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t is truly amazing that the first iPhone 
was launched only 11 years ago. This 
started a revolution of data and 

communication we have never seen 
before. Not only in our personal lives, 
but also in the business sector. The 
use of smartphones turned us to the 
always-on generation with different 
expectations when it comes to flow of 
information. Communication strategies 
that worked before no longer cut it. 
This article will explore how technology 
can help associations, PCOs and other 
event industry experts to accommo­
date the always-on need. 

Where not long ago, we have cor­
responded to association members 
through postal mail, landline phone and 
-- god forbid -- fax machine, this is no 
longer valid. When looking at today's 
associations, their members and event 
participants, the expectations when it 
comes to communication and content 
are different. 

In the Ashfield research, 'The Science of 
Healthcare Professional Meetings', pub­
lished in 2018, it was reported that 72% 
of Health Care professionals (HCP) 
expect congress materials to be avail­
able via a meeting portal or website 
during and after the event, with 54% of 
HCPs failing to find access to content or 
presentations. 

Access is not enough; the expecta­
tions of the content has also changed. 
Members and delegates are looking 
for more customised substance that 
will be relevant to their needs. In 'The 
Future of