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Management Summary  
The Hotel Management School Maastricht (HMSM) was contacted by IACC with the desire to gain a better 

understanding of the demand for external business events, specifically post COVID-19. With the rise of remote 

work in recent years, employees were forced to exchange meetings in-person for virtual meetings. After 

elaborately reading and understanding the essence of the project brief, the following management question 

was formulated:  

“What are the current trends and factors affecting future demand for the external meeting venues that will 

enable IACC to predict and adjust to the changes brought on by a decentralised work environment?”  

Through exploratory- and literature research, a better understanding of specific factors and trends that could 

affect demand was gained. The seven topics identified through the exploratory research were the following: 

the current trends in the industry, Decentralisation of the work environment, the importance of technology in 

a decentralised work environment, change, organisational culture, transformation post pandemic, and the 

changing customer expectations. Three research questions were formulated to get insights into various 

relevant viewpoints to properly answer the management question: 

RQ1: “Under what conditions* will strategic leaders* of large companies*, bring their teams together in real 

life again, considering the current decentralised work environment*?” 

RQ2: “What are the needs* and wants* of the clients of IACC’s venues regarding business events?” 

RQ3: “How does the perception of strategic leaders and the clients of IACC’s venues on the future of the 

meeting industry compared to trends and factors*, derived from the literature review?” 

To answer the research questions, a combination of three research methods has been used. Literature 

research was used throughout the entire project. As mentioned above, it was first used to identify the initial 

seven topics. After conducting quantitative and qualitative research, literature research was used to explore 

the newly derived topics which were identified in the survey and the interviews. These research tools will be 

elaborated on in the following paragraphs.  

The second research method was a survey that was distributed via online platforms. The target audience for 

the survey consisted of employees that work in a high managerial position in a large international company. 

The survey revealed the circumstances under which the managers will bring their teams together in real life 

again. According to the survey findings, people’s motivations for gathering and meeting have changed as well 

as the purpose of meetings as they are intended to connect and engage rather than to conduct business only. 

If individuals solely need to discuss business matters, they will most likely do it virtually, however, if their 

meetings require collaboration, they will meet in-person. In addition, team buildings and training have a strong 

collaborative component, and participants must be present for a meeting to be successful. Virtual meetings 

lack the added value of an in-person human connection. 

 
See Glossary for further explanation   
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For the third research method, semi-structured interviews were used. They were conducted with the clients 

of IACC's venues. This approach was used to acquire a better understanding of their needs and wants for the 

future of business events. These interviews revealed five factors that clients will be looking for in successful 

business events in the future. These are more collaboration between meeting participants, high quality of 

technology, a valuable way of communication, and the venues to come up with new innovative ideas. 

Moreover, the clients will be looking for venues that share the same values as their own corporations.  

 

The outcomes of the exploratory research, survey, and interviews were compared and analysed. Additional 

literature research was conducted, as mentioned in the first research method, to identify five overarching 

topics that are relevant to the study: flexible meeting spaces, outdoor meetings, technology, the creation of 

experience, and loyal customers.  Collaboration and flexibility are key aspects in all these topics.  
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Chapter 1: Introduction  
The foundation of the research will be explained in the following chapter. This covers the context, the assigned 

task, and the project scope. In addition, the management question for this project is developed, and the 

assignment's purpose will be specified. 

1.1 Background  
The COVID-19 outbreak, which began in early 2020, forced nearly all countries to implement restrictive 

measures, with social distancing playing a key role. Many companies were temporarily closed to prevent the 

virus from spreading, and personnel were restricted and isolated in their homes. Consequently, COVID-19 

impacted worldwide labor markets.   A significant portion of the global workforce has been required to go 

through a remote-work experience. Most employees expected the shutdowns to last a few months. However, 

millions of individuals are still working remotely two years later. The worldwide workforce has adjusted to the 

new way of working, relying primarily on Internet connection, streaming, and video conferencing to do so 

(Lund et al., 2021).  

The International Association of Conference Centers (IACC) is an international organisation that represents 

small to medium-sized meetings, training, and conference venues worldwide.  An IACC membership can be 

obtained by business event venues that meet certain quality standards and criteria.  The membership provides 

access to a wide range of resources and industry insights that keep the member venues ahead of the curve, 

as well as educational and professional development options (IACC, 2021a).  

1.2 Actual assignment   
As a result of COVID-19 and the Decentralisation of the work environment, people have begun to see the 

meeting industry in a new light. Venues are seeking information on how to adapt to this new meeting 

environment. As a result, Project Group 10 has been tasked with conducting research on existing trends and 

indicators impacting future demand for small meeting spaces. Answering the big question, is there still a need 

to meet in-person? In addition, the advice presented at the end of the research project will help IACC’s venues 

to invest in their future. 

 

1.3 The Scope of the Project  
To manage expectations, it is important to determine the scope of the project.  Clarifying what will and will 

not be covered is necessary, especially considering the 20-week time limit. After examining the brief with the 

client, it was agreed that the research would focus on larger international companies rather than the private 

sector. These companies can be seen as market pioneers, and their changes will have an impact on the rest of 

the industry (Kalicanin, 2018). Rather than providing future meeting industry strategies, the focus will be on 

providing the essential insights and research so that IACC can advise its partners. 
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1.4 Management Question 
For IACC’s member venues to be able to adapt to a decentralised work environment, research needs to be 

conducted to find the factors affecting future demand. To guide the exploratory research, the following 

management question has been formulated: 

“What are the current trends and factors affecting future demand for the external meeting venues that will 

enable IACC to predict and adjust to the changes brought on by a decentralised work environment?”  

1.5 Purpose of Research  

The goal of this assignment is to gain insight into the current trends and factors that influence the future 

demand for the external meeting industry. The outcome of the research results in collaboration with the 

pieces of advice mentioned in the Advisory report will be translated into an infographic as it is easy to read, 

analyse and are effective for a quick and clear understanding. Furthermore, recommendations will be made 

regarding the future meeting industry to give IACC more knowledge about the future work environment. Will 

changes in the work environment, such as Decentralisation, indeed have the potential to influence demand 

on external business events?  

1.6 Report Structure 
This report provides detailed information on the research’s execution and design, the results of the research 

conducted, and the conclusions drawn for IACC. In Chapter 2, the exploratory research will be described to 

review previous research findings to gain a broad understanding of the field. This chapter consists of 

environmental research including current trends in the meeting industry, Decentralisation of the work 

environment, the rising importance of technology in a decentralised work environment, the need to feel safe, 

and giving millennials a voice. Furthermore, exploratory research is conducted about organisational culture, 

organisational change, transformation post-pandemic, and the constantly changing customer expectations. 

Moreover, based on the exploratory research conducted, research questions were formulated to define the 

additional information needed to answer the management question.  

In Chapter 3, the methodology for the research is presented together with the justification of each research 

method, namely surveys and interviews. Chapter 4 consists of the analysis and results of the quantitative and 

qualitative research conducted. Different analysis methods will be used including Enalyzer regarding the 

surveys and inductive coding regarding the interviews. In Chapter 5, conclusions and recommendations are 

formulated for IACC. By linking and comparing the results and analysis back to the exploratory research and 

addressing the overall management question the conclusions and recommendations will be drawn. Chapter 6 

will provide the limitations of the research and suggestions for further research will be presented. 
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Chapter 2: Exploratory research 
The following chapter presents the results of the environmental research, and the findings of the literature 

study will be discussed. The information requirements will be mentioned together with the research 

questions. 

2.1 Environmental Research 

2.1.1 Current Trends in the Meeting Industry 

There are five current trends dominating the meeting market in 2021. Although briefly explained below, these 

industry trends will come back over the course of the report. This will create a better understanding of how 

they relate back to the project.  

Hybrid and Virtual meetings are here to stay 

While 2020 mainly revolved around virtual events, 2021 saw a rise in hybrid events. A combination of doing work 

online and in the office will see a rise in the future. Event planners can organise an event in-person with a 

limited number of guests in one location while also providing an online hub for virtual attendees to interact 

freely (Caramuru, 2021). 

Personalisation of Services 

With this age of real-time responsiveness, agility, and multichannel communication, customers expect 

companies to stay on top of all the information we provide and require. Most importantly, it is expected of 

them to do so consistently throughout the Customer Journey (Boudet et al., 2019). Furthermore, turning a 

conference with 50 to 100 attendees into an event that speaks directly to each one of them is no easy task to 

accomplish. As a conference expands in size, participants may feel as though it is no longer about them 

(McMillin, 2019). Moreover, they cannot truly develop hyper-personalised experiences unless they examine 

who is using the service you provide. Why are the guests coming, who is not interested, and how can we get 

them interested?  They can then use the collected data to gain a deeper understanding of what their attendees 

think and feel (Shariff et al., n.d.).  

Technology 

Rapid technological transformation and a growing profusion of digitised gadgets and services have 

accompanied human development in recent decades. “Frontier technologies” like artificial intelligence (AI), 

Internet of Things (IoT) robotics, and nanotechnology appear to be facilitating the speed of development 

which might help businesses and hotels personalise their interactions with customers (Langford & 

Weissenberg, 2018).  

Safety and Hygiene 

While safety and security are important aspects of any event, they frequently take a back seat to other issues 

on meeting planners' lengthy to-do lists. Budgetary concerns can also reduce security considerations, 

particularly if the cost of other essentials rises. Although this has been a pattern for some time, the epidemic 

has elevated it to a new level of significance. Attendees must feel secure, not only physically but also in terms 

of the technology employed (Howard, 2021). Moreover, it is impossible to plan for the safety and security 

requirements of an event too early or too often. Early engagement with the venues under consideration will 

provide not just the breadth of security required, but also a deeper understanding of how the venue conducts 

security (Tables, 2021).  
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Sustainability 

Meeting organisers have become far more aware of the importance of being sustainable in their operations. 

Therefore, the idea of “green” locations and partnerships has become more popular over the last decade. This 

trend has almost become a must instead of a desire in 2020 (DeFabrique, 2020). 

2.1.2 Decentralisation of the Work Environment 

People are the driving force behind the changing and development of markets. With a shift in demographics, 

comes changing markets and this results in a needed adjustment in a company’s business strategy (Freedman, 

2020). The worldwide pandemic has caused a significant shift in how people live and work around the world 

(Fogarty et al., n.d.). With the help of a screen and an internet connection, entire families are completing 

essential functions such as schooling, business, shopping from their own homes. COVID-19 has altered our 

perceptions of cities (Matthews, 2020). People have learned that they no longer need to live close to work 

since offices are closing. They might as well move further away to save the difference in rent. 

Employees looking for job opportunities are no longer restricted to searching in their immediate vicinity. 

Companies can hire qualified people halfway around the world if they want to. For the fastest-growing 

companies, being able to tap into talent anywhere became more important than having all their teams in one 

place (Adams, 2021). This means that getting your workforce together for a weekly meeting is much more 

difficult when done in-person.  

A solution to this spread-out workforce is setting up satellite offices closer to employees' homes, also known 

as decentralising the office.  This way of working eliminates dependency on a single central office, provides 

teams with accessible, flexible, and comfortable work environments. The pandemic hastened the transition 

to a dispersed work environment. Companies are increasingly seeking flexible workplace solutions to de-

densify their existing office space as limitations are removed and people return to the office (Hogarty, 2021).  

The key to a decentralised workforce is staying connected. It is essential that besides coming to the office, 

there are frequent meetings. One of the ways the event business will rebuild, and recover will be through 

small, drive-to meetings. Internal meetings, workshops, and seminars, for example, will be held locally with 

people from a specific geographic area (Boley, 2021). To stay in touch with teams from other areas, hybrid 

events could then be applied (Chaudhury, 2021).  

2.1.3 The Rising Importance of Technology in a Decentralised work Environment 

The advancement of the Internet and mobile technology has made remote work from home both possible and 

practicable, resulting in a more decentralised workforce structure. Companies have had to design incentives 

to keep workers satisfied and lured to the office (Bergeron, 2021). What is the point of having an office if you 

are not going to use it? After the pandemic, some days of the week will be spent working from home — 

anywhere from one to three days each week. A hybrid model is expected to evolve, balancing the benefits of 

distant work with the benefits of social contacts, as well as the creativity and innovation created by working 

with others in-person (Fogarty et al., n.d.)  

As office sizes shrink and workforces spread out, meeting organisers will have to start thinking small and local. 

Although the numbers will need to be adjusted to reflect what is permitted in each area, it is feasible to 

organise an event with a small number of physical attendees/participants and broadcast the sessions to a 

much larger audience online. Organising meetings and conferences close to where your attendees reside will 

help your visitors feel safe and secure. The worry of infection will automatically reduce if people are not 

traveling from other areas to attend your meeting. In other words, because these kinds of meetings address 
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the requirement to meet with more people – more safely and effectively — virtual and hybrid meetings are 

here to stay (Hopin, 2020).  

