 

'problem solutions', however getting inspired, talking to other companies, or meeting new people are 

implicitly solutions to a problem or an obstacle they might have encountered. 

From the guest speakers' perspective, we can mention that 'Challenging the takers' has been a 

recurring expectation; however, we have not found any value perception from the takers that correlated 

with it. Seeing how much importance it holds for guest speakers to influence and provoke takers to think 

differently by tackling some unexpected subjects, we expected to see it as a 'value received'. We have 

little information to why that is, but we believe it is an interesting topic to be researched further.  

We have found that companies see the conventions as a vital part of their relationship 

management strategy and some of them are sending representatives to attend for the sole purpose of 

meeting the suppliers/clients and interacting with them. Findings show that representatives have a very 

clear distinction between 'networking' and 'partnership management', and while they also value the 

opportunity to meet new people and new suppliers, they prioritize the connections they already have. 

Furthermore, it facilitates building and sustaining relationships due to the fact that everybody is under 

the same roof. 

One last fact touched upon is the co-creation of value and the role each taker and giver have in 

the process. Although the actors of business conventions are divided into takers and givers most of the 

time, there is evidence that some of the values cannot be given nor taken, but rather shared by both 

sides interacting and working together in both the creation and consumption process. 
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8. EXTRA FINDINGS 

KEY PERFORMANCE INDICATORS  

To better understand the perception of participants of conventions, we have asked them to 

explain how they can identify if the event was successful or not. Even though these following findings 

have not provided us with relevant information directly connected to our problem formulation, we 

believe them to be maybe insightful for organizers. We have used some of the findings from this theme 

to strengthen other findings further as it helped us explain why some aspects of events were more 

important than others. We hope these insights can start a discussion, or serve as a simple review of 

business conventions in general, which providers of value can use to understand the takers’ perspective 

on events. 

 Individuals have mentioned both extrinsic and intrinsic criteria. The recurring codes are: 

- audience engagement: responsiveness/unresponsiveness during talks 

- energy in the room: seeing/hearing the chatter, the continuous motions of people 

- feedback: classic KPI, reading the reviews or asking for them 

- level of inspiration: personal feeling of accomplishing what they expected  

- moderator: panels with challenging moderators  

- social activities: opportunities to socialize between the workshops/talks/panels 

 

Picture 16: Codes under the theme of ‘Key Performance Indicators’ (own creation) 

In terms of how the event’s success is perceived from the perspective of the four categories, we 

have found recurring key performance indicators. Not only the results differ between the groups of 

givers and takers, but they also vary quite a lot even at a subcategory level between the types of givers. 

Similarly, the takers share, more times than not, the same opinion. 
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In the order of popularity, when having to remember events in a positive manner, most takers 

have expressed their belief that the social activities between the workshops, talks, and panels, have 

been crucial in the success of an event. Those are the instances that made them remember the event, 

where they had time to discuss, reflect, and create relationships in a more informal way. Those 

discussions are where they believed they got the most value out of the event.  

“A good party or networking coffee break can do wonders for the atmosphere and overall 
outcome.” 

(Student, Nina) 

“Because you get everyone to sort of have this good feeling, when they come in the next day, they 
are more engaging and more social with others. You get a much better result out of the conference 

if they are engaged with each other.” 

(Company Representative, Kian) 

An indicator that most givers agreed on has to do with the audience in two ways. One KPI refers 

to the audience during the workshops and talks while the other in their breaks and performing social 

activities. During the workshops, the givers can observe the level of interaction that is happening, how 

much people pay attention if they are on their phone if they are asking questions, which are clear signs 

for engagement.  

“You can tell if a conference or an event is dull when people start leaving here before the time is.” 

(Guest Speaker, Dr. Poornima Luthra) 

“If they are looking at the speaker, if they’re taking notes - it’s good. If they are on their phones, 
sleeping, or resting their heads, it’s a bad sign.” 

(Organizer, Mia Negru) 

On the other hand, when the audience had a break, the givers used ‘energy in the room’ which 

is a more abstract term, and the interviewees did not easily define it. They explained it’s just a different 

feeling when people are in an informal environment. 

“You can tell by the atmosphere of the event; satisfied people tend to comment on their satisfaction 
a lot.” 

