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As the Covid-19 pandemic took force in 2020, many 
organisers started seeing the enormous opportunities 
of online events. 

They were able to engage people 
with experiences that were (almost) as 
impactful as in-person events.  They 
were able to reach out to people that 
had typically not been able to come 
to their in-person events before. These 
virtual events helped promote loyalty 
and inclusion.  They also made organisers 
more creative in finding new monetising 
opportunities around their events.

With the global rollout of vaccination 
programmes and countries opening their 
borders once more, in-person events will 
once again be with us. Yet going back 
to an agenda of only in-person events 
(even when they are completely safe 
to resume) is simply not going to make 
sense anymore.  

Introduction
Is hybrid really the future 
of the events industry?

The old ways are gone. People have 
changed in the time that the virus has 
been with us. They expect more choice. 
The choice of how they attend an event 
and whether they want to travel.  Which 
means there is now a need to design 
‘hybrid’ events that cater to both in-
person and virtual attendees.  And 
this strategy will be critical in staying 
competitive as our industry moves to a 
new normal.

But running hybrid events can be quite 
a daunting concept for many. In fact, a 
recent Eventsforce poll shows that 70% of 
organisers are NOT considering hybrid as 
part of their 2021 event strategy.  Which 
leads to the question as to - why?  The 
quick answer is that hybrid events can be 

perceived as quite complex to execute. 
They can be costly and hard to deliver. 
And even if you have all the resource and 
budgets to fund a hybrid event strategy, 
many planners feel too overwhelmed by 
it all and don’t know where to start.  

And this is exactly why we’ve put together 
this guide. It has been designed to give 
event planners a high-level overview 
of some of the key things they should 
consider when planning hybrid events 
– from choosing the best hybrid event 
models to understanding the critical 
steps to hybrid event success.    

We hope you find it useful!

DID  
YOU KNOW?

70% of organisers 
are NOT considering 

hybrid as part of their 
2021 event strategy

Source: Eventsforce Poll  
(March 2021)
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10 Key Steps To 
Producing Successful 
Hybrid Events

The experience of going 
through the pandemic has 
forced many organisations, 
small and large, to reconsider 
how we engage with one 
another.

The post-pandemic work experience is clearly going to 
see many people continuing to work from home. And this 
will be reflected in the events sector too. Many potential 
attendees today are questioning the need to go to in-person 
events. There has also long been concerns over the carbon 
footprint of events that require air travel, and now that need 
to travel is being questioned even harder. 

Hybrid events can address some of these changing habits.  
They are also more attractive to introverts too and those 
with family commitments, who might otherwise baulk at 
attending in-person. We should also consider that even 
in a post-Covid world, the events sector is vulnerable to a 
similar situation arising in the future. So it makes sense to 
build resilience into your events strategy and adopt a hybrid 
approach that will help you do that. 

Let’s take a look at the ten critical steps event planners need 
to take when considering hybrid events.
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The very first question in prepping for your hybrid 
event is to ask the simple question of why. 
Why do you want to hold a hybrid event? 
How will a hybrid event further your 
overall organisational objectives?  What 
is it about having a mix of in-person 
and virtual attendees that is important? 
Whilst a hybrid event is complex and 
has risk, it could also be good for your 
organisation.

You may want more people at your 
event. More revenue.  Or you may want to 
promote your sustainability credentials. 
But you could also achieve that with a 
virtual event, so it begs the question: 
“why a hybrid format?” Is it because your 
attendees want to come to in-person 
events and they can’t wait to come back? 

Is there something in the in-person 
environment that you are unable 
to do in a virtual environment? Is 
networking not working in the virtual 
format and networking is the main 
reason your attendees come to your 
events?

Or maybe your why is because of the 
nature of your audience.  For example, 
your event may have a 50% international 
audience and with travel restrictions 
in the foreseeable future this means 
attendees would be unable to come to 
your annual conference. It doesn’t make 
sense to exclude them, and therefore a 
hybrid event would be a good solution. 

1 Always  
Ask WHY

You would have a smaller in-person 
event for your local audience and a virtual 
component to cater to your international 
audience.  Thinking about the ‘why’ 
ensures you are clear, before you embark 
on your hybrid event journey. 