When hosting a meeting or conference where the attendees are both present in-person and virtually, meeting 

quality is of uttermost importance. Engagement levels must be high from both parties, and to ensure that 

happens, the right technology needs to be considered in all environments. Having a solid video conferencing 

platform offers a streamlined hybrid conference experience that makes workplace collaboration simple, 

engaging, and inclusive — regardless of where guests are calling from. The main speaker in a hybrid meeting 

room will switch from in-room to on-video participants without warning. So, for a hybrid meeting to be a 

success for all attendees, you will need microphones and cameras that can pick up both audio and video 

(Bamford, 2021).  

2.2 Literature Research 
Literature research is a detailed description of the topics that are discussed in the environmental research. 

These key topics are relevant to come to a better understanding of the issues that are at stake. The key topics 

are organisational change and culture, post-pandemic transformation, and the constant change in customer 

expectations. 

2.2.1 Organisational change 

Organisational change is defined as a deliberately planned change in an organisation’s formal structure, 

systems, processes, or product-market domain intended to improve the attainment of one or more 

organisational objectives (Yorks & Torraco, 2005). The impact of the COVID-19 pandemic has created an 

environment that is dynamically uncertain and a need for rapid change in many unforeseen areas with many 

organisations. When the pandemic caused the economy to crash, companies raced to stay solvent by reducing 

their costs to match their declining revenues. Most focused on slashing their personnel costs through 

downsizing or salary reductions, or both. Even before the pandemic, organisations had already started to 

shrink footprints and the recession is likely to accelerate that trend. However, this could be an opportunity, as 

well as investing in technology since COVID-19 has speeded up the needed adaptation of digital technology 

(Jain et al., 2020).  

In line with recommendations to reduce large gatherings and increase social distancing, multiple companies 

have asked the majority of office-based employees to work remotely. CEOs, CFOs, and key decision-makers 

saw the advantages of downsizing offices and collaborating remotely during 2020. The most well-known large 

companies such as Google, Microsoft, Twitter, etc. transitioned to part-time and permanent working from 

home arrangements (We Work Remotely, 2021). Many companies would like to merge working in the office 

and working from home permanently or allow employees to work from home indefinitely and make it a 

standard practice.  

2.2.2 Organisational culture 

The organisational culture has been reinvented in these past years, for several reasons. Millennials have 

become a large part of the working force. However, three other generations contribute to the working effort. 

These are the Baby boomers, Generation X, and the first of Generation Z. For companies, this means that they 

could have employees in their late teens to their early 70’s. This creates an opportunity for everybody to learn 

more and under different perspectives by establishing mentoring programs. Nevertheless, this can be a 

challenging situation for managers to handle. Furthermore, boomers are still at the origin of many company 

policies and work styles. With different values and expectations of each other, it becomes much more difficult 

to please every generation (Weikle, 2019).  



                                                                                                                                        

IACConline.org 12 

Additionally, the way of leading a team has drastically changed due to the pandemic. Pre COVID-19, leaders 

were able to easily control a team as they were often together in a central office. Now with the decentralised 

work environment, teams are spread out and often working from separate places (Alexander et al., 2021).  

Leaders can also stress the necessity of discipline and set limits. People who work entirely on their own tend 

to be less productive over time, despite spending greater hours than they did in the office. They lose their 

sense of direction and frame of reference. The distinction between working and not working is blurring. 

Workers at home do not get signals about when to turn off the lights, so they do not know when to turn them 

off. As a result, leaders may explain that there is a difference between work and play, and they can model this 

behaviour in their own behaviour (Thomas, n.d.).  

2.2.3 Transformation Post Pandemic 

In just a few months COVID-19 changed the workplace place, forcing different and flexible ways of working, 

post-pandemic.   

The working community is now entering the era of workplace 2.0 (Prossack, 2021). Working from home has 

given the workplace a new meaning. What was once called an office, meeting room, etc. has become now a 

home or coffee shop. As the world begins to re-open, many businesses are trying to establish their new rules 

for work. Some changes will be permanent, others will not. Areas that are expected to stay in the post COVID-

19 workplace are: 

1. Speed rate of digital transformation  

From physical to virtual locations, there is an expanding variety of platforms that comprise what we may call 

the 'workplace,' or the environment where we do our work. As society grows more interconnected through 

digital and physical platforms, the number of platforms for performing job activities has grown quickly. The 

COVID-19 pandemic has only increased demand for remote technologies that support virtual environments, 

as mentioned in the environmental research. Many see the working circumstances during COVID-19 

lockdowns as solid proof that remote working can be successful, therefore advancing digital transformation 

trends. This also demonstrates that hybrid work is becoming the new normal, as mentioned in paragraph 2.1.3. 

Many businesses will utilise a hybrid approach in which people work from the office part of the week and 

remotely the rest of the time. One major benefit of hybrid employment is that it provides maximum flexibility 

for both individuals and businesses. It enables employees to gather and work in a physical office space, when 

necessary, while also providing flexibility in work locations when face-to-face cooperation is not required. The 

element of digital transformation will change the function of the present working environment and raise the 

demand for technological advancement that can assist track and managing resources while lowering capital 

and operational costs (Shelly, 2020).  

2. Adoption of remote working  

Post COVID-19, remote work has become an attractive option for many employees. As the world begins to 

open back up, remote employees are now able to work from anywhere they have the power and an internet 

connection, turning work from home into work from anywhere. For employees who relocated during the 

pandemic, the option to continue remotely could end up being the deciding factor in keeping their job or 

looking for new employment (Prossack, 2021).  

3. Hygiene Consideration  

As mentioned in paragraph 2.1.1 one of the current trends in the market is hygiene. This means that Post 

COVID-19, touch-free technology in offices will become increasingly essential, and it may potentially be used 
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in elevators, security access, meeting rooms, offices, and other areas. Some buildings may employ health 

screening methods at their security gates during outbreaks. This may be seen in the increased usage of sensors 

and voice recognition. The adoption of touchless technology can not only help to avoid disease transmission 

but can also be combined with technologies that help with space utilisation tracking, optimisation, and 

maintenance (Arup et al., 2020).  

2.2.4 The constantly Changing Customer Expectations 

"Businesses need to not only meet customer demands but exceed them" (IssueTrak, 2020).  

Salesforce (2020) published the state of the connected customer report which summerises a conducted global 

survey with more than 15.000+ respondents and reveals the following the changing customer expectations 

and behaviours during the pandemic, the standards customers have in evaluating brands in a progressively 

online world, how the quick and broad shift to digital channels will affect customer engagement speaking of 

long-term and lastly why and how customers hold organisations accountable nowadays.  

1. Connection with customers  

Regardless of the change of customer expectations that have hit organisations with phenomenal speed and 

scale, customer experience is still the number one way to differentiate yourself as an organisation (Becker, 

2018). 80% of customers find customer experience just as important as the organisation’s product or services. 

That figure incorporates 83% of millennials and 85% of business purchasers, that usually have high standards 

and are critical towards customer experience. Going beyond experience not just helps organisations generate 

sales, but also build relationships with their customers. All organisations – regardless of if they provided their 

customers with exceeding experiences before – now have to be able to meet a new set of customer needs 

and expectations. And these are mainly digital. Even though 54% of customers would like to see new products 

and services in response to COVID-19, 69% would rather see organisations digitalising their already existing 

products and services; digital variants of IRL experiences (Salesforce, 2020).  

2. Understand your customers 

‘’Great service experiences are personalised, seamless, and quick — simple in theory but hard to deliver in 

reality” (Salesforce, 2020). Personalisation has become increasingly important, even so, that most customers 

expect each interaction, whether it be online or offline, to be as personal as possible. It drives engagement 

and helps with building relationships, see 2.2.1.  for an elaboration on personalisation. Giving customers one-

on-one attention on a grand scale is not a small task, however, customers stay aware of the possible distinction 

between their expectations and reality (Sitecore, n.d.). 

4. Keep up with digitalisation  

It is well-known that customers are progressively spending more time online. Of all interactions, around 60% 

took place online in 2020, which is a huge increase to 2019’s 42% (Salesforce, 2020). The expectancy is for it 

to keep rising, even past the pandemic. As well that 80% of business buyers believe to engage more in business 

online after the pandemic than previously. It is more crucial than ever for an organisation to keep up with 

digitalisation to be able to still fill the customer’s needs (Treehouse Technology Group, 2021). Artificial 

intelligence is increasingly becoming more widely known. 60% of customers are fine with AI being used in 

customer engagement, with 66% being millennials (Salesforce, 2020). However, nearly half (48%) of customers 

trust organisations to utilise AI morally, while 65% are worried about the possible unethical use of AI. 
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4. Show your values 

Digitalisation is not the only thing that influences buying behaviour. The reputation of organisations is also 

increasingly considered before engaging with a company. Especially since issues like climate change, gender 

discrimination, unfair treatments of employees, racism have been long-established and will continue to be 

talked about and cared about. 62% of customers have indicated that they have stopped purchasing from 

organisations of which their values were not aligned with their own (Salesforce, 2020).  

Finally, it is expected that organisations represent more than their finances. 89% of customers anticipate that 

an organisation’s values are accessible and clear, along with 90% that want the organisations to show them as 

well. As the new generations of customers demand more control in the trajectory of their world, they will 

actively search for the extent to which organisations are acting responsibly towards their communities and 

the environment – more so than their predecessors (Salesforce, 2020).  
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Chapter 3: The Methodology  
In the following chapter the two data collection methods for answering the three-research question (see 

paragraph 3.1) will be explained. To successfully conduct the data collection phase, two different research 

methods were used. Firstly, a survey was distributed to people with a high managerial position in a company 

with 500 or more employees. The purpose was to gain more insights into the vision of the large international 

companies on their future usage of external meeting venues. Secondly, six interviews were conducted with 

the clients of IACC’s venues to collect more specific information about the wants and needs regarding future 

external meetings. In the analytical phase, graphs were made to analyse and decipher the collected statistical 

survey data. Furthermore, a combination of deductive and inductive coding has been used to analyse the 

interviews conducted.  

3.1 Research Questions  
The Project Group has been requested by IACC to provide insights on current trends and factors for the future 

of meetings, as well as their potential impacts on the meeting industry, particularly in the case of smaller 

meetings. It is critical for transformation and future investment in meeting venues to shed light on key 

concerns for future business events and meetings. The information will benefit IACC members by assisting 

them in determining the best strategic options, calculating demand, and balancing risk. The formulated 

management question can be found below. 

 Management question:  

“What are the current trends and factors affecting future demand for the external meeting venues that will 

enable IACC to predict and adjust to the changes brought on by a decentralised work environment?”  

To answer the management question, three research questions are formulated. These research questions, 

which are stated below, are crucial for the research project's success. It identifies precisely what 

information the Project Group needs to acquire and gives the project a defined focus and goal. The first 

two research questions target a different group. The first research question seeks to learn more about what 

large multinational companies are doing, while the second aims to learn more about what clients of IACC 

venues require from the venues for a successful business event in the future. The third research question is a 

comparison of the findings from research questions one and two with the literature research gathered during 

the research study. 

Research questions: 

RQ1: “Under what conditions will strategic leaders bring their teams together in real life again, considering 

the current decentralised work environment?” 

RQ2: “What are the needs and wants of the clients of IACC’s venues regarding business events?”  

RQ3: “How does the perception of strategic leaders and the clients of IACC’s venues on the future of the 

meeting industry compared to trends and factors, derived from literature reviews.”  
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3.1.1 Research Method per Research Question  

In the research methodology table (see table 1), the research method, information required, and sources are 

explained for each research question (RQ). 

Question  Research 

Method  

Information Required Sources  

RQ1: Under what conditions 

will strategic leaders bring their 

teams together in real life 

again, considering the current 

decentralised work 

environment? 

Online Survey  100 survey respondents People working in a high 

managerial position in a 

‘’large’’ (international) 

company with over 500 

employees. 

RQ2: What are the needs and 

wants of the clients of IACC’s 

venues regarding business 

events? 

Semi-structured 

interviews  

10 interviewees Clients of IACC’s venues  

RQ3: How does the perception 

of strategic leaders and the 

clients of IACC’s venues on the 

future of the meeting industry 

compare to trends and factors, 

derived from literature reviews. 

Online Survey 

 

Semi-structured 

interviews  

 

Literature  

Literature review such as 

articles from the 

websites, and 

Results of the survey 

and interviews 

People working in a high 

managerial position in a 

‘’large’’ (international) 

company with over 500 

employees. 

 

Clients of IACC’s venues 

 

Literature  

Table 1: The Research Methodology Table  

3.2 Research Method - Literature Research 

Literature research is an essential part of the project. Although it is most applicable to the third research 

question “How does the perception of strategic leaders and IACC’s stakeholders on the future of the meeting 

industry compared to trends and factors, derived from secondary research?”, it is a stand-alone research 

method which is used throughout the whole project. 

When receiving a new assignment from a new client, in a new sector, probably very little is known, only what 

the client has told you so far. Therefore, at the very beginning of a project, literature research must be done 

to obtain a more precise brief. When conducting literature research, prior research findings are examined to 

obtain a comprehensive grasp of the topic (Travis, 2021). Secondary research, often known as literature 

research, is a type of research that makes use of previously collected data. This research method involves 

collecting data from the internet, government documents, books, and other already conducted research 

(Chaudhari, 2021).  It starts with a broad concept, and the research findings are utilised to uncover connected 

concerns to the study topic. 