(Organizer, Jana) 

“I would say it comes down to the energy and the vibes in the room.” 
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(Guest Speaker, Dr. Poornima Luthra) 

An interesting point, which is not the aim of the thesis; however, it caught our eye is the 

difference between what “energy in the room” means to women versus men. While all the female givers 

responded with an unquantifiable answer, the male’s perspective goes towards quantifiable data such 

as how many chairs they have filled for a talk: 

“As a speaker, you always have to have people standing. If you have ten chairs and only eight 
people. You need more people.” 

(Guest Speaker, David O.) 

“We have 140 stalls and get 1000 requests - so that’s a way to measure.” 

(Organizer, Arne J.) 

A KPI used by most organizers is ‘Feedback’. Whether they meant right after the event, after 

each workshop, or a simple handshake on their way out, organizers gather data in those instances to 

get the main idea of how the event went. However, they can make a fair estimate just by being at the 

event and experiencing the atmosphere. They prefer feedback so they can get more accurate data on 

what the best and worst moments were, and how they can better themselves. They use this information 

to grow and continuously learn through criticism, and eventually create more exceptional events. 

“We normally know about it from the feedback from our online page and the reviews on there. And 
from the people who contact us after the event.” 

(Organizer, Ivana) 

“We get a lot of good feedback and lots of suppliers who want to exhibit their products. We have 
140 stalls and get a 1000 requests - so that’s a way to measure.” 

(Organizer, Arne J.) 

The way students and company representatives assess if an event was successful is through 

feedback from the online platforms by looking at shares, likes, comments. 

“Mentions (stories, comments, shares, etc.) online, which boosts the event on social media, can be 
an indicator for successful events.” 

(Student, Lucja) 

The takers explain in their interviews that a relevant KPI for them and their company is the level 

of inspiration, the number of ideas they got, the amount of creativity and motivation arose from that 
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specific event. These KPIs are very much in line with their expectations, considering their goal at an event 

is to get inspired and motivated. 

“I think it’s the degree of how many ideas and inspiration I got and if I found the things I was looking for.” 

(Company Rep, Christian F.) 
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9. FURTHER RESEARCH 

The above-presented research coped with a wide area of business convention operations and 

opened the doors for further in-depth research. Due to that, we decided to point out several factors 

that ought to be researched more deeply in the future. It will further create a possibility for a detailed 

understanding of the business convention’s potency. It will make it easier for event planners to organize 

better events and provide more value to the participants. 

Firstly, already mentioned in the findings above, an interesting point, which is not the aim of the 

thesis, but caught our eye is the difference between what ‘energy in the room’ means to women versus 

men. Most of the female givers responded with an unquantifiable answer regarding the key 

performance indicators. Oppositely, the male perspective runs towards quantifiable data, such as how 

many chairs they have filled for a talk. It could be an exciting finding for the future as nowadays we are 

seeing the occurrence of men or women dominated events. A clear understanding of those segments 

will allow the event planners to moderate the experience both takers and givers will go through. 

The second factor for further research is how the level of people’s experience shows the 

differentiations in their demands and expectations from the business conventions. The first time this 

factor was mentioned was in the interview with Ari Popper, who is a highly skilled and educated person 

that was a part of numerous events throughout his life. He stated in the event of the interview that a 

finding we might get out of the thesis would be differentiated according to people’s experience as it is 

something he realized in his career. Later, throughout the research, we have seen that the people with 

more experience know exactly what outcome they want to get out of an event, while the less 

experienced ones are looking to learn about that event itself. Overall, this should be researched more 

deeply to understand these factors fully and further improve the industry. 

Next on are basic needs that every business event needs to provide for an initial functioning. In 

this research, we realized that people tend to not mention basic needs as the crucial points of events, 

which further made us think that those factors might be seen as common sense and, therefore, not 

being mentioned. It should be researched and combined with Maslow's hierarchy of needs as it can be 

well divided and understood according to that. This would be a great tool for event planners to 

understand which needs should be crucial in every possible event and which ones can be modified, or 

in other words, included or excluded. 
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The fourth constraint is in dividing each actor of business conventions and doing the research 

individually. In this research, the factors researched are values shared amongst them, but not their 

individual deep demands and expectations. Nevertheless, it is visible and reasonable that all of them 

have different goals for the event outcomes and should be understood deeply. In this way, every event 

could be coordinated accordingly for each targeted segment and provide the most value. 