TOP TIP
Once you understand 
exactly WHY you need 

to deliver a hybrid event 
(as opposed to in-person or 
virtual only) - your planning 

will become better  
focused
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Setting and understanding your hybrid event objectives is vitally important in 
helping you on your path to successful outcomes.
Hybrid events are an industrial strength 
vehicle for you to draw on to help your 
organisation achieve its objectives. Not 
only can you bring in-person and virtual 
attendees together, but you can also do 
so in any of the various set ups that are 
available. 

This brings a whole new set of questions 
for you to consider when deciding on 

your objectives. Do you want to set 
objectives that apply for both audiences 
across the event? Or do you want 
attendee specific objectives that are 
different for your audiences? 

For example, one of your objectives with 
the virtual audience may be to offer 
real-time translation and you would like 
to evaluate it. However, the in-person 

audience would not be impacted by 
this as their delivery would be in one 
language only. There is no right or 
wrong answer to how you want to set 
objectives and whether you differentiate 
them. Your decision will come down 
to whatever will work best for your 
organisation.  

Decide on Your 
Hybrid Event Set Up2
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Deciding on your objectives will also lead you naturally to decide which type of 
hybrid event set up will be best for you. There are three key set ups to choose from.

1The Basic Hybrid 
Event Model

The most well-known of the hybrid event models is the basic model. The 
simplicity of this model makes it attractive to event planners. They simply bring 
in the technical crew to stream the content to the virtual attendees from the 
physical location that is being used for the in-person event.

Which Hybrid 
Model Is Best?

2The HQ and  
Hubs Model

A step up from the basic model is the version that includes hubs. Hubs are 
additional physical locations where in-person attendees meet. The hubs are 
smaller in size than the HQ (lead) venue which is used for streaming. As with the 
basic model, virtual attendees can attend too if they have a web link. In this set 
up there is opportunity for the hubs to run their own activities for attendees.  That 
brings a different flavour to the overall event experience.

3The Multiple 
Hubs Model

In this approach, you have several hubs where people meet in-person. The hubs 
are connected to each other through technology and virtual attendees can 
participate as well. Set-up choice and objectives are related. For example, if your 
key objective is to bring people together in different places then the multiple 
hubs model would be the wise choice.

TOP TIP
Fully evaluate the 

different hybrid 
event models available 
and then decide which will 

work best for your attendees. 
Remember Covid has 

changed peoples’  
expectations.
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With a hybrid event you need to create two 
programmes. You have two audiences, the in-person 
attendees and the virtual ones. 

Whilst some planners may wish to publish 
one programme for all attendees, it is not 
an approach that works. ‘They may think 
that one programme will make life easier, 
but it usually doesn’t. It will always favour 
either your in-person or virtual attendees. 
This comes down to pure unconscious 
bias on the part of the planner. One set 
of attendees will then feel left out and 
second best. It also demonstrates a lack 
of attendee personalisation – which is key 
to effective engagement.

A common mistake is to create a 
programme for in-person attendees and 
then add a virtual component to it. That 
is also a problem as clearly the in-person 
programme was the one that came first 
and in effect dominates the overall event.  
The better approach is to be clear on your 
objectives for this event and then work 
the rest out from there. Those objectives 

will enable you to be clear on what 
type of hybrid event will suit you best 
and then you can start creating your 
programmes.

When you’re designing your event 
programmes, make sure they speak 
directly to the targeted attendee. 
For example, during the in-person 
programme you could suggest a walk 
around the venue to check out its facilities 
and history. For the virtual attendees you 
may decide to do a studio interview with 
a speaker that has just been on. You have 
lots of scope. Just make it obvious you 
are planning the programme with the 
attendee journey in mind. 

Designing programmes for your different 
audiences is a skill. Having separate hosts 
for in-person and virtual audiences can 
address some of their needs and help 

Create Your Hybrid 
Programme3

TOP TIP
Give yourself enough 
time to put your virtual and 

in-person programmes  
together and do not prioritise 

one type of audience over  
another. 

manage their expectations. The hosts can 
ensure event communication and content 
feel personalised to the audience.  With 
breakout sessions, there are opportunities 
to design your programme where online 
and in-person attendees interact. Having 
online attendees present and beamed 
in to the in-person breakout sessions or 
roundtable discussions, for example, can 
help the two audiences engage and 
work more effectively together.
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Most speakers pre-Covid will have seen their 
audiences in front of them. 
They will have been used to being on a stage. And they will have definitely 
picked up on the energy in the room. Whether it was positive or 
negative energy, many speakers will have recognised it and 
worked with it. And all of that is great – for the in-person 
element of your event.