3.2.1 Process of Collecting Secondary Data 

During the initial exploration phase, literature research was conducted to better identify the main topics of 

interest. Online databases such as MIT Sloan, SAGE Journals, and JSTOR were used to collect data on past 

research. These sources provided academic journal articles, books, and primary sources written by reputable 

authors. Websites such as Deloitte and McKinsey & Company were looked at as they are business consultancy 
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companies that specialise in many industries. Finally, websites such as the PCMA and the ICCA, are 

organisations specialised in the business events industry. 

Out of the analysis of these sources, a brainstorming session was held where all topics were visualised in a 

mind map. Nine study areas were identified. Further literature research was conducted to obtain a deeper 

grasp of these topics. Due to this exploratory research, the project began with a stronger foundation of 

knowledge. The nine topics were the following: trends in the industry, the changing customer expectations, 

organisational change, the need to feel safe, millennials, transformation post-pandemic, organisational 

culture, the rising importance of technology, and the Decentralisation in the work environment. The complete 

mind map can be found in Appendix 1: Mind Map of Ideas.   

The search for publications was narrowed down by doing several things. In order to get relevant information, 

the publication date had to be between the years 2018 and 2021 (Groningen, 2021). The meeting industry is 

constantly being revolutionised and information from 10 years ago might not be relevant anymore today. For 

one source from 1993 and some sources, published between 2005 and 2017, an expectation was made as they 

still presented general relevant information. Additionally, the sources had to be published by a reputable 

author or institution to minimise the possibility of inaccurate or false information. Checking for any bias in the 

article and whether the author has the necessary qualifications in the field of research are necessary when 

checking for relevant information (Mandalios, 2013). Any citations made in the sources used were also 

checked to make sure the claims made by the source are backed up with relevant and correct sources. 

The information gathered during the initial literature research was then used to ask informed and relevant 

questions to the client during the exploration phase of the project. Asking smart questions can lead to the 

client providing some guidance or direction, revealing their preferences, or assisting you in getting to the root 

of their problem (Bostic, 2020). 

The data collected during the initial exploration phase will be used to identify the topics for the interviews and 

surveys.  During the data collection, new ideas that might arise will consequently also be researched. 

Additionally, the literature research done is essential to make a comparison with the primary research 

acquired from the survey with the large companies and the interviews with the clients of IACC’s venues. At 

the end of the data collection phase, the data collected from the three different research methods will be 

compared and contrasted to formulate well-supported advice. 

3.2.2 Validity and Reliability of the Desk Research 

When evaluating the validity of data from a secondary source, it is necessary to check if the data collected 

from that source is relevant to the topic which is being discussed. A reliable source is one that offers a well-

thought-out, well-supported idea, argument, or discussion based on solid facts (Burnham, 2008). To check the 

reliability and validity of the sources, the CRAAP test was used. CRAAP is an acronym for Currency, Relevance, 

Authority, Accuracy, and Purpose. In short, this test helps check who published the source, the purpose of the 

source, when it was created/updated, and it is content (Benedictine University, 2021). A full explanation of 

the CRAAP test can be found in Appendix 2: CRAAP Test.  
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3.3 Research Method – Online Survey  
Pinsonneault and Kraemer (1993) define a survey as a mean for gathering information about the 

characteristics, actions, or opinions of a large group of people. However, it is crucial to emphasise that surveys 

only offer estimations for a sample of a particular population. For the first research question “Under what 

circumstances will strategic leaders of large international companies bring their teams together, considering 

the current decentralised work environment?’’, it was decided that the most suitable research tool to gather 

the necessary information is to send out surveys. Surveys can also be used to assess needs, evaluate demand, 

and examine impact which falls perfectly for the research question (Canada College, 2007).  

3.3.1. Target group  

The survey will focus on employees that work in a high managerial position in a large international company. 

A large company is defined as a business that employs ≥500 individuals (Cate, 2019). The focus is laid upon 

this target group as it provides insights from different worldwide companies in different fields. Industry-

leading companies usually have several advantages, such as pricing power, brand recognition, and a loyal 

customer base (Chirantan, 2020). They are the decision-makers within the industry, thus it is effective to 

analyse what they are currently and will do in the future, as it will ultimately change and steer the market 

industry in a certain direction. The population of this particular field is considered to be too large for the scope 

of this study and therefore a sample has been taken. A sample size of 100 participants is established. Many 

statisticians identify the minimum sample size to get any kind of meaningful result as 100 (Bullen Piroska, n.d.). 

3.3.2 Design of the survey 

For the design of the survey, the program Enalyzer will be used. Enalyzer is a software used to generate surveys 

and collect data. The survey design will begin with a written introduction which serves two purposes. The first 

function is to persuade respondents to engage in the survey, and the second is to establish informed consent. 

The goal is to make sure the participants fully understand what the survey includes and how it will be used. 

The introduction will cover the survey's themes, the time it will take, the respondent's ability to leave at any 

moment, and confidentiality concerns (Lee, 2006). According to research, survey lengths of more than 20 

minutes reduce data quality, thus a good rule of thumb for the survey is that it should not take more than 15 

or 20 minutes to complete (Versta Organisation, 2019). The survey will take approximately ten minutes of the 

participants' time. Furthermore, the Project Group also needs to consider the time constraint, therefore the 

data collection period will be during weeks 10, 11, and 12 of the school year 2021/2022. 

The first part of the survey will include personal questions to obtain demographic information of the 

participants, such as age, country of residence, and occupation. These questions will be asked in order to gain 

more insights into the background of the participants and see whether the participants fit the profile of the 

target group.  

The survey is based upon the exploratory research that was conducted in the first weeks. The topics that were 

identified as important were, Decentralisation in the workspace, their vision on the future, organisational 

change and culture, impact of COVID-19, work-life balance, the value of human interaction, occasions to meet, 

technology, and need to feel safe. These topics will be included in the survey as the overall categories in the 

survey will be the following: your meeting habits, Decentralisation of the work environment, and the impact 

of the pandemic on the business. Each category will be divided into questions and are either open- or closed-

ended items. Open-ended items simply present a question and enable participants to respond freely. 

However, they require more time and effort from participants, and they are more difficult to evaluate since 

the responses must be transcribed, categorised, and subjected to some sort of qualitative analysis, such as 
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analysis (Jhangiani, 2019). The benefit of open-ended items is that they are neutral and do not give 

respondents assumptions of what the researcher may be searching for. The drawback is that open-ended 

items are more likely to be skipped by responders since they take longer to answer (Dawer, 2019). The 

transcription of the open-ended question can be found in Appendix 6: Open-Ended Questions Survey. For this 

reason, the majority of the questions will be closed-ended. In the survey, the participant will be mainly asked 

for a 5-point Likert scale as it is simple to understand and use for survey administrators and respondents alike. 

They offer participants a selection of response alternatives from which to pick. However, closed-ended 

questions are more difficult to compose because they must provide a suitable set of response possibilities. 

They are, nevertheless, quite quick and simple for participants to complete. They are also considerably easier 

to evaluate for academics because the replies can be quickly translated to numbers and placed into a 

spreadsheet (Jhangiani, 2019). The complete survey can be found in Appendix 3: Survey Questionnaire. 

3.3.3 Validity & Reliability  

Valid surveys contain questions that reflect the topic that is being researched; therefore, key elements must 

be included. This is called content validity. Besides this, internal validity is also important. This implies that the 

questions asked in the survey can lead us to a useful outcome. In the case of IACC, the questions should help 

the data collector recognise and understand the different factors influencing the demand for meeting rooms 

(Mora, 2020). The external validity ties back to the degree to which the outcomes can be generalised to the 

targeted population the survey sample is representing. This implies that the questions must represent the 

thoughts of the target audience about the topic. To accomplish this, exploratory research is frequently 

required.   

Reliability focuses on consistency. The survey is reliable if the items are interrelated to ensure internal 

consistency (Benders, 2021). It does identify the psychographics and construct behavioural or satisfaction 

segments. It is done by requesting respondents to rate several statements on a rating scale.  

3.3.4 Data Collection  

The survey generated will be sent out to approximately 150 companies. To reach 150 companies, the group 

will use their own network connections such as reaching out to family members, friends who are working in a 

large company and posting on different social media platforms. Another method Project Group 10 will be using 

for contacting companies is to use the HMSM's company database and alumni network. 

3.3.5 Data Analysis  

In order to analyse the survey, graphs will be used to compare and process the complex statistical data. With 

the help of this format, the data will be organised in a clear format by classifying the different variables. In 

addition, the graphs will be explained to make them as understandable as possible. Besides the graphs, SPSS 

will be used. SPSS assists you in collecting, entering, reading, editing, and/or analysing data, as well as in 

disseminating the results and making choices. 
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3.4 Research Method - Semi-structured Interviews  
As a long-established research method, qualitative interviews involve a conversation between the researcher 

and the subject towards developing an understanding of central themes and research questions (Lochrie et 

al., n.d.). For the second research question ‘What are the needs and wants of the clients of IACC’s venue's 

regarding business events?’, it was decided to gather the necessary information by conducting semi-

structured interviews. The reasoning behind it is that qualitative methods are helpful for describing, 

interpreting, contextualising, and gaining in-depth insight into specific concepts. The key feature is their ability 

to provide an undiluted focus on the individual. They provide an opportunity for a detailed investigation of 

people’s personal perspectives and opinions. Interviews have open-ended questions, and they offer 

clarification for an in-depth understanding of the needs and wants regarding future usage of external meeting 

venues. More detailed information can be gathered due to the open-ended questions in the interviews.  

Interviews are particularly well suited for researching the needs and wants as they require personal depth 

which cannot be gathered by a survey. Interviews also provide flexibility as the interviewer can quickly adjust 

to the answers given by the interviewee.  

3.4.1 Target group  

Access to appropriate participants is vital and must be realistic and achievable within any project timeframe. 

To gather the most relevant information about the needs and wants of IACC’s venues, their clients will be the 

defined target group. By researching these subjects’ insights will be gathered on their expectations when 

booking a venue of IACC and how their customer expectations can change due to COVID-19.  

The method purposive sampling will be used as the participants of the research will be preselected based on 

their knowledge, work experience, and position (Jordan, 2021). The communication regarding the defined 

target group is very indirect as the project team cannot contact the clients of IACC’s venues directly. In order 

to conduct the desired ten interviews, the client of the project will become the assigned intermediary between 

IACC and the venues - activating the venues to contact their clients to participate in the interviews. The reason 

behind this fact is that the e-mail will be sent on behalf of the client as this is a known contact to potential 

interviewees. The e-mail of the Project Group, managementproject.group10@gmail.com will be included in 

the e-mail of the contact person in order to enable the venue's clients to directly contact the Project Group to 

schedule an interview. To encourage involvement and as a thank you, the Project Group will plant a tree in 

the name of the company if they agree to it, for which the participant works. At the same time, the Project 

Group contributes to environmental protection by giving back to the environment. 

3.4.2 Design of the interview 

In a semi-structured interview, the interviewer asks a pre-determined set of questions while the rest of the 

questions are not planned in advance, additional questions will be asked based on the topics raised by the 

interviews. An interview scheme will be prepared in advance of the interview, which is a written list of 

questions, open or closed-ended, and will be used as a research tool for collecting data. In addition, the rest 

of the questions are not planned in advance. Since semi-structured interviews combine both the structured 

and unstructured interview styles, they can offer the advantages of both. They allow for the objective 

comparison of candidates, while also providing an opportunity to spontaneously explore topics relevant to 

that particular candidate (Pollock, 2020).  

Participation in this interview is completely voluntary and the potential participants will be informed of the 

purpose of the research in advance. A small introduction of the Project Group and what the project entails will 

mailto:managementproject.group10@gmail.com
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be included in the e-mail and shared on social media such as LinkedIn. All the interviews will be kept 

anonymous and confidential. The collected data will be used for research purposes only and will be deleted at 

the end of the project. All the data stored will be in compliance with the Dutch privacy law (AVG). The data 

can only be accessed by the research group. The interviews will be conducted online via Microsoft Teams and 

will last a maximum of one hour. During this hour the following topics will be discussed, the use of IACC’s 

services, communication, organisational culture, safety and cybersecurity, technology, changing vision on 

meetings, and the impact of COVID-19 on the work environment. Depending on the knowledge and experience 

of the participant some topics will be more elaborately discussed and/or topics will be added to the discussion. 

All the interviews will be recorded if we receive permission from the participants in advance. The data 

collection period will be conducted during weeks 10, 11, and 12 of the school years 2021/2022. The interview 

questions can be found in Appendix 5: The Interview Questions Scheme.  