The last one, and probably most attractive due to the current crisis with COVID-19 pandemics, 

is the difference between value creations from the switch between physical and virtual events. We see 

new changes every day that affect the industry and the whole world by changing our ordinary life and 

work into something completely new and unknown. This leads to the need for constant research of 

those changes to understand them further and act upon them. One of the most interesting ones that 

we found out is the switch from physical to virtual events that changed the way the event industry works 

probably forever. This area is fully under-researched, and therefore nobody knows for sure how to 

operate in these conditions and how to provide the best experiences. Due to those reasons, research on 

this theme should be conducted so that the event planners can get useful data for the planning of the 

same.  



 

 84 

BIBLIOGRAPHY 

Ali-Knight, J., Drummond, S., McMahon-Beattie, U., Robertson, M., & Yeoman, I. (2004). Festival and event 

management: An international arts and culture perspective. Oxford: Butterworth-Heinemann. 

Bradbury, N. A. (2016). Attention span during lectures: 8 seconds, 10 minutes, or more? Advances in 

Physiology Education, 40(4), 509–513. https://doi.org/10.1152/advan.00109.2016 

Bramwell, B. (1997). Strategic planning before and after a mega-event. Tourism Management, 18(3), 167–

176. 

Breiter, D., & Milman, A. (2006). Attendees’ needs and service priorities in a large convention center: 

Application of the importance–performance theory. Tourism Management, 27(6), 1364–1370. 

https://doi.org/10.1016/j.tourman.2005.09.008 

Bryman, A. (2016). Social Research Methods. Oxford University Press. 

Christopher, M., Payne, A., & Ballantyne, D. (1991). Relationship marketing: Bringing quality customer service 

and marketing together. 

Close, A. G., Finney, R. Z., Lacey, R. Z., & Sneath, J. Z. (2006). Engaging the consumer through event marketing: 

Linking attendees with the sponsor, community, and brand. Journal of Advertising Research, 46(4), 

420–433. 

Crowther, Phil. (2011). Marketing event outcomes: From tactical to strategic. International Journal of Event 

and Festival Management, 2(1), 68–82. https://doi.org/10.1108/17582951111116623 

Crowther, Philip, & Donlan, L. (2011). Value-creation space: The role of events in a service-dominant 

marketing paradigm. Journal of Marketing Management, 27(13–14), 1444–1463. 

https://doi.org/10.1080/0267257X.2011.626786 



 

 85 

Curtis & Coulter. (2019). Why do people attend conferences? 5 key reasons. Curtis & Coulter. 

https://curtiscoulter.com/why-do-people-attend-conferences-5-key-reasons-for-attendees-and-

event-organizers/ 

Davidson, R. (2003). Adding Pleasure to Business. Journal of Convention & Exhibition Management, 5(1), 29–

39. https://doi.org/10.1300/J143v05n01_03 

Deery, M., & Jago, L. (2010). Social impacts of events and the role of anti-social behaviour. International 

Journal of Event and Festival Management. 

Dixon, M., Freeman, K., & Toman, N. (2010, July 1). Stop Trying to Delight Your Customers. Harvard Business 

Review, July–August 2010. https://hbr.org/2010/07/stop-trying-to-delight-your-customers 

Drengner, J., Gaus, H., & Jahn, S. (2008). Does flow influence the brand image in event marketing? Journal of 

Advertising Research, 48(1), 138–147. 

Dwyer, L., Forsyth, P., & Spurr, R. (2005). Estimating the impacts of special events on an economy. Journal of 

Travel Research, 43(4), 351–359. 

Fenich, G. G., Hermann, U. P., & Hashimoto, K. (2012). Toward a framework for development of qualifications 

in meetings, expositions, events, and conventions in South Africa. Journal of Convention & Event 

Tourism, 13(1), 39–47. 

Fjelstul, J., Severt, K., & Breiter, D. (2009). An analysis of the motivators and inhibitors affecting association 

meeting attendance for Generation X and Baby Boomers. Event Management, 13(1), 31–41. 

Foley, C., EDWArDS, Debo., & Schlenker, K. (2014). Business events and friendship: Leveraging the sociable 

legacies. Event Management, 18(1), 53–64. 

Foley, C. T., Schlenker, K., Edwards, D. C., & Hayllar, B. R. (2010). A scoping study of business events: Beyond 

tourism benefits. 



 

 86 

Fortezza, F., & Pencarelli, T. (2011). Experience marketing: Specific features and trends. The Wish Days case 

study. 1(May), 57–69. 

Fredline, L., Jago, L., & Deery, M. (2003). The development of a generic scale to measure the social impacts 

of events. Event Management, 8(1), 23–37. 