However, if a speaker 
spends most of their 
time focused on the 
in-person audience, 
it’s going to be to 
the detriment of the 
virtual viewers. They 
too are important. So 
the speaker will need 
to give them attention 
as well. To overcome this, 
the speaker will need to 
understand where the cameras 
are during livestreaming. He or she 
will need to connect with the virtual 
delegates as well as the ones in 
front of them. And that is an art. 
It’s about a speaker remembering 
that there are people that cannot 
be seen outside of your stage 
setup that they need to engage.

As your speakers probably have 
enough to think about, you would be 
advised to make use of a host that can then 
be used to facilitate questions that come in 
and add to the interaction. The host would be 
able to pick up questions coming in from both the 
in-person and online audiences.

In addition, a host can be very useful when a speaker is being beamed 
live into the hybrid event. The virtual audience would be ok here but what 
can you do to ensure that your in-person audience engages in the same 
way as they would if they had an in-person speaker? The host can help 
here.  When you direct your speakers you can remind them of this before 
you go live. You can make the point at briefings, run throughs and during 
rehearsals.

Direct Your 
Speakers4 

TOP TIP
You can never brief your 

speakers/presenters 
too much. Work on the 

basis that a hybrid event 
will be new to them.
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Hybrid events are perfect to involve sponsors and exhibitors as they can open up 
new branding and lead generation opportunities. 
They are used to an in-person audience, 
but some are still finding their way when 
it comes to understanding the benefits 
of being in front of a virtual audience. 
With a hybrid event that combines 
two attendee types you can really 
get creative. The important thing is to 
make sure that they understand how 
your hybrid event works and get them 
involved early on.

The earlier you get them involved, the 
more money they tend to spend. Get 
your sponsors involved with a swag 
bag by including promo codes and use 
adverts for transitions between sessions. 

They could sponsor specific sessions or 
tracks – both virtual and in-person. And 
remind them that having post-event 
content available on demand is a great 
way to have their name in front of people 
long after the hybrid event has ended. 

Get your exhibitors to go beyond 
the usual physical exhibition stand 
presence. Get them to go beyond the 
traditional ‘push’ methods of marketing 
and encourage them to engage with 
attendees during online session Q&As, to 
‘pull’ interested parties to them. Getting 
them involved in the content helps 
break barriers very quickly. Most people 

can see right through sales pitches, but 
everyone is interested in content that 
can help them.

Most lead generation for sponsors and 
exhibitors happens in the immediate 
run up to a virtual event and less so 
at the virtual event itself.  This is very 
different to a physical in-person event 
where most activities take place on the 
trade show floor during the event.  You 
will need to think of the things that you 
can do to increase opportunities for 
sponsors and exhibitors in both virtual 
and live environments.

Highlight Hybrid 
Opportunity to Sponsors 
and Exhibitors5
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TOP TIP
Sponsors and exhibitors are  
often the key prop that 
enables events to go ahead.  
Make sure they see all the  
unique opportunities that  

hybrid events bring.

Highlight Hybrid  
Opportunity to Sponsors  
and Exhibitors5 A hybrid environment can also create new lead 

generation opportunities for your sponsors and 
exhibitors. The physical on-site booth can cater to 
in-person attendees on the trade show floor, while 
the virtual booth can help them reach out to a wider 
international audience. This means they could get their 
international sales teams involved and maybe make it 
more personal with different languages and so on. 

In the same way that attendees will choose whether 
to attend your hybrid event in-person or virtually, so 
too will your sponsors and exhibitors. Some sponsors 
and exhibitors will only want to be there virtually as it 
means they will not have to travel, while giving them 
new opportunities to engage with people they haven’t 
before. And then you’ll have those that want to be there 
physically to meet with VIPs etc.  

As the hybrid event designer, you should consider how 
you deliver value to these different types of sponsors and 
exhibitors in the same way you think about delivering 
value to online vs in-person attendees.  
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Taking charge and curating your content is super 
important. 

And it will be your responsibility to ensure 
your presenters are geared to work both 
audiences. Even the simplest of requests 
from a speaker on stage can adversely 
impact your event unless everything has 
been fully thought through. 