3.4.3 Validity & Reliability  

To establish an accurate and reliable study, it must be ensured that the topics that emerge are trustworthy 

and consistent. To achieve a valid and reliable result, clear and detailed documentation has to be maintained 

to assure that the themes accurately represent the data gathered. To support and explain the topics and 

conclusions, the transcripts of the interviews included as many verbatim and quotes from respondents. These 

documents were supported by a clear outline of who is the interviewer and the interviewee which will be 

presented at the beginning of the recording and the transcript. The transcripts will only be used for educational 

purposes. The researcher's role is to keep a clear and critical eye on exploratory research, a way to avoid bias 

is to have a clear list of questions that are the same for every individual and as the interviewer have the same 

attitude towards everyone (University of Miami, 2020). 

The transcripts of the interviews are the first step in the analysis of qualitative interview data. Obtaining those 

transcripts necessitates recording and transcribing the session afterward, putting in each word spoken 

(Sheppard, 2020).   

3.4.4 Data Collection  

As mentioned in 3.4.1, the ten interviews will be conducted where various topics will be discussed which are 

identified in the literature research such as Decentralisation in the workspace, their vision on the future, and 

organisational change and culture. 

When determining the sample size of the qualitative research, it was concluded that the sample size is not as 

straightforward in qualitative research as it is in quantitative research. While some experts in qualitative 

research avoid the topic of how many interviews are enough, there is indeed variability in what is suggested 

as a minimum. A number of articles, book chapters, and books recommend guidance and suggest anywhere 

from five to fifty participants as adequate (Dworkin, 2012). Therefore, a minimum of five interviews has been 

decided on and the Project Group aims for ten interviews as these may be cases where data saturation occurs. 

Data saturation is a useful guide to ensure enough relevant and comparable data has been collected. 

Saturation is defined by many as the point at which the data collection process no longer offers any new or 

relevant data. Another way to state this is that conceptual category in a research project can be considered 

saturated when gathering fresh data no longer sparks new theoretical insights, nor reveals new properties of 

your core theoretical categories. For this reason, the Project Group agreed to conduct ten interviews as it gives 

enough data for the researcher to recognise patterns in the interviewee’s experiences.  
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3.4.5 Data Analysis  

Once the interviews have been conducted, they will be transcribed allowing the Project Group to quote the 

interviewee, and even copy-and-paste specific sections into the coding document. Accurate records help the 

Project Group prove a specific view, emphasise a particular point, or provide better context for the findings. 

Afterward, the coding process will be done to identify themes and patterns for analysis. It enables the Project 

Group to find insights that are representative of the data and the human stories behind them. Deductive and 

inductive coding are building blocks that make up a variety of different methods for coding. Regarding the 

research, the Project Group is going to code with a combination of both methods. Due to exploratory research, 

basic knowledge has been created on this topic, thus a bottom-up approach will be implemented where the 

codes are derived from the data. There will not be preconceived notions of what the codes should be, 

however, the Project Group will allow the narrative or theory to emerge from the raw data itself, and by doing 

the coding, new topics besides the ones from the exploratory research might emerge. Hence, having a pre-

determined initial set of topics at the end of the analysis, the codes could still closely resemble the topics 

which the Project Group identified at the beginning.  
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Chapter 4: Results & Analysis    

The following chapter covers information about the outcomes gathered during the in-depth research phase. 

This includes the descriptive statistics of the results of the quantitative research and relevant results deriving 

from the qualitative research.  

4.1 Analysis of the Survey 
In this paragraph, the results of the survey are described and analysed. The quantitative survey was conducted 

according to the method described in Chapter 3: Methodology. The total number of respondents that started 

the questionnaire is equal to 123 respondents. A total sample of 77 is completed, which equals a response 

rate of 62,6.%. The incomplete answers are still included when the respondent has answered the question. 

The full questionnaire can be found in Appendix 3: The Survey Questionnaire. Although the survey was not 

completed by the initial 100 participants stated in the methodology, the insights collected from 77 industry 

strategic leaders were still highly useful in formulating an answer to the research question. The survey is an 

answer to the first research question (RQ1) “Under what conditions will strategic leaders of large companies, 

bring their teams together in real life again, considering the current decentralised work environment?”. The 

results of the survey are divided into two parts. The first part provides an insight into how the companies are 

currently operating, while the second part looks at how and for what reason the companies might meet. 

4.1.1 What are the companies currently doing internally? 

Survey questions on a company's internal operations will be examined in this sub-chapter. First, a summary of 

those who completed the survey will be presented. Then an analysis can be found regarding the questions 

about safety as well as a workweek analysis. The final analysis includes information about organisational 

changes experiences at the companies. 

Population 

As the IACC member venues attract clientele from a range of different sectors, it was essential for the reliability 

of our research to have a representative sample of as many sectors as possible. 61 respondents filled in their 

company names and a division of this can be found below. Names of companies have been left out to ensure 

privacy.  

Retail & 
Consumer 
Goods 

Hospitality Transport 
&Logistics 

Finance & 
Insurance 

Electronics 
& 
Telecommu
nications 

Consulting Education 

6 16 5 8 12 9 5 
Table 2 division of respondents per sector 

The Post Hoc, Bonferroni test was running through SPSS to determine whether there was any significant 

difference between the answers of these groups mentioned above. As mentioned in paragraph 3.3.5 SPSS 

would have been used to analyse the survey data, however, when utilising SPSS there was an insignificant 

result as the significant number was greater than 0.05. This also applied to all the other tests ran through SPSS, 

therefore Project Group 10 decided not to include it in the report as it did not show any relevant information. 
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The population concerns any employee who is working in a high managerial position within a company with 

over 500 employees. Below a division of the position can be seen, all the respondents who filled in the survey 

are working in positions relevant to our study. This means all respondents can be seen as valid. 

Position n % 

Chief Executive Officer 8 8,88% 

President 3 3,33% 

Vice-President 8 8,88% 

Director 24 26,66% 

Board Member 3 3,33% 

Human Resources Manager 9 10% 

Sales Manager 5 5,55% 

Marketing Manager 8 8,88% 

Finance Manager 3 3,33% 

Operations and Productions 13 14,44% 

Other Managerial Functions 6 6,66% 

Table 3: Number of respondents per position 

Most employees feel safe returning to the office 

 
Table 4: The participants' opinion on returning to the office 

After the peak of the pandemic, 66 out of 81 respondents feel safe returning to the office. This suggests people 

are satisfied with the efforts made by their company to ensure safety at work. Communicating the extent of 

these safety and hygiene protocols is essential in assuring employees who were forced to stop working or 

forced to work remotely that they are safe in a post COVID-19 workplace. It is then the responsibility of the 

venues and companies to ensure that these safety measures are also applied at external meeting facilities. 

From the number of respondents, 11.1% are rather unsure whether it is safe to go back and will therefore 

need this extra communication and effort to convince them of this. 
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A more flexible and personalised work environment in the future  

Using the results of the survey, the workweek of the respondents was shown at three different stages in time. 

For this question, the assumption is made that all respondents work up to 5 days a week. In table 4 below, the 

days spent working at home and in the office are shown pre COVID-19, during the peak of the pandemic and 

currently. When comparing the pre COVID-19 and during COVID-19 pie-charts a shift can be seen. While 60.5% 

worked 5 days in the office pre COVID-19, this switched to 67.9% of respondents working 5 days a week at 

home during the peak of the pandemic. In the last two pie-charts, the days spent at home and in the office 

are quite equally divided which might suggest companies are currently using a hybrid working model (2-3 days 

at home & 2-3 days in the office). This is supported by other questions in the survey; In question 25, 

respondents were asked to predict what their future work environment might look like. 67 out of 77 

respondents see a hybrid work environment staying in the near future. Additionally, the largest portion of 

respondents (37 out of 77) would like to choose when they go into the office in 2022. This suggests a more 

flexible and personalised work environment in the future. 

 

Table 5: Work weeks of participants, pre-, during, and post COVID-19 

Few organisational changes during the pandemic 

Organisational change refers to the actions in which a company or business alters a major component of its 

organisation. In the survey, the respondents were able to identify which changes their company made during 

the pandemic. The results of the survey suggest that most companies did not reduce their workforce or the 

salaries of their employees. 53 out of 81 respondents reported there was organisational redesign within the 

companies they work for. An organisational redesign can be seen when an organisation alters beliefs, 

attitudes, values, or structure to better adapt to new technologies, markets, and difficulties. 
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Table 6: Possible organisational changes experienced by respondents. 

4.1.2 How, when, and for what reason will companies meet?  

In this paragraph, the different reasons on how, when, and for what the companies will meet will be explained. 

These reasons are as follows: 

More weekly and monthly meetings post pandemic 

 

Table 7: Attendance at In-Person meetings. 

The respondents were asked to rate their attendance at in-person meetings at three periods in time. In table 

6 it can be seen that most respondents attended regular weekly meetings before the pandemic. Possibly due 

to the restrictions, during the pandemic, 67 respondents did not attend any in-person meetings. After COVID-

19, respondents expect to attend weekly or monthly meetings. When the respondents were asked what type 
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of meetings, they attended pre, during, and after COVID-19 the most chosen option was small meetings with 

less than 50 attendants across all three time periods.   

It, therefore, seems the pandemic has not had a significant effect on the frequency and size of in person 

meetings, but it did impact the reasons for meetings in-person. 

Team Building meetings are most suitable in-person 

The respondents were asked to determine how suitable different types of meetings are to be held online or 

in-person. From the results, it can be seen that team-building meetings were voted as most suitable in person 

by 68 out of 81 responses. Training was voted by 46 out of 83 respondents as suitable in person as well as 

virtually. Most respondents do not feel the need to be in-person for status update meetings, 35 out of 83 

respondents voted for this to be mostly suitable virtually. 

In order for venues to attract more clients, they could adapt their services and facilities to accommodate more 

team building and onboarding meetings. This means creating a space where connecting and engaging with 

each other is the main focus point. 

Kind of Meetings Most Chosen Option Fraction of total 

respondents 

  

Decision making meetings mostly suitable in-person 33 out of 83 

Problem solving mostly suitable in-person 37 out of 83 

Information sharing meetings suitable in person as well as virtually 32 out of 83 

Innovation meetings mostly suitable in-person 41 out of 83 

Team building meetings mostly suitable in-person 68 out of 83 

Status update meetings mostly suitable virtually 35 out of 83 

Recruiting of potential staff suitable in person as well as virtually 33 out of 83 

Onboarding for new staff mostly suitable in-person 46 out of 83 

Conventions suitable in-person as well as virtually 30 out of 83 

Conferences suitable in-person as well as virtually 28 out of 83 

Exhibits mostly suitable in-person 38 out of 83 

Trainings suitable in person as well as virtually 46 out of 83 

Table 8: Distribution of respondents per kind of meeting. 
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Value of Human Interaction are most relevant when meeting in-person 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 9: Possible influencing factors when meeting in-person. 

Respondents were asked to rate seven factors on their importance when meeting in-person. While the effort 

of travelling, fitting it in your schedule and expanding your network were all rated as relevant, the value of 

human interaction had the highest fraction of respondents scoring very relevant, 45 out of 81. This means 

people place an importance on the need to be together when collaborating.  
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High tech technology is essential in virtual meetings

 

Table 10: Possible factors influencing virtual meetings.  

High tech technology is essential when attending virtual meetings, as has been voted by 52 out of 81 

respondents. The ability to easily fit online meetings into their schedule as well as the sustainability aspect 

make these kinds of meetings attractive to potential attendees. The pandemic might have shown many 

respondents the ease of attending online meetings. This also means that venues working with a hybrid hub 

model must invest in the appropriate meeting technology to attract companies meeting virtually with teams 

in other locations.  

Decreased business travel in a post COVID-19 work environment 

 

 

 

 

 

 

 

 

 

Table 11: Business travel before and after the pandemic. 
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Pre COVID-19, business travel was quite common for many large companies. Respondents were asked to fill 

in how many times a year they travelled for work before the pandemic, compared to how often they expect 

to travel in the future. Before the pandemic, 49 out of 83 respondents travelled more than five times a year. 

In the future, only 36 respondents expect to continue to do so. Although this might only be affecting the near 

future, due to the ease of virtual meetings and global traveling restrictions, some companies might indefinitely 

reduce their business travel. 

Virtual aspect is used to complement in-person meetings 

 

Table 12: Usage of virtual meetings.  

The table above indicates that virtual meetings are here to stay. A large part of the respondents said that 

virtual meetings are not only complementing internal and external meetings but also training and conferences. 

It can therefore be concluded that in-person meetings will consequently keep a virtual aspect to them post 

COVID-19. A good example of this is the adoption of the hub model, which is a meeting with in-person 

groupings of participants in more locations. Each location is a meeting in its own right, at the same time it is 

interconnected with the other meetings, allowing for full collaboration.  
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Possible increase in demand in virtual meetings 

Table 13: Demand for in-person and virtual meetings.  

In the survey, the respondents were able to identify if they would expect an increase or decrease in demand 

for in-person and virtual meetings. In the pie chart on the left, a balanced result can be seen, 36.4 % of 

respondents think that there will be an increase while 37.7 % think there will be a decrease. This might also 

depend on the industry the company is in or indicate that employees are still unsure what the future will hold. 

