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REIMAGINING EVENTS
- FOR AN EXPERIENCE FIRST, DIGITALLY ENABLED 

WORLD



Once upon a time!
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“I don’t know when it will be safe to 
return to singing arm in arm at the 
top of our lungs, hearts racing, 
bodies moving, souls bursting with 
life. But I do know that we will do it 
again, because we have to. It’s not a 
choice. We’re human. We need 
moments that reassure us that we 
are not alone. That we are 
understood. That we are imperfect. 
And, most important, that we need 
each other”
Dave Grohl – May 2020



B2B behaviours…

87%



On the one hand

Of B2B 
decision 

makers prefer 
remote human 
interactions or 

digital self 
service*

75% 27%

McKinsey & Company

70%
Of B2B 

decision 
makers are 

open to making 
fully self 

service or 
remote 

purchases 
+$50k

Of B2B 
decision 

makers are 
open to making 

fully self 
service or 

remote 
purchases 

+$500k
*



And the other

Of us prefer 
in-person for 

building 
stronger, more 

meaningful 
business 

relationships

85% 72%

Great Business Schools

79%
Of us say face 

to face 
meetings are 
essential for 

long-term 
business 

relationships

Of us say we 
are influenced 

by looks & 
handshakes



A beautiful tension!



B2C/B2B/H2H
 



Engaging hearts & minds 
is essential 

 



ENGAGE MULTIPLE SENSESEngage multiple senses





Leverage moments of truth



CONFIDENTIAL 15

Virgin Atlantic has built a successful 
service offering based on moments of truth



Get personal



1.TRANSFORMATION
 

“DON’T TRY AND MAKE A 
FASTER CATERPILLAR BUT TO 
REIMAGINE THE BUTTERFLY 

EQUIVALENT”
NIGEL VAZ, CEO PUBLICIS SAPIENT
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9From ordinary to…?

INTERACTIVE SET CHANGED 
BY AUDIENCE, USING APP OR  
STREAMING PLATFORM

SIMPLE SETS, 
BASIC PRODUCTION

LIVESTREAMED VIA 
ONE CHANNELEXPECTED

PROMOTION



+ +
Unmissable

Live 
Experiences

Exciting
Physical 

Engagement

Outstanding
Production

Quality

Extraordinary!





https://docs.google.com/file/d/1fjNGWx9xS0FnwTl1B-D8G0S0NCLu0ZsY/preview


2. KPIs

BE CLEAR ON WHAT YOU 
WANT TO ACHIEVE 













3. EXPERIENCE

CONSIDER THE GUEST 
EXPERIENCE

A) CORE
B) EXTENDED





Integrated ecosystem
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Integrated ecosystem

32

Keynote

Panel/fireside chat

Customisation

Two way 
dialogue

COMMUNICATION

MEDIUM

CONTENT FORMATS SOCIAL INTEGRATION

EXPERIENCE
Fixed

Brand 
moment
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erce

Commerce

Dedicated  
app or 
bespoke 
site

VirtualHybrid
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Expo/networking

Immersive

Personalisation

Co-creation

Many to many

Keynote

Panel/fireside chat

COMMUNICATION

MEDIUM

CONTENT FORMATS SOCIAL INTEGRATION

EXPERIENCE

Email 
SMS

Integrated ecosystem

Two way dialogue
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Sensory

VirtualHybridIRL





DECIDE WHAT’S BEST 
FOR YOUR EXPERIENCE
- ON DEMAND VS LIVE





CONSIDER THE 
FULL UX & 

DIGITAL 
JOURNEY 





4. PLATFORMS 

- LEVERAGE TECH TO ENHANCE 
& ENRICH NOT REPLACE THE 

EXPERIENCE



RETURN ON EXPERIENCE (ROE)
- A POTENTIAL FRAMEWORK

Depth of Engagement
Is the experience deeply 

engaging or just superficial?
Does it maximise connection 

time?

Brand Memorability
How sticky is the experience?

Do people associate the 
experience with you?

Intent to Act
As a result of the experience, 
how likely are people to act?



SO IN CLOSING
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Experiences are 
dead…
…long live 
experiences.