For example, consider a situation where 
the on-stage speaker looks across to their 
in-person audience and asks people to 
turn to their neighbour and talk about 
something specific for two minutes. In 
an in-person event this would be no 
problem at all. But you also have a virtual 
audience and your speaker has just 
ignored them, which will make them 
immediately feel let down. So you either 
need to ask your speaker to change the 

exercise or use a virtual host that can 
be used to provide attendees with a 
way of being involved.

This is exactly where a thorough 
understanding of the content that the 
speaker is going to deliver is essential.  
Some planners have strong feelings 
over the value of live streaming vs. pre-
recorded content. Some will not touch 
pre-recorded content as everything 
for them has to be live and interactive. 
Some want live Q&A sessions to 
encourage more engagement with 
the speakers – so having a technology 
platform that can feed the questions 
that come from both audiences may be 
key.  There is no right or wrong way of 

Take Charge of Your 
Content6

TOP TIP
Always expect the 

unexpected when your 
speakers are LIVE. If 

they dive off the stage into the 
darkened auditorium it will 
leave your virtual attendees 

wondering what is  
happening!

doing this. What matters is what you are 
seeking to achieve. 

Your skill in design thinking is going to 
be critical to navigating the potential 
minefield of inadvertently making one 
set of attendees feel second best. But 
the good news is that by embracing your 
creativity and the technical know-how of 
your crew there are usually solutions that 
can be found for any number of activities.
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Choose Your 
Crew7

Can you choose your crew? We 
strongly recommend that you do 
but sometimes you may be obliged 
to use the crew that is working in or 
with the venue. If that is the case,  you 
need to get to know them and their 
capabilities very quickly.
Choosing crew is important but it’s often not given 
sufficient priority. When it comes to hybrid events, the 
wrong crew can really mess up your event. You have two 
audiences and they expect the very best production 
value from you.  Choosing a crew that can advise on likely 
challenges, making sure that everything is as seamless as 
it can be, and that they have a plan B is invaluable.

The audio-visual team will need to work with the web 
streaming people and in turn you are likely to have an 
audience interaction company that also needs to be in 
the mix as well. And of course, on top of that, you need 
to be sure that they have a dedicated on-site internet 
connection that is separate to the usual Wi-Fi, which the 
attendees will be using.
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Ensuring every member of your crew 
understands their role is also critical 
around hybrid events. If you find you 
have gaps or find you have duplication 
of roles then you can adjust accordingly. 
Using people with a solid track record 
and using people you trust are also key 
considerations when choosing crew.

If you are using a venue that has been 
investing in the technological tools 
which can support hybrid events (many 
tech savvy venues are starting to do 
this now), you may have just solved 
your crew issue as the staff could be 
provided by the venue. Think of venues 
that have on-site studio facilities that 
allows them to stream content live to 
the online audience.  A few examples 
that come to mind include the Queen 
Elizabeth II Conference Centre and 
Marriott International. And there will be 
many more that follow over time. 

Make sure the venue understands 
what a hybrid event is. It is not just 
a broadcast event and some venues 
may not realise the detail needed to 
get the programming dead right for 
your audiences. Remember what we 
mentioned earlier in this guide on 
creating your programmes for both 
virtual and on-site audiences.

TOP TIP
Always make sure your  

crew are fed and watered and 
understand the needs of both 
virtual and on-site audiences. 

Consider hosting 
events at tech- 
savvy venues  
that support hybrid  

events.

Choose Your Crew7
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Select the Right 
Technology8 

This can be easier said than done and can be a cause of real stress  
for some planners.  

Part of the challenge is that there is a 
lot of tech to choose from and you don’t 
want to make a mistake and let anyone 
down. It is normal therefore to play it 
safe and stick to what you know. But 
technology is constantly being updated 
and therefore it is important that you 
use whatever is best for your event when 
it happens. As a rule of thumb choosing 
hybrid event tech a few months out 
should be fine but sourcing it a couple 
of years out would be a step too far and 
unnecessary.

One of the first questions that a lot of 
people want to know is “which platform 

are we going to use?” It is a very common 
question. And it is a question that is 
only able to be answered after you have 
decided what activities you are going 
to run, where attendees are going to 
be and what kind of experiences you 
want to produce. If you choose the 
technology platform first, then what’s 
going to happen is you’re going to 
constrain yourself into whatever the 
features of that platform can deliver, 
which is rarely the way to create the 
best possible event.