Table 12 indicated that more than half of the respondents anticipate a significant increase in virtual meetings 

post COVID-19.  

4.2 Analysis of the Interviews 
This paragraph provides the results of the interviews with the clients of IACC’s venues. The qualitative 

interviews were conducted entirely according to the method described in Chapter 3: Methodology. Due to 

unforeseen circumstances, the Project Group was able to conduct six interviews instead of 10.  The interviews 

with the members give more insight into the research question (RQ2) “What are the needs and wants of the 

clients of IACC’s venues regarding business events?”. The research question can be answered with the 

information provided by the clients of IACC’s venues.  

 

After conducting the interviews, several categories about the wants and needs of the clients of IACC’s venues 

were found. These categories can be divided into seven main topics: Decentralisation of work environment, 

changing motives to meet, strategic decisions, usage of the external venues, face-to-face vs. virtual meetings, 

decision-making factors, and trends in the meeting industry. From the interviews conducted a thorough 

analysis was made and formed the basis of the findings.  

 

An overview of all the relevant categories derived from the interviews can be found in Appendix 4: Structure 

of the Categories.  
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4.2.1. The office has a different purpose 

COVID-19 was the reason for the Decentralisation of the workplace. First, all the interviewees had to work 

completely remotely, and some people believed that they could never return to the office to do their job. 

According to most of the interviewees, their company currently has a hybrid work model implemented due to 

the impact of COVID-19, a type of flexible working where employees divide their time between the workplace 

and working remotely. The interviewees also think that the hybrid work model will still be used after the 

pandemic as employees noticed the advantages of a virtual work environment. Their companies are adjusting 

their policies to a new workplace due to COVID-19. Most of the interviewees have reported that they like the 

flexibility which the hybrid work model provides as it creates a better work-life balance. Additionally, some 

interviewees even state that the use of technology has the potential to replace all face-to-face meetings, 

however, this depends on the industry of the company. The following statement illustrates this transition of 

work environment:  

 I think pre COVID-19 we were regularly face-to-face and in the office 3 or 4 days a week out of 5, it 

was the norm to have meetings in the office. You used to work from home by exception, maybe one day a 

week, something like that. When COVID-19 happened, we had a lockdown in the UK and basically told 

everyone to work from home unless they had a reason for coming into the office or our clients demanded an 

exceptional circumstance. We stopped all our face-to-face training and interventions and did as many as we 

could virtually using Google meet. 18 months later and we were in a little bit of a hybrid situation, whereby 

we started to go back to the office maybe 2 or 3 days a week, however, it is not mandatory. We think it is the 

right thing to keep the hybrid work model (Informant #5). 

At the same time, most interviewees reported that seeing each other in real life brings another value that you 

cannot have by only using virtual technology. However, with the current situation, people have seen the 

advantages and opportunities of advanced technology, being able to see each other and working together at 

a long distance has its benefits. Even so, people appreciate human interaction as it gives more energy and 

motivation. Having people around you to bounce ideas off, ask questions, and have more of a creative 

element. According to a few interviewees, the office might be getting a different purpose due to the changes 

in the work environment. It might function as a meeting space only or a different environment to re-energise, 

to socialise with other people. The following statement illustrates the shift taking place in people’s minds 

about working at an office: “I think the office definitely has a place, not just 5 days a week” (Informant #5). 

Furthermore, during the interviews conducted, a participant addressed an upcoming trend in the meeting 

industry, namely the Hub Model. It consists of a host venue where a group of participants meets at a physical 

location and several additional hubs where the same model is replicated. All hubs attend the event 

simultaneously and are connected to each other in real-time through video-call or webcast tools. Moreover, 

all hubs are visible to each other, and the meeting program supports face-to-face interaction. The following 

statement illustrates this:  

Armonk is in the northeast of America; I will invite the people who live in that area to an auditorium. 

So, nobody has to travel on a plane or a train. We will connect them as we have high-quality AV equipment, 

and we will connect them with the other 12 sites where we maybe have 25/30 people all at a social distance. 

So, now instead of bringing hundreds of people on, say 12 different occasions to Armonk, where they have 

the travel the time away from home, etc., we are going to keep them where they live and work (Informant 

#4).  
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The statement described above also ties back to the reduction of business travel. A few interviewees stated 

that most people are still being cautious and do not feel safe traveling. Most of the meetings have been held 

locally. According to one interviewee, people are even leaving the city centre to move to the suburbs as they 

do not need to travel to the offices as frequently as before COVID-19. A few interviewees also stated that 

sustainability such as carbon footprint has also become an important factor when deciding on business travel.  

In addition, a few interviewees believe that COVID-19 has created a more efficient mindset in the sense that 

the workforce is more conscious of the need to travel compared to the output that is needed. The following 

statement illustrates this: 

We used to go overseas for some interventions pre COVID-19. I would suggest for the next 18 months 

we will not be doing that. We will be staying in the UK, UK participants, UK venues. In the UK, people thought 

business travel would reduce 1/3 of what it was pre COVID-19. Business travel was 100%, it would literally 60 

to 70% of that would fall away (Informant #5). 

4.2.2 Changing motives to meet  

According to a few interviewees, the main reason for organising an external meeting is to escape their own 

fixed environment. People are tired of working at the office or working at home all the time. It is primarily 

about being away from the workplace; people are in an environment where they can learn and completely 

focus on the meeting, rather than continually thinking about mobile phone ringing’s, emails, etc.   

However, some interviewees stated that the pandemic has made people more hesitant about whether an 

(external) in-person meeting is necessary as it mainly depends on the nature of the program, the people, the 

intervention, money, or the relevance of the meeting. The decisions will be driven on, is there a need to meet 

up face-to-face as opposed to what the venue has to offer. It will be driven by a business or human need in 

opposition to driven by venue availability. Currently, it is case by case as opposed to before, people are more 

conservative about planning a meeting. The following statement illustrates this:  

I think COVID-19 gave us benefits as well. I guess to renew the focus on how we do stuff, how we 

engage as human beings sometimes as well. Do you need to travel? Do you need to get in the car? Do you 

need to fly? Can you not do the same thing in your office in the UK, not overseas or just using Google 

(Informant #5). 

As discussed in paragraph 4.2.1, Decentralisation of the work environment, offices will have a different 

purpose as opposed to the pre COVID-19 period. Their main function will not be as a working space, rather a 

meeting space where people can socialise and collaborate. In-person meetings will be more about the 

personal connection, in contrast, virtual meetings will be more business-focused and concise. The balance 

between virtual and in-person meetings is changing. The following statement illustrates this: 

Because when do we meet really? It is really the virtual meetings or exchanges that are really for 

professional business-related topics. Whereas if I want to meet someone in person, it is also to connect, it is 

also to have this personal connection and personal interest, more than even the business focus, because that 

I can perfectly do virtually (Informant #3). 
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4.2.3 Decisions and changes made within the company 

In this paragraph, the organisational change and culture will be discussed as these are strategic decisions made 

by the higher management within the company. 

Organisational change  

Through such changes in everyone’s daily life, adjustments consequently occur in any company. First starting 

with remote working and the importance of technology in such context, to maintain communication, 

management must adapt such as illustrated by this interviewee: 

 So, before the pandemic, we were using WebEx, and I think our department was one of the first who, who 

started using Zoom. So, in April, our departments switch to zoom. And I think about July's August, last year, 

the full companies switch to zoom (Informant #6).  

Furthermore, teams had to adapt the learning to the work environment and consider doing it online, as an 

interviewee mentioned: 

Trainings, absolutely. Because there you may not forget, we have role plays included, this is something 

that is hard to-do so therefore, we redesigned our programs again, so really, we have a program for face to 

face, and we have a program for virtual (Informant #3). 

Adapting the work environment is a recurring aspect of the strategic decisions made by companies, “the 

expectation certainly in our business is just like completely in the office, hybrid model or just you are in the 

office when you need to be a few days a week. But we have empowered flexibility” (Informant #5). Other 

mention the flexibility given to their employees “People are given the freedom to decide whether or not they 

come to the office. We cannot argue with that” (Informant #2). However, it is still uncertain which way of 

working will be used in the future, as this quote illustrates “It is not concrete yet what the 'board' wants to 

implement after COVID-19, but that is perhaps also so that managers themselves can give an interpretation 

to see what works best. It also depends on the function” (Informant #2). In the meanwhile, to ensure the 

safety of everyone, some companies have implemented ways to update others about their own work 

environment: 

We have an app where you must indicate whether you are coming to the office or whether you want 

to have a workplace so that you can book it or whether it is a visit that you have a meeting somewhere in a 

large room (Informant #2). 

This matter of work environment impacts everyone; therefore, people are still currently cautious and are still 

uncertain about the future.   

Organisational culture  

In these times of uncertainty, strong company culture is crucial to keep the employees motivated and hopeful 

for the rest of their experience in their company. Throughout the interview’s managers emphasised the 

importance of the physical and mental safety of their employees, as illustrated in this quote: 

From a business perspective, the sort of the pantheon of importance is, our people are safe. Our 

people and the families and the friends and neighbours are safe. Once we can check that box, it is how did we 

want to feel, you know, even if they are safe, we want to be able to reassure them. And if they have concerns, 

not force them to do something that's going to make them say, maybe this is not the company for me 

(Informant #4). 
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When meeting in external venues, companies have found a way to continue building up their organisational 

culture, as this interviewee mentioned “So each and every year, we start off the meeting one day for our 

departments more as a get together and see how where we want to go to in our future in the future” 

(Informant #6). Moments of communication and feedback are important to keep a strong company culture as 

highlighted by this interview fragment:  

Then after the first day with our full departments, we move on to the program for our experts who we 

invoke in our trainings to thank them and to come with nice topics for them to improve their skills (Informant 

#6).  

Contribution from everyone is a way to be inclusive and keep employees motivated, this illustrates the culture 

of the company and its willingness to keep the interest up, the importance of it was mentioned by one of the 

interviewees, stating, “they have got this really big, posted walls where you can post all of your memos and 

involve actually the whole group to contribute” (Informant #6), from this quote it is also understandable that 

this can be facilitated by the venue.  

4.2.4 Usage of External Venues 

All the interviewed employees mentioned that their company made use of external venues for certain types 

of meetings pre COVID-19. These external meetings include the following: trainings, assessments moments, 

high-performance team days, interventions, and plenary sessions. During the pandemic, these external venues 

were less likely to be booked due to the COVID-19 regulations, ordered by the government. Worldwide, the 

urgent governmental advice was to work from home, resulting in companies reducing their usage of external 

venues. Most interviewees indicated that post COVID-19, the company that they work for will continue using 

external venues for the same purposes pre COVID-19. “There is still a need for external meeting venues. Not 

at the levels of pre COVID-19, maybe 50 to 60% something like that.’’ (Informant #5). Another participant 

mentioned their future usage of external meeting venues, “it will remain that we also continue to organise 

these kinds of events externally” (Informant #2).  

4.2.5 Face-to-face vs. virtual meetings  

“I still believe that seeing each other in real life is bringing another value that you cannot have by only to virtual 

technology” (Informant #3). Pre COVID-19, it was common to attend face-to-face meetings at the office on a 

regular basis. When the pandemic started, some of these in-person meetings were moved to virtual, whereas 

others could not be done virtually and had to be postponed. The interviewees indicated that both virtual and 

face-to-face meetings have their benefits. They mentioned that meeting virtually is an efficient way to quickly 

discuss the necessary topics, as it does not include the travel time, the coffee or casual talk beforehand. It was 

mentioned that it is precisely the interaction that they miss while working remotely. The following statement 

illustrates this:  

I think a lot of people still miss that interaction so actually being physically with someone, [..] if you go 

through face-to-face meeting, you may have a coffee or tea or something beforehand and you will chat about 

family, friends, what you have done at weekends, holidays etc... (Informant #1). 

After having virtual meetings for over two years, with less in-person interaction between colleagues, one of 

the interviewees stated: ‘’I think we really undermined the importance of that” (Informant #5), referring to 

the importance of in-person interaction. 

Besides missing interaction, interviewees stated that face-to-face meetings are more beneficial than virtual 

meetings. As mentioned in the following interview, the learning is done more effectively in-person “For our 
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company, the face-to-face training is more beneficial [..], it allows them to gain more knowledge and 

experience” (Informant #1). Furthermore, the depth of a certain topic can be studied more effectively in-

person, ‘’We are an innovative company, so of course it is much more beneficial to sit together if you want to 

develop or improve something” (Informant #2). Lastly, it is more complex to ensure a good understanding 

through virtual tools, ‘’Training of our new people [..] is also something that needs to be done face to face 

because we cannot transfer that knowledge virtually” (Informant #3). 

4.2.6 Decision Making Factors  

The following factors will be discussed in this paragraph, namely the quality & service, design & facilities, 

communication, location and shared values. These are decisive points during the customer booking journey. 