Gardner, W. L., Pickett, C. L., & Brewer, M. B. (2000). Social Exclusion and Selective Memory: How the Need 

to belong Influences Memory for Social Events. Personality and Social Psychology Bulletin, 26(4), 

486–496. https://doi.org/10.1177/0146167200266007 

Getz, D. (2005). Event management & event tourism (2nd ed.). Cognizant Communication Corporation. 

Getz, D. (2008). Event tourism: Definition, evolution, and research. Tourism Management, 29(3), 403–428. 

Gupta, S. (2003). Event marketing: Issues and challenges. IIMB Management Review, 15(2), 87–96. 

Higgins, R. (2018). How to Make Corporate Events Fun. Eventbrite US Blog. 

https://www.eventbrite.com/blog/types-corporate-events-ds00/ 

Higham, J., & Hinch, T. (2002). Sport and tourism development: Avenues of tourism development associated 

with a regional sport franchise at an urban tourism destination. Sport Tourism: Principles and 

Practice, 19–34. 

Hill, S. (2017). How to Successfully Organise a Business Conference [Business]. Corporate Event News. 

https://www.corporateeventnews.com/how-successfully-organise-business-conference 

Hilton, T., & Hughes, T. (2008). Co-production and co-creation using self service technology: The application 

of service-dominant logic. Otago Forum, 2(2008). 

Holt, D. B. (2002). Why do brands cause trouble? A dialectical theory of consumer culture and branding. 

Journal of Consumer Research, 29(1), 70–90. 



 

 87 

Huang, H.-C. (2016). How Does Meetings, Incentives, Conventions, and Exhibitions Industry Attract 

Exhibitors? Asia Pacific Journal of Tourism Research, 21(1), 73–93. 

https://doi.org/10.1080/10941665.2015.1016444 

Hultsman, W. (2001). From the eyes of an exhibitor: Characteristics that make exhibitions a success for all 

stakeholders. Journal of Convention & Exhibition Management, 3(3), 27–44. 

Ingram, P., & Zou, X. (2008). Business friendships. Research in Organizational Behavior, 28, 167–184. 

Jung, M. (2005). Determinants of Exhibition Service Quality as Perceived by Attendees. Journal of Convention 

& Event Tourism, 7(3–4), 85–98. https://doi.org/10.1300/J452v07n03_05 

Kotler, P. (2002). Marketing Places. Simon and Schuster. 

Kotler, P., & Keller, K. L. (2009). Marketing management (13th ed.). Pearson Prentice Hall. 

Lynch, P. (2005). LYNCH, P.A. (2005) Reflections On The Home Setting In Hospitality, Journal of Hospitality 

and Tourism Management, Vol. 12, No. 1, pp. 37-49. Journal of Hospitality and Tourism 

Management, 12. 

Maskell, P., Bathelt, H., & Malmberg, A. (2004). Temporary clusters and knowledge creation: The effects of 

international trade fairs, conventions and other professional gatherings. 

Maskell, P., Bathelt, H., & Malmberg, A. (2006). Building global knowledge pipelines: The role of temporary 

clusters. European Planning Studies, 14(8), 997–1013. https://doi.org/10.1080/09654310600852332 

Maslow, A. H. (1943). A theory of human motivation. Psychological Review, 50(4), 370–396. 

https://doi.org/10.1037/h0054346 

McDonald, M., Wearing, S., & Ponting, J. (2007). Narcissism and neo-liberalism: Work, leisure, and alienation 

in an era of consumption. Loisir et Société/Society and Leisure, 30(2), 489–510. 



 

 88 

Moise, D., Georgescu, B., & Zgură, D. (2012). The Use of Event Marketing Management Strategies. Procedia 

- Social and Behavioral Sciences, 46, 5409–5413. https://doi.org/10.1016/j.sbspro.2012.06.448 

Nonaka, I., & Konno, N. (1998). The concept of “Ba”: Building a foundation for knowledge creation. California 

Management Review, 40(3), 40–54. 

O’Hern, M. S., & Rindfleisch, A. (2010). Customer co-creation: A typology and research agenda. Review of 

Marketing Research, 6(1), 84–106. 

Ojasalo, J. (2001). Managing customer expectations in professional services. Managing Service Quality: An 

International Journal, 11(3), 200–212. https://doi.org/10.1108/09604520110391379 

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A conceptual model of service quality and its 

implications for future research. Journal of Marketing, 49(4), 41–50. 

Park, S. B., & Park, K. (2017). Thematic trends in event management research. International Journal of 

Contemporary Hospitality Management. 