Remember that virtual event platforms 
and on-site apps are going to be critical 
for the hybrid environment.  These 
two things are essentially where your 
in-person and virtual attendees can 
engage and interact.  It is also where 
your sponsors and exhibitors are going 

to get value in investing in a hybrid 
event. So once you’ve got the key 
elements of the program down, 
and you understand what is needed 
for the speakers and everybody 
else, start approaching different 

technology providers and see what 
they can and can’t do. Some will 

customise platforms so that it works 

perfectly for what you need. 

There are other important considerations 
too. Dealing with a technology partner 
that can support both your in-person 
and virtual elements can help by 
making things easier for you in terms 
of sourcing, implementing and not 
having to deal with integrations.  More 
importantly, it can help tremendously 
with your attendee communications 
and decision making on the day of your 
hybrid event.  

For example, you may have last minute 
changes to your agenda, or a speaker 
may drop out.  You would then need 
to make updates to your agenda which 
may be available via an app for your 
in-person delegates and via the virtual 
event platform for your virtual events.  
Having a system that allows you to 
make the change to your agenda in 
the back end, which is automatically 
updated on agendas on apps and virtual 
platforms can save you a lot of time and 
effort. More importantly, it ensures your  
attendees are treated equally (virtual 
and in-person) and are always up to 
date with the latest event information.

TOP TIP
Event tech platforms  

that can support both 
your in-person and 
virtual elements can save  
you time on integrations and 

ensure attendees always  
get the most up to date  

event information!
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Rehearsals are imperative for any type of event, but 
they are super important for hybrid events which have 
more moving parts and people.
Before you get to the rehearsal, make 
sure you have gone through briefings 
and run throughs. 

Briefings enable you to make sure that 
everybody knows what is expected of 
them and where they fit into the overall 
programme. Run throughs are where 
you and your presenters work out who 
is going to say what, when, and whether 
you are going to use video or whether 
you can use PowerPoint or whether you 
are going to do something else in there, 
such as switching to another speaker 
etc. And rehearsals are where you have 
a full technical run with all the crew. You 
rehearse the event as though it was a 

live event. Make sure everyone involved 
understands the difference between a 
rehearsal and a run through.

For your hybrid event to be a success 
it’s vital that you run rehearsals. How 
many you decide to run is your choice. 
Rehearsals enable you to iron out any 
issues and things you may not have 
thought of. For example, how do you 
signal to your virtual host for them to 
keep talking if you can see the keynote 
speaker is not yet on stage? It is often 
sorting out the finer details that will 
elevate the attendee experience, 
whether they are there in-person or 
online.

Run Rehearsals!9
TOP TIP

Rehearsals are more than a 
few words spoken briefly into 

a microphone to check the 
audio. Make the most of 
the crew and tech and 

rehearse as though it  
is a live event. It will  

be worth it.

16



Look at Your  
Event Data10

Following your decisions 
on what you want to 
measure, you will have 
worked out what 
metrics you will you use 
and who will analyse 
the data. 
You may be taking data from several 
different sources and it has to be 
pulled together to provide you with 
an overall view of how good your 
hybrid event was.

The challenge is identifying what is 
good. How will you know if your hybrid 
event was a success? If it was a roaring 
success for your virtual attendees, 
does that mean it was a success? If 
the on-site attendees felt the event 
didn’t give them any value over the 
virtual experience, is that success? 
It is therefore important that you’re 
clear on what you see as success. And 
what does success mean for your 
attendees, sponsors, exhibitors, and 
other stakeholders?  They will be keen 
to understand if your event delivered 
ROI for them. There is a lot of data to 
be analysed.

You will probably need to differentiate 
your reports for in-person and virtual 
attendees. But then you will need to 
combine them to provide you with an 
overview. It’s worth considering how 
you will gather the data in the first 
place and put in the necessary steps 
to ensure that you have a full picture. 

For example, an exhibitor wants 
to understand how many people 
interacted with their stand. This might 
be easy for your virtual exhibitors but 
less so for the ones with a physical 
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presence on the trade show floor.  They 
may be capturing leads through the 
app for the physical booth and through 
the virtual platform for the online booth.  
When it comes to analysing the data, 
you would need to combine both sets 
of data to give you the overall picture.  
The same logic can be applied with 
session interaction via Q&As and polls.

Detailed data analysis will allow 
you to make improvements for your 
next hybrid event. Investing in event 
technology platforms like Eventsforce 
that can support both in-person and 
virtual environments can really help. 
These systems will collect your event 
data into one centralised platform 

making it simple to collate everything, 
analyse it and create the reports your 
stakeholders want.