Quality & Service 

There has been a significant shift in the perceived service quality over the years. The interviewees mention 

that service is important, however, it is much more than that. One interviewee stated the following: 

‘’Remember, it is about the experience. There has been a study done that says two thirds of engagement is 

dependent on the experience” (Informant #4). That experience includes receiving a warm welcome, guidance 

throughout the day, making them feel included and valued. The following quote illustrates this:  

But I really liked it when I came in, because I make sure I am on time, that I am welcomed. That my 

attention is immediately drawn to, look, this is the room and if you need anything else, just let me know. And, 

well, what time have you planned your break, because I'll make sure that the coffee and cake or whatever is 

ready. So, I really liked that. Just that personal approach and just the contact that you immediately known, 

okay, that is the person I need to be with and, oh, they are thinking along because they are already asking 

when the break is (Informant #2). 

Quality and service seem to rise in importance when booking a venue. Cost element is not the most deciding 

factor when choosing a venue, according and stated by one of the interviewees: ‘’Quality is probably the most 

deciding factor when we choose a facility now. Yes, rather than a cost element” (Informant #1).                          

Design & Facilities 

For design and facilities, the interviewees stated their preferences and elaborated on factors that influence 

the likeliness of booking a specific venue. The majority mentioned the size of the meeting room as one of the 

main factors. The space needs to be modern, with nice furniture and daylight, as one interviewee stated the 

following: “A company that has an old fashioned, you know, gray metal filing cabinets, hard plastic chairs, you 

know, old desks, with chips and bashes and some discarded initials on it, things like that. It doesn’t feel good” 

(Informant #4). 

Besides this, meeting supplies that serve as a visual aid to graphically support the company’s discussions, 

speeches or teamwork are a must. Examples of these are a board, a flipchart, a beamer, and so on. Apart from 

these traditional supplies, many also refer to the need for advanced technology, with audio-visual equipment 

being essential:  

They will need first class AV; they will need big screen functionality. You know, nobody can be looking 

at a battery of televisions and things like that. It has got to be a big screen functionality. It has got to provide 

breakout rooms, because there will be maybe a plenary session where everybody is connected (Informant #4). 
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Communication 

Communication with an external meeting venue was pointed out as a particularly important point when 

booking and using a venue, as illustrated in this quote: 

I would not call it an important detail; I would call it a crucial core point. I think communication is key. 

In our organisation, you really need a dedicated project manager or person dealing with our accounts, it is 

important (Informant #3).  

As mentioned in this previous quote, having someone responsible for your company and the proper execution 

of their time in the property is valuable to the company using the facilities. There must be communication but 

coming up with new ideas is valued as mentioned by an interviewee “Definitely, they listened to us, they also 

come to us with innovation” (Informant #1). If these points above are taken into consideration, this will impact 

the long-term loyalty of the guests to certain external meeting venue, although an interviewee has observed 

a decrease of communication since the beginning of the pandemic, as quoted “with COVID-19, again, we of 

course, people don't work full time anymore. And there we yeah, we sense that it (interviewee referring to 

communication) not at the level as it was before COVID-19...” (Informant #3). 

Location  

The location of the venue has a considerable impact on the smooth running of the meeting, and a successful 

event. Many see a positive impact by taking their employees in an external meeting venue as stated by one of 

the interviewees: 

So, when we are in a location, we want it to be very conducive to learning rather than a work, and 

hence why we don't use a lot of our own locations. Because when people are there, they tend to get 

interrupted by the day job, etc. If they're offsite they're not immune to it, because they can still be 

communicated with, but they feel more relaxed, more encouraged about being somewhere to learn 

(Informant #1). 

The easy access to a venue makes the beginning of the guest journey more enjoyable, as illustrated by this 

interviewee, “what we needed is not too far from the airport, so a quick access” (Informant #3), also 

mentioned by another interviewee stating “and they had good transport links for train or car. Not so much for 

people flying down from Scotland but even that, the nearest airport is about 40-45 minutes away” (Informant 

#1). Another important aspect of the location is the environment and surroundings of the venue, this will 

influence what the guests can do during their stay and free time, as mentioned in this quote “It should be in a 

green environment, that was important for us, so not in the city, so people really need to go outdoors and 

have a walk” (Informant #3). 

Shared values  

Having the same values and morals is an important aspect of the guest's journey. Values can be seen through 

an environmental aspect but also related to human values such as integrity and inclusiveness. Being mindful 

of the carbon footprint is crucial as illustrated by this quote: 

And there as well, we feel that they do a lot of effort. And each time I come there, I see that new 

features have been integrated, they pay a lot of attention to the green aspect. And that is also very important 

to us (Informant #3). 
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The same interviewee mentioned ways the venues are making a difference, “they pay a lot of attention to the 

venue and what the venue is offering on sustainability. Waste of food is an important one” (Informant #3). 

Additionally, another interviewee mentioned human values as illustrated in this quote: 

We conquer the whole lot and so to become a supplier of DHL, they will have to agree to the 

environments to be sustainable, have a good policy for their staff and ensure that they're being well treated, 

they've been trained, there's no bullying, very diverse and also, they are socially responsible companies that 

are doing things legally, no 6-year-old to clean the bedrooms and those type of things (Informant #1). 

Sharing the same values with those external meeting venues is a way for companies to also respect their own 

organisational culture and their commitment to their employees.  

4.2.7 Trends in the Meeting Industry  

In this paragraph, the new trends influencing the meeting industry will be identified and elaborated on. 

Changing customer expectations  

For the past two years, employees have had to adapt to the constant change of situations which has also 

created new expectations. When meeting in-person, employees are now more willing to connect and share 

ideas. An interviewee mentioned the need to detach from the screen, “because we are doing so much on 

zoom right now, we actually want to avoid screens as much as possible” (Informant #6). Employees place a 

high importance on interaction. After so many meetings done online, in-person interaction is highly requested 

and is also an aspect that the organiser of trainings should understand, an interviewee mentioned the 

importance of it: 

And they are not just going to be spectators to what is happening. We call it a hub and spoke model. 

They are not just going to be spectators to what's happening at the hub, we will have facilitators who live in 

that area, traveling around the audience as they are listening with microphones. (Informant #4)  

This interaction is more inclusive for everyone, “And so, you get that interaction. So, it is not just one person 

talking to 25. It is one person sharing ideas, sharing information, getting questions from over 300 people” 

(Informant #4), this ensures interest from all employees and encourages collaboration from a larger group. 

Furthermore, a new expectation from the employees is more moments spent working outside: 

We have a lot of moments that we just take the group outside and, on several occasions, when of 

course, it needs to be summer in Belgium for a good weather. But absolutely, yeah, we do that, the lunches 

and we see it helps. It helps for the atmosphere and the spirits. (Informant #3)  

Having outdoor meeting possibilities can have many benefits on the work environment and the ambiance 

between colleagues.  

Corporate Social Responsibility 

The Corporate and Social Responsibility (CSR) of the companies that were interviewed, and the venues being 

used have been identified as very relevant. When mentioning the CSR during interviews, the main topic 

brought up was sustainability. Clients of IACC’s venues put a lot of importance on the green aspect proposed 

by the venues, but also their carbon footprint throughout their stay. One of the interviewees mentioned their 

own goal as a company, “So, one of the main areas we're looking at now and that’s a project for next year is 

how can we have a carbon-neutral training event. So that's high on our agenda as a company” (Informant #1). 

Their environmental impact during meetings has been raised throughout multiple interviews, where 
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responsibility is expected from companies and venues, “I think the industry, consumers, stakeholders, and 

companies that work with you or want to engage with you expect it if that makes sense” (Informant #5). Others 

mention the importance of being able to access an outdoor environment, “That people can go out, that's really 

important and we encourage people to be healthy and sportive. What we see is that people really spend a lot 

of time outside jogging” (Informant #3). It is the responsibility of the venue to give the opportunity to their 

clients to release the stress in an appropriate setting, after spending a day inside, an outdoor environment is 

preferred.  

Safety & Security  

With the ongoing pandemic, safety regulations and precautions are a must, it is also the responsibility of the 

venue to put in place measures to make sure their guests are safe. It also depends on the restrictions given by 

the government of a certain country. In one of the interviews conducted, it was mentioned that food options 

and the Food and Beverage facilities can be a moment of contamination, therefore pre-packaged food was 

given as a recommendation. Making people feel safe currently is a very important aspect which can be seen 

through this quote, “So, I think now you get a safe feeling, feeling of safety, you get the feeling that it is under 

control” (Informant #3), when booking for an external venue, guests want to feel like the venue is in control 

of the situation and can welcome people in a stable and safe environment.  

Technology  

With the Decentralisation of the work environment and the beginning of remote working, the digitalisation of 

learning was a requirement for every company, thus, reliable technology is a crucial aspect of a successful 

work environment. Meeting participants now expect the same level of technology in the venues they use, the 

requirements are now higher than they used to, as mentioned by one of the interviewees: 

 And this may be something that hotels need to be aware of if we're going to try and follow this. You've 

got to get the connectivity. You've got together audio-visual equipment, first class. So, they'll need first-class 

AV, they'll need big-screen functionality. (Informant #4)  

Other companies make use of outsourcing suppliers which can ensure reliable technologies, as this 

interviewee quotes: “When we have really big seminars in the plenaries, we use as well, there, of course, 

outsourced suppliers, facilities, for video conferencing and these kinds of things, audio, separate audio 

services, additional ones” (Informant #3). 

Adaptability 

Welcoming guests in venues usually includes food & beverage options. During the interviews, employees 

mention how important it is to be inclusive, this also appears through food options. Many observe an increase 

in the demand for vegan options, as an interviewee quotes “what we see is that more and more they are 

exceptions, we have vegan, so many requirements on foods...” (Informant #3). Being inclusive of dietary 

requirements and beliefs is important, as the same interviewee mentioned “we need to have a broad, a really 

wide range of food offering, Hallal for example, and we have everything really, for our guests that come 

over...” (Informant #3). Respecting those requirements also demonstrates the shared values between the 

company and the venue.  
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4.3 Literature Research  
The table below gives an overview of the topics that have been identified before, during, and after conducting 

the different research methods. The topics for desk research have been established during the exploratory 

research to give a good basis for the project and after conducting the survey and interviews new topics 

emerged creating the new and final topics. After the table, an explanation of the final topics is given.  

Desk Research Surveys Interviews 

Current Trends  Meeting Habits Decentralisation of the Work 

Environment 

Decentralisation of the Work 

Environment 

 

Decentralisation of the Work 

Environment 

Changing Motives to Meet 

Changing Customer Expectations 

 

Impact of the Pandemic on the 

Business 

Strategic Decisions  

Transformation Post Pandemic 

 

Your Vision on the Future of the 

Meeting Industry 

Decision Making Factors 

Organisational Culture 

 

Need to feel safe Usage of External Venues 

Organisational Change  Face-to-face vs. Virtual Meetings 

Millennials 

 

 Communication 

Need to feel Safe 

 

  

Rising Importance of Technology 

 

  

 

During the execution of the interviews, new important factors were found. Additional literature research has 

been done to gain a better understanding of these new topics. 
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Decision Making Factors of the meeting rooms  

The trends of 2021 considering the design of the meeting rooms have been outlined in the following 

paragraph. The first one being virtual reality design, this entails that companies can use VR headsets to 

visualise a meeting space and whether it is a fit for their specific meeting. Another trend are flexible spaces, 

this can be done by installing removable wall dividers or mobile furniture. Companies will be able to customise 

the space into the desired layout and size. Others include the rise of LED Video Walls and Interactive 

Whiteboards (DGI Communications, 2021). Video conferencing equipment is a must in a hybrid meeting 

environment.  

Face-to-face vs. Virtual Meetings 

Due to governmental orders to work from home since the start of COVID-19, there has been a major increase 

in the use of virtual meetings. As mentioned before, it is estimated that most of the business meetings will 

certainly remain online after the pandemic. In-person meetings will carry on being crucial and irreplaceable. 

One of the reasons being that 84% of executives stand behind the beliefs of higher team productivity when 

their employees are meeting in-person. Furthermore, 78% of people are planning on attending an equal 

number of in-person meetings or even more when COVID-19 is nearing its end. In-person meetings create 

fewer distractions and/or interruptions since all the attendees find themselves in the same space. Besides 

that, they make brainstorming, creating something, and working together easier since employees are in a 

room together, and can use meeting supplies such as a whiteboard. Another advantage is that the engagement 

is higher than in a virtual setting. It builds relationships and team bonding between colleagues because of the 

small talk before, in-between, and/or after the meeting. In-person meetings also create a relaxed atmosphere 

where body language stimulates attendees to be more expressive and makes them less afraid of being 

misunderstood. Lastly, in-person meetings require less technology used, making it less likely that there will be 

any technological issues (George,2020) 

There are also advantages of virtual meetings. According to Timely Blog (2021), these are some of the 

followings: There is less time wasted since there is no need to book a room, less small talk, no travel time to 

get to the office. In addition, the meetings held virtually tend to be shorter but more efficient, leaving more 

time for the attendees for their own tasks. Another advantage for the companies holding virtual meetings is 

that it costs less. Being virtual costs the company little to no money, making it more profitable for companies 

to hold big events virtually instead of flying out and accommodating their employees. Lastly, there is the ease 

of declining. Meaning that when a meeting seems to not be relevant for some of the employees, it is easier 

for them to just leave the meeting virtually than in-person.  
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4.4 Final topics  
After conducting more in-depth research about the newly arising topics from the interviews and surveys, and 

the already acquired data from desk research, the final trends and factors believed to positively affect demand 

have been identified:  

Flexible meeting spaces 

The ability to use the space of a meeting room in diverse ways is of great added value. An interviewee 

mentioned the convenience of having diverse ways of organising the tables according to the type of meeting 

taking place. Choosing the right layout is critical as it can influence the meeting participants' perception of the 

entire event. The layout will help by promoting better learning, encouraging collaboration, providing a 

successful experience, and enabling proper interaction for brainstorming or team-building exercises (EventMB 

Studio team, 2017). Since collaboration comes in many forms, the spaces that facilitate it should be diverse as 

well. Having a variety of options allows employees to choose what is best suited for them. This results in 

satisfied, more engaged employees and clients for the venues (WeWork, 2021). 