Perttula, A., & Kukkamäki, J. (2020). Enabling Rapid Product Development through Improved Verification and 

Validation Processes. Technology Innovation Management Review, 10, 24–36. 

https://doi.org/10.22215/timreview/1334 

Pine, B. J., Pine, J., & Gilmore, J. H. (1999). The experience economy: Work is theatre & every business a stage. 

Harvard Business Press. 

Pongsakornrungsilp, S., & Schroeder, J. (2009). Understanding value co-creation in a co-consuming group. 

Discussion Papers in Management. Paper, 9(04). 

Prahalad, C. K., & Ramaswamy, V. (2004). Co-creation experiences: The next practice in value creation. 

Journal of Interactive Marketing, 18(3), 5–14. https://doi.org/10.1002/dir.20015 



 

 89 

Prahalad, Coimbatore K., & Ramaswamy, V. (2000). Co-opting customer competence. Harvard Business 

Review, 78(1), 79–90. 

Ramaswamy, V. (2011). It’s about human experiences… and beyond, to co-creation. Industrial Marketing 

Management, 40(2), 195–196. 

Rogers, T., & Davidson, R. (2015). Marketing Destinations and Venues for Conferences, Conventions and 

Business Events. Routledge. 

Rutherford, D. D. G., & Kreck, L. A. (1994). Conventions and tourism: Financial add-one or myth? Report of a 

study in one state. Journal of Travel & Tourism Marketing, 3(1), 49–64. 

Saarijärvi, H. (2012). The mechanisms of value co-creation. Journal of Strategic Marketing, 20(5), 381–391. 

Same, S., & Larimo, J. (2012). Marketing Theory: Experience Marketing and Experiential Marketing. The 7th 

International Scientific Conference “Business and Management 2012”. Selected Papers, 480–487. 

https://doi.org/10.3846/bm.2012.063 

Sasser, W. E., Schlesinger, L. A., & Heskett, J. L. (1997). Service Profit Chain. Simon and Schuster. 

Schmitt, B. (1999). Experiential Marketing. Journal of Marketing Management, 15(1–3), 53–67. 

https://doi.org/10.1362/026725799784870496 

Schmitt, B., & Zarantonello, L. (2013). Consumer experience and experiential marketing: A critical review. 

Review of Marketing Research, 10, 25–61. 

Social Tables. (2020). Types of Events: The Ultimate Guide with Examples. Social Tables. 

https://www.socialtables.com/blog/event-planning/types-of-events/ 



 

 90 

Soteriades, M. D., & Dimou, I. (2011). Special Events: A Framework for Efficient Management. Journal of 

Hospitality Marketing & Management, 20(3–4), 329–346. 

https://doi.org/10.1080/19368623.2011.562418 

Syrjämäki, A. H., & Hietanen, J. K. (2019). The effects of social exclusion on processing of social information 

– A cognitive psychology perspective. British Journal of Social Psychology, 58(3), 730–748. 

https://doi.org/10.1111/bjso.12299 

Tafesse, W. (2016). Conceptualization of Brand Experience in an Event Marketing Context. Journal of 

Promotion Management, 22(1), 34–48. https://doi.org/10.1080/10496491.2015.1107007 

Tynan, C., & McKechnie, S. (2009). Experience marketing: A review and reassessment. Journal of Marketing 

Management, 25(5–6), 501–517. 

Vakratsas, D., & Ambler, T. (1999). How advertising works: What do we really know? Journal of Marketing, 

63(1), 26–43. 

Vandermerwe, S., & Rada, J. (1988). Servitization of business: Adding value by adding services. European 

Management Journal, 6(4), 314–324. 

Vargo, S. L., & Lusch, R. F. (2004). Evolving to a new dominant logic for marketing. Journal of Marketing, 68(1), 

1–17. 

Victoria. (2017). The Real Value of Event Co-Creation and How it Works [Business]. Eventtia. 

https://www.eventtia.com/blog/event-planning/real-value-event-co-creation-works 

Vila-López, N., & Rodríguez-Molina, M. (2013). Event-brand transfer in an entertainment service: Experiential 

marketing. Industrial Management & Data Systems. 

Walls, J. J., Allen, G. R., & Lukasik, D. J. (2001). Event handling in a single logical screen display using multiple 

remote computer systems. Google Patents. 