In addition, having a centralised 
system can also help with GDPR 
and keeping your attendee data 
secure. This compares well, when 
you consider what would happen if 
you had to deal with lots of different 
systems around your events such as 
registration, check-in tools, audience 
engagement tools like polling and 
Q&A, apps, virtual event platforms and 
so on. And, of course, you have two sets 
of attendees to look after. Imagine a 
situation where you deal with different 
vendors for all these tools and the 

TOP TIP
Hybrid events will double 
the amount of data  

you collect from events!  Decide 
early on what data you need 

to collect to assess the success 
of your event and create the 

reports your stakeholders  
want.

systems won’t talk to each other! It 
would be a big challenge to collate all 
the data and make any sense of it.

Look at Your  
Event Data10
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Whilst Covid-19 stopped in-person events in their 
tracks and paved the way for next-generation virtual 
events, hybrid events were already on the scene. Some 
planners had already been successfully delivering 
them for years – though few had taken the leap. 

Now all that has changed. The fact that 
attendees are now used to being able 
to access events virtually means that 
their expectation of being able to have 
that available to them in the future is 
here to stay. Unless in-person events 
are best without a virtual component 
(think of music festivals where the virtual 
experience is just not the same as being 
there in-person), many people will 
expect planners to be delivering hybrid 
events.

And in the time that the pandemic has 
made its impact, it has also changed the 
way some people feel about travelling 
around the globe to go to a conference 
when they could enjoy it from the 
comfort of their own home. Or they may 
be prepared to travel a distance in their 
own country but not go beyond national 
borders. Or their employers may not 
be as keen funding the ever-increasing 
insurance fees that go with international 
business travel.

One thing is clear. Your attendees have 
different views on events now. Their 
eyes have been opened to new ways 
of enjoying them and it is great that in 
your kit bag of ideas you have the ideal 
combination event, the hybrid.

The real key considerations are to 
understand your reasoning for delivering 
a hybrid event, making sure you always 
keep the user experience for both sets 
of attendees top of mind and do not 
get carried away by focusing on the 
technology platform before your design. 
Once you have these things embedded 
in your thinking you will be well on your 
way to running successful hybrid events.

Good luck!

Conclusion
The Road to Hybrid
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To learn more about Eventsforce and how it can help your virtual, 
hybrid or in-person events, please book a demo here or contact 

one of our team at info@eventsforce.com

Eventsforce is one of the leading technology platforms for in-person,  
virtual and hybrid events. We make things easier by offering a fully integrated 
solution that allows you to create engaging experiences for both your on-site  

and virtual attendees. 

Hybrid Is Here. We Are Ready.

Registration  
+ Ticketing

Q&As, Polls,  
Surveys

Exhibitors & 
Sponsor Ads

Agendas + Abstracts/
Call for Papers

Smart Networking 
+ Video Calls

Check-In Kiosks 
(contactless)

Live + On-Demand 
Streaming

Event  
Apps

Real-Time Analytics 
& Reporting

Is tech support important for your events?  With a 2-minute average response time, 
our customer service team is always there to help!
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www.eventsforce.com/ebooks

www.eventsforce.com/webinars

www.eventsforce.com/blog

DON’T MISS OUT!

eBook: Virtual Events –  
How to Keep Your Attendees 
Engaged

How to Choose a Virtual 
Event Platform

What Events Will Look Like  
in a Post Covid-19 World

We have plenty of resources around virtual and hybrid events which 
organisers may find useful right now…

Get weekly updates on all the latest event industry  
reports and trends – sign up here: 

www.eventsforce.com/eventtech-talk-newsletter
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About Eventsforce
Eventsforce provides SaaS event management software 
that powers thousands of successful events each year. With 
offices in London (UK) and Denver (US), its customers span 14 
different countries and represent some of the leading names 
in associations, PCOs, finance, education, government, and 
publishing. 

Whether you’re running simple events, awards ceremonies or 
complex multi-track conference programmes (virtual, hybrid 
or in-person), Eventsforce provides a complete end-to-end 
management solution that addresses every aspect of an 
association’s event lifecycle – from event planning, marketing 
and abstracts management to registrations, virtual event 
platforms, check-in tools, on-site management, mobile apps, 
reporting and data management.

For more information, please visit www.eventsforce.com or 
email info@eventsforce.com
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