Movable architectural walls are an excellent example of furniture that meets these requirements. Employees 

of the venue can install and rearrange them without requiring major renovation. They can do so at late notice 

(Usiak, 2020). 

Folding tables are a versatile option for furniture which needs to adapt into a variety of different spaces. The 

ability to adjust the size of the table to meet the needs is a useful advantage, and its adaptability means that 

venues will likely keep it for the long term. When space is limited, the ability to fold the table away can be 

extremely useful, allowing the venue to make the most of the available space when the furniture is no longer 

needed. Folding tables are available in a variety of designs and styles, as well as different shapes and sizes. 

There are many different materials used for different looks and feels, ranging from metal and plastic to wood 

finishes such as maple and oak (Benefits of Folding Tables!, 2019). 

When there are no possibilities of meeting outside, it can be useful to consider plants. By adding warmth and 

colour to the venue space, it is a nice way to welcome guests. Plants facilitate the purification of the air and 

the release of carbon dioxide. Furthermore, if employees spend a lot of time indoors, plants and natural 

lighting are great ways to bring the outside elements in and make them feel satisfied. It is critical for 

stimulating creativity and assisting employees in performing at a high level (Shelly, n.d.). 

Outdoor Meetings  

In several interviews, the clients expressed an interest in holding meetings outside. Partly due to COVID-19, 

individuals are seeking safer alternatives to connect in person. Being in nature stimulates meeting attendees' 

senses, resulting in more productive meetings (Outdoor Meetings: The Future of Business Meetups, 2021). 

Sitting at a desk for extended periods of time can be harmful for our health. Even the lighting in most offices 

may make meeting participants feel drained and unproductive (Doyle, n.d.).  

The isolated atmosphere created by COVID-19 has enhanced the need to get outside, although most people 

find it difficult to do so while working 9-5 jobs. A third of Americans believe their employment and work 

commitments restrict them from spending more time in nature (APM Research Lab Staff, 2019). Connecting 

meeting participants with nature provides them with the best of both worlds, still meeting but doing it 

outdoors.  
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The outdoors creates a comfortable environment. If your meeting participants feel at ease, they may feel more 

confident in offering comments or opinions and provide more useful input (R., 2019). In recent years, meeting 

technology has advanced to the point that it is now possible to move a part of your meeting outside using 

portable lighting, video equipment, and a Wi-Fi connection (Baum, 2021). 

The rising importance of technology 

Technology is changing the way people connect at all levels, from social to meeting environments. Because 

some technological advancements bring both possibilities and risks to the business, how the sector interprets 

and addresses these concerns will be essential (Kan, 2021). 

Before, content in meetings was often provided using flip charts or conventional chalkboards with the 

assistance of paper handouts; however, information is now delivered via elegant PowerPoint presentations. 

Technology that did not even exist a few years ago is shaping the way conferences, meetings, and events are 

held today. For example, organisers can add a whole layer of networking and connectivity before and during 

the meeting by utilising social media tools, and the meeting can be extended through participant online 

communities long after the actual event is over. Many facilities have also integrated wireless networks into 

their current systems, offering event participants, exhibitors, and meeting planners a completely new set of 

capabilities. With enough bandwidth, any access point can manage all machines that require a network 

connection, such as cell phones, laptops, tablets, badge and card readers, and web conferencing.  

Furthermore, many venues are spending a lot of money to outfit their conference rooms with cutting-edge 

technology that allows their clients to choose between face-to-face meetings and hybrid meetings. 

Meanwhile, meeting planners are turning to customised websites to broadcast program information, 

conference materials, travel information, and to integrate online registration software (Aksentyeva et al., 

2020). 

Experience Economy 

Nowadays, more people prioritise experiences over tangible products. Goods and services are no longer 

enough. The experience economy has grown exponentially, with companies using services as a stage for the 

memorable experience they’re selling. For instance, more and more people are choosing to eschew traditional 

taxis in favour of ride-sharing services that allow them to meet new people. Studies have shown that spending 

our money on experiences makes us happier. They bring more lasting joy, often because they can be shared 

with others, as well as offering shareability on social media.  

Experiences are a way to build community and deepen relationships (Longo, 2019). In the influential 1998 

article Welcome to the Experience Economy, American consultants Joseph Pine and James Gilmore argued 

that a marketable experience occurs "when a company intentionally uses services as the stage, and goods as 

props, to engage individual customers in a way that creates a memorable event". These experiences were, 

"inherently personal, existing only in the mind of an individual who has been engaged on an emotional, 

physical, intellectual or even spiritual level"(Lewis, 2018). " So, by creating the desired experience of the 

individual on a personal level, a long-established relationship will be made.  

Loyal customers 

There is a great importance of maintaining loyal customers as a company. Maintaining loyal customers has a 

positive influence on the demand for an organisation’s product or services. When a customer is loyal to a 

company, they are not quickly influenced by cost or accessibility. They would prefer to pay more for a higher 
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quality of the services and/or products. When an organisation is able to steadily meet and exceed its customer 

expectations, loyalty may grow (Chambers, 2021).  

To turn existing customers into loyal ones, effective communication between brand and customer is key. In 

order to achieve the best possible communication, a few factors should be kept in mind. To start off, 

communication should be started early in the process. Meaning that it is important for an organisation to 

gather as much information as possible. For example, for the meeting industry, this would be the expected 

number of attendees, general traffic flow, technological needs, budget, and any specific wishes. A clear picture 

of the organisation’s employees and organisation that will hold and attend the meeting itself is necessary too, 

such as the type of people they are, what they stand for. Besides this, making a detailed checklist and updating 

it regularly, and especially communicating with the organisation helps contribute to better communication as 

well (Countryplace, n.d.).  

To build and maintain a strong relationship between a brand and a customer, the customers should feel valued 

and special before, during, and after the encounter. To effectively retain customers within the meeting 

industry, quick responses and communication are needed. It should be seen as an exceptionally time-sensitive 

matter. Handwritten thank-you notes are a cost-effective way to show a sign of appreciation and thus make 

your customers feel special. Keeping customers up to date about your organisation is also a possibility to build 

a relationship (Ramberg, n.d.).  
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Chapter 5: Conclusion and Recommendations 
This chapter will answer the research questions and the management question. For each research question, 

there are points of interest, which will be translated into recommendations, and will be included in the 

Advisory Report. 

5.1 Answers and recommendations to the Research Questions  
During the conducted research, Project Group 10 came across the following findings which resulted into 

recommendation for IACC. Working from 9 a.m. to 5 p.m. was once the standard, with employers offering very 

limited flexibility in where and when people worked. Managers are realising that many employees can work 

successfully anywhere, at any time, due to the pandemic. Companies have established a hybrid work model 

because of the influence of COVID-19, a sort of flexible working where employees divide their time between 

the workplace and working remotely, according to our research. When asked how they envisioned the future 

workplace, most survey respondents chose a hybrid model. 

 
Furthermore, several interviewees stated that the hybrid work approach gives them more flexibility, allowing 

them to achieve a better work-life balance. At the same time, the office work environment might take on a 

new purpose and meaning because of the changes brought about by a decentralised work environment. It 

could be utilised more as a meeting place or a place to re-energise and socialise with others. Employees 

continue to believe that meeting in person adds value that cannot be obtained through virtual meetings alone. 

Meeting participants still want and appreciate human interaction, however just not for every type of meeting 

or every day of the week. With the Decentralisation of the work environment and the beginning of remote 

working, the digitalisation of learning was a requirement for every company, thus, good technology is a crucial 

aspect regarding the needs and wants of the clients. Now, that employees have experienced the advantages 

of a hybrid work environment, some form of this will undoubtedly continue to be used after the pandemic.  

 

A recommendation for IACC’s venues is to create flexible meeting spaces, to propose different work 

environments, and help generate productivity and collaboration between their guests. Another 

recommendation would be for venues to invest in state-of-the-art technology, for a meeting to be successful 

technology is of the essence, this will support hybrid teams and promote flexibility. In addition, it will aid the 

connection between remote and in-person meeting participants. Since the outbreak of the pandemic, there 

has been a tremendous increase in the need for more immersive technology to bridge the gap between people 

who work in offices and those who work from home. Meeting venues nowadays must find the right solutions 

and services to support blended and hybrid teams to increase productivity. 

 
While in-person meetings will continue to be popular, hybrid and virtual meetings are becoming increasingly 

valuable, depending on the meeting's purpose. Face-to-face meetings, such as team building meetings, are 

preferred over online meetings because participants can read each other's body language, intentions, and 

feelings in ways that are impossible to do virtually.  

 
At the same time, the pandemic has also forced companies and individual employees to reconsider the value 

and cost ratio of organising and attending in-person meetings. They have become more conscious of the 

effects their meetings have on the environment and their safety, asking themselves the question, ‘is in-person 

attendance necessary with the availability of video conferencing?’. With companies becoming generally more 

aware of the effects that their operations have on the environment, business travel and the number of in-
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person meetings will likely see a decrease for the foreseeable future, compared to pre-COVID-19. Most of the 

clients hold sustainability and carbon neutrality as important factor, which influences their booking decision. 

Sharing the same values with these venues is a way for the clients to also respect their own organisational 

culture and their commitment to their employees. Furthermore, effective communication is also of essence. 

Currently, most clients are working from home and meeting online. The clients want someone to listen 

carefully to their wishes, and the venues to come up with new innovative ideas. Good communication which 

makes the clients satisfied by the end of their stay will ensure long-term loyalty. 

 
A recommendation for IACC’s venues is to maintain loyal customers. This entails effective communication 

and shared values between the venue and the company. Another recommendation is to focus on the creation 

of experiences, which is achieved by focusing on the look and feel of the overall environment instead of just 

the four walls of the meeting room. Venues that are situated in a natural environment are recommended to 

promote outdoor meetings, which can support meeting participants' concentration and motivation 

throughout the meeting. Additionally, some meeting participants will feel safer meeting in an open-air 

environment as this will decrease the chance of contamination.  

Against this background, collaboration and flexibility will remain essential. Fluidity and flexibility in the 

workplace are essential for fostering collaboration and teamwork (Kashyap, S, 2021). Flexibility aids in the 

creation of an environment, culture, and habits that promote cooperation and long-term creativity. People 

may flourish in the post-pandemic workplace by focusing on flexibility and hybrid work that accommodates 

both in-office and remote employees. Many organisations have adopted a virtual style, and not everyone 

expects to return to a traditional office atmosphere when pandemic fears fade. Maintaining effective 

collaboration is critical for the future of work. 

5.2 Answer to the Management Question 
“What are the current trends and factors affecting future demand for the external meeting venues that will 

enable IACC to predict and adjust to the changes brought on by a decentralised work environment?”  

After giving an answer to the research questions, the management question can be answered. According to 

the participants and the conducted desk research the following trends and factors have been identified as 

relevant. Below a description of the trends and factors which influence the demand of the meeting industry 

can be found:  

Trends influencing the meeting industry 

As long the necessary safety precautions are considered, most employees feel safe returning to the office. 

Another trend is personalisation, most companies want to have the flexibility to accommodate the different 

kinds of meetings as well as the different kinds of meeting participants. Many companies are looking towards 

making meetings more sustainable and reducing their ecological footprint.  Venues that fail to do so might not 

be perceived as, as attractive to potential clients. Thus, the conclusion is that safety measures, personalisation, 

and flexibility are the trends that are influencing the meeting industry. 

Factors influencing the meeting industry  
The office will have a different purpose after COVID-19 because of the decentralisation of the work 

environment and the implementation of the hybrid working model. The office will be utilised less for individual 

work and more for collaboration with others. Employees that work in a hybrid environment have more 

flexibility, as they can choose which types of work best suit their needs. Due to the changing work 
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environment, the perception of external meetings has changed as well. People's motivations for getting 

together and meeting have shifted dramatically. People have seen the benefit of virtual meetings as they are 

effective and goal-oriented, however, seeing each other in real life brings another value that you cannot have 

by only using virtual technology. In-person meetings are more about connecting and engaging than they are 

about conducting business. If employees simply need to discuss business, they will most likely do it online; 

however, if they want the added benefit of social interaction, they will meet in-person. Team building and 

training are most suitable in person, while information-sharing meetings and status updates can easily be done 

online. Furthermore, business travel will reduce compared to prior COVID-19, as companies become more 

conscious of the environmental impact. The flexibility created by hybrid work will stay an important factor.   
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Chapter 6: Research limitations 
This chapter highlights multiple limitations that the group encountered throughout the project and the 

effect that it had on the research process. 