 

 91 

Wohlfeil, M., & Whelan, S. (2006). Consumer Motivations to Participate in Marketing-Events: The Role of 

Predispositional Involvemement. In K. M. Ekström & H. Brembeck (Eds.), European Advances in 

Consumer Research (Vol. 7, pp. 125–131). Duluth, MN: Association for Consumer Research. 

https://repository.wit.ie/301/ 

Wood, E. H. (2009). Evaluating event marketing: Experience or outcome? Journal of Promotion Management, 

15(1–2), 247–268. 

You-Ming, C. (2010). Study on the impacts of experiential marketing and customers’ satisfaction based on 

relationship quality. International Journal of Organizational Innovation, 3(1). 

  



 

 92 

APPENDIX 

1. Interview questions  

 

2. Survey 

Q1 Hi! What's your full name? (If you prefer to remain anonymous you can leave the field empty.) 

________________________________________________________________  

 Q2 What is your country of residence? 

________________________________________________________________ 

Q3 What is your main occupation? 

o Student 

o Employee 

o Entrepreneur 

o Retired 

o Unemployed 

Display This Question: 

If What is your main occupation? = Employee 

 Q3.1 What is your position within the company?  
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________________________________________________________________ 

Q4 How often do you attend business conventions?  

o I do not attend business conventions  

o Once a year 

o Twice a year 

o 3 or more a year 

Display This Question: 

If How often do you attend business conventions?  = I do not attend business conventions 

Q4.1 Please explain shortly why not. 

_______________________________________________________________  

Skip To: End of Survey If Condition: Please explain shortly why not. Is Displayed. Skip To: End of Survey. 

  

Q5 The ones you are attending, are they paid or free?  

o Free  

o Paid  

o Mixed 

  

Display This Question: 

If The ones you are attending, are they paid or free?  = Paid 

Q5.1 What is your opinion on the price-value exchange?  

  Strongly 

Disagree 

(1) 

Disagree 

(2) 

Somewhat 

disagree 

(3) 

Neither 

agree 

nor 

disagree 

(4) 

Somewhat 

agree (5) 

Agree 

(6) 

Strongly 

agree (7) 
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I feel like 

I am 

getting 

my 

money's 

worth 

o   o   o   o   o   o   o   

  

Display This Question: 

If The ones you are attending, are they paid or free?  = Mixed 

Q18 What is your opinion on the price-value exchange?  

  Strongly 

Disagree 

(1) 

Disagree 

(2) 

Somewhat 

disagree 

(3) 

Neither 

agree 

nor 

disagree 

(4) 

Somewhat 

agree (5) 

Agree 

(6) 

Strongly 

agree (7) 

I feel like 

I am 

getting 

my 

money's 

worth 

o   o   o   o   o   o   o   

Q6 Do you normally attend on behalf of the company or out of personal interest? 

o Company  

o Personal Interest 

o Both  

Q7 What is your/your company's motivation for attending these events?  

________________________________________________________________ 

________________________________________________________________ 

Q8 What are your expectations when you are attending these events?  



 

 95 

________________________________________________________________ 

________________________________________________________________ 

Q9 How often are those expectations met?  

  strongly 

disagree 

(1) 

Disagree 

(2) 

Somewhat 

disagree 

(3) 

Neither 

agree 

nor 

disagree 

(4) 

Somewhat 

agree (5) 

Agree 

(6) 

Strongly 

agree (7) 

My 

expectations 

are always 

met 

o   o   o   o   o   o   o   

 

Q10 Can you describe your most memorable experience at one business convention? (Positive/Negative 

valence does not matter)  

________________________________________________________________ 

________________________________________________________________ 

Q11 What do you mostly enjoy at business conventions? Rank them from most enjoyable to least 

enjoyable. 

______ Venue/Destination 

______ Relevant speakers for your topic  

______ Interesting/Famous speakers outside of your topic 

______ Social Activities (during or after the convention day) 

______ Networking 

______ Being updated with the latest news/trends/ideas 

Q12 What are some of the most important values you get out of a business convention?  

       ________________________________________________________________ 
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Q13 Indicate on the scale below to which extent you would recommend people to go to business 

conventions. 

  strongly 

disagree 

(1) 

Disagree 

(2) 

Somewhat 

disagree 

(3) 

Neither 

agree 

nor 

disagree 

(4) 

Somewhat 

agree (5) 

Agree 

(6) 

Strongly 

agree (7) 

I would 

definitely 

recommend 

people going 

to business 

conventions.  

o   o   o   o   o   o   o   
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