6.1 Survey Limitations  
Finding the target audience for the survey and making direct contact proved to be challenging, resulting in a 

slight difference between the desired number of survey respondents of a 100 and what the group eventually 

reached, which is a total of 77 completed surveys. This can be explained by the target audience's demographic 

characteristics, as employees in high managerial positions in large companies are less likely to be easily 

approachable and have the time to reply to a survey. 

As the project was done during the COVID-19 pandemic, survey respondents were often unable to answer a 

question when asked about their ideas on the future. 

6.2 Interview limitations 

Because of COVID-19 and the locations of the interviewees, all six interviews were conducted with the help of 

virtual tools, this could at times be challenging as technical problems such as a slow connection occurred, 

which resulted in complications and a possible risk of missing information.  

As the project was done during the COVID-19 pandemic, it was at times difficult for interviewees to predict 

how their work environment might evolve in the future.  

6.3 General limitations 
The Project Group conducted its research during the pandemic so getting a clear understanding of what the 

work environment will look like post COVID-19 was quite complex. Doing the research in a few years might 

provide more reliable insights. 

Another challenge was that the location of the venues had a rather large impact on the results of our research 

as every country is currently living with different restrictions. In the future, it could be interesting to look at 

the possible change in demand depending on the region of the facilities. 

6.4 Future research  
The Project Group was able to identify factors affecting the demand for external meeting rooms. It would now 

be useful to research the extent to which the implementation of the recommendations given influences the 

demand. The research can be done by analysing the influence on the operations at venues and their guests.  
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Glossary  
To provide a clearer understanding of the study questions, the most difficult terms were removed, and a 

description will be provided below. 

Conditions: the conditions under which something is done or happens are all the factors or circumstances 

which directly affect it (Cambridge Dictionary, n.d.-a).  

Strategic leader: a strategic leader takes an active role in the company and acts as the driver to steer the 

company down the right path for success (McFarlin, n.d.).   

Large company: a business that employs ≥500 individuals (Cate, 2019).  

Decentralisation of the Work Environment: a decentralised work force is one in which employees who 

collaborate in a functional area or on a work team don't work together in the same office (Kokemuller, 2016). 

Needs: to have to have something, or to want something very much (Cambridge Dictionary, n.d.-b). 

Wants: to desire or wish for (something) (Merriam-Webster, n.d.). 

Trend: a general development or change in a situation or in the way that people are behaving (Cambridge 

Dictionary, n.d.-c).  

Factor: a fact or situation that influences the result of something (Cambridge Dictionary, n.d.-d). 

  

https://www.collinsdictionary.com/dictionary/english/happen
https://www.collinsdictionary.com/dictionary/english/directly
https://dictionary.cambridge.org/dictionary/english/want
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Appendices  

Appendix 1: Mindmap of Ideas  

 

Appendix 2: CRAAP Test  
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Appendix 3: Survey Questionnaire  

Introduction  

Dear participant, 

 

We are five fourth-year students at the Hotel Management School Maastricht in The Netherlands, 

who are conducting research on current trends and factors influencing the future demand for the 

external meeting industry. We are interested in finding out your opinion through a few quick 

questions. 

 

Be assured that all answers you provide will remain anonymous and will only be used for the 

purpose of this research. Your responses are of utmost importance as they will help us formulate 

reliable insights into the ever-changing demand of the meeting industry. This survey consists of 26 

questions and will take approximately 10 minutes. If you have any questions about the survey, 

please email us at managementproject.group10@gmail.com.  

 

We would like to thank you in advance for taking the time to participate in this survey. 

 

 

Q1. What is your age? 

 

Q2. In which country do you currently work? 

 

Q3. What department do you work in? 

 

Q4. What is your current position? 

 

Your Meeting Habits  

Q5. How often are you involved in the organisation of meetings within your company? 

 

Q6. To what extent do the following statement apply to your business? 

- Business events are held at internal facilities owned by the company 

- Business events are held at facilities at an external location rented only for the duration of the 

meeting 

 

Q7. Please rate the following 

- Before the pandemic, how often did you attend in-person business events? 

- During the peak of the pandemic, how often did you attend in-person business events? 

- After the pandemic, how often will you attend in-person business events? 

 

Q8. Before the pandemic, what type of in-person business event was held most often within the 

company? 

 

Q9. Currently, what type of in-person business event is most often held within your company? 

mailto:managementproject.group10@gmail.com
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Q10. In the future, what type of in-person business event might be hosted most often within your 

company? 

 

Q11. Please rank the following business events according to their suitability to be done online or 

in-person 

 

Q12. How much international business travel, with the intention to meet, did you do before the 

pandemic? 

 

Q13. How much business travel, with the intention to meet, would you expect to do after the 

pandemic?  

 

Q14. Which aspects are relevant when considering travelling for meetings in-person?  

 

Q15. Which aspects are/are not relevant when considering virtual meetings?  

 

 

 

Decentralisation of the work environment  

Q16. Before the pandemic, how many days a week did you work? 

 

Q17. During the peak of the pandemic, how many days a week did you work? 

 

Q18. How many days a week do you currently work?  

 

Q19. How would you like to work in 2022? 

 

Q20. ‘’I feel safe returning back to a physical office’’  

 

 

Impact of the pandemic on the business 

Q21. To what extent did these organisational changes apply to your business during the pandemic? 

  

Q22. If your organisation is using more virtual meetings compared to before the pandemic, how are 

they being used?  

 

 

Your vision on the future of the meeting industry 

Q23. After the pandemic, what best reflects the change in demand of in-person meetings for the 

business event industry?  
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Q24. After the pandemic, what best reflects the change in demand of virtual meetings for the 

business event industry? 

 

Q25. What do you think your future work environment might look like?  

 

26. What is the name of the company you work for? 

The answer to this question will be kept anonymous and will only be used to ensure that the 

company qualifies as a ''large company''. 

 

 

Appendix 4: Structure of the Categories  

 

 

 

 

 

Decentralisation of the work environment 

Impact of COVID-19

Vision on the future 

Physical environment 

Workforce

Changing motives to meet 
Different motives for meeting

Relevance of the program 

Strategic Decisions

Organisational change

Organisational Culture 

Usage of external venues

Past usage of external meetings 

Current usage of external meetings 

Vision on the usage of external venues 

Face-to-face vs. virtual meetings 

Efficiency of face-to-face meetings 

Efficiency of virtual meetings 

Trends in the meeting industry 

Communication

Design & Facilities

Quality & Service 

Location 

Shared Values 

Decisions making factors 

Adaptability

Technology 

Safety & Cybersecurity 

CSR

Changing customer expectations 
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Appendix 5: The Interview Questions Scheme  

INTERVIEW SCHEME 

Date of Interview:  X Time: X 

Interviewer: X  Location: Online, Teams  

OBJECTIVES  

• To understand what their future work environment will look like. 

• To understand what they want their future environment to look like.  

• To understand what type of services they expect from IACC.  

• To get a better understanding of the changed customer expectations.  

• To get a better understanding of the company preferences regarding the work style.  

 

RESEARCH QUESTION 

What are the needs and wants of the clients of IACC’s venues regarding business events? 

 

INTRODUCTION  

Hello …. 

Thank you so much for meeting us today.  

We appreciate you taking the time to sit down with us to go over some questions we prepared. To give you a 

bit of background information, we are five fourth-year students at Hotel Management School Maastricht, 

currently doing our graduation project in collaboration with IACC. We are researching the needs and wants 

of the clients of IACC's venues regarding business events. After the pandemic and the current decentralised 

work environment, we are investigating the (future) demand for external meeting rooms. And that is why 

we need your help! To thank you for participating, we are planting a tree for each interview conducted. In 

that way, we contribute to a more sustainable world together!  

  

The interview will take approximately 45 minutes. These interviews will be kept anonymous and therefore 

the recording and notes will be used solely for the purpose of this project and will not be shared with 

outside sources. Are you comfortable with us using the name of your organisation/company during the 

writing of our reports? If you do not feel comfortable answering a question or a question might not apply to 

your area of knowledge, please let us know and we will simply skip to the next question.  

 

PRESENT CIRCUMSTANCES  

• How long have you been making use of IACC services?  

• How frequently do you make use of IACC services?  

• For what occasions do you make use of IACC services?  

IMPACT OF COVID-19 

Work environment  

• What is your current work environment?  

• How has your current work environment changed compared to pre COVID-19? 

• Compared to working at the office, which work environment you prefer in the future? 

• What is the policy of the company considering the current work environment?  

• Does the company you work for plan to implement a flexible or remote work option in the future?  

• How has COVID-19 affected your office processes or occupancy?  

 

Meeting environment 

• Since COVID-19, do you hold and/or attend more or less meetings? 

• What is the purpose of organising meetings?  
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• Due to COVID-19, has the purpose of organising meetings changed?  

• For what type of meetings is it essential to bring people together in real life?  

 

• In the past, for what occasions have you used IACC services?  

• Considering the current decentralised work environment will you still make use of IACC services. 

   If so, will this still be for the same or for different occasions? 

 

 

ORGANISATIONAL CULTURE  

• Pre-COVID, how would you describe your company culture? 

• Can you describe what the company culture is like now? 

• How do you ensure the organisational culture is maintained when working in a hybrid way? 

• Do you have the feeling that the current motivation of your colleagues has decreased compared to pre 

COVID-19 and why?  

• How do you maintain and/or develop relationships with co-workers despite working from a distance? 

• What strategies do you implement to achieve a healthy work-life balance? 

• Did the company you work for downsized or restructured within the organisation and why? 

SAFETY & CYBERSECURITY  

• Could you tell me about the steps the company took to ensure the mental and physical well-being of 

its employees after the onset of COVID-19? 

• Post pandemic, do you place a higher importance on safety measures when booking an external 

meeting room?  

• With the rise of technology in the current work environment, are there certain measures which you 

perceive as a must to ensure cybersecurity?   

• How has your company tackled the issue of privacy online? 

TECHNOLOGY  

• When hosting business events in person, how will technology be incorporated into these? 

• What technological advancements in IACC’S venues are the most necessary to create a productive 

meeting environment? 

• Do you think software's such as zoom, and Microsoft teams will replace some of your physical 

business events in the future? (If yes, does this mean they will use IACC’s venues less?) 

COMMUNICATION  

• When communicating with colleagues, do you believe online or in- person communication is more 

effective? And why? 

• What are your preferred methods of communication (as you have experienced both)? 

FUTURE VISION  

• How are you preparing for the future regarding meetings at the moment? 

• What do you think the new normal is going to look like for the meeting industry? 

• Is there anything else you would like to talk about which you didn’t have the opportunity to mention 

earlier on? 

 

Thank you for taking the time to participate in this interview. We highly appreciate your input and effort as 

this will be very helpful for our research.  Do you have any further questions? Otherwise, don’t hesitate to 

contact us via our email address which is managementproject.group10@gmail.com. Once again thank you 

for your time and have a GREAT day!!!  
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Appendix 6: Open Questions Survey  

Do you have any suggestions for business events within your company that are more suitable to 

be done in-person which is not mentioned in the previous question?  

1. No comment 

2. Quarterly/Yearly kick-off events 

3. Tours in the company, health services participation 

4. interviews of new hires 

5. Brainstorm sessions 

6. Discussions. 

7. evaluation of staff 

8. We segregate the briefings and info update meetings now mostly online; the action and 

strategic meetings would prefer in person to allow more open debate and interaction. 

9. Meetings with customers (externally)  

 

10. my view is all can be done in both - the challenge comes when all is online over a long period 

of time where we lose the personal connections/trust/relationships 

11. meetings with owners - better suitable face to face 

12. Supervisory Board meetings/ strategy meetings 

13. HR Performance Reviews 

14. Financial meetings, where are we now as a company financial wise, and what are the targets, 

goals, for the upcoming future  

15. Making of content e.g. TV programs cannot be done virtually 

 

Do you have any suggestions for business events within your company that are more suitable to 

be done virtually which is not mentioned in the previous question? 

1. No comment 

2. Project management 

3. no 

4. One way info 

5. 3D glasses to show products 

6. Weekly check in team meetings, but also structural meetings with customers 

7. Make sure you have a strong and well thought through script/agenda with clear timings. 

Secondly mechanics/technical part must be perfect. 

 

8. my view is all can be done in both - the challenge comes when all is on line over a long period 

of time where we lose the personal connections/trust/relationships 

9. In our company the so called ‘koffie kicks’ where management informs the employees turned 

out to be much more effective online than in person 

 

 

End.  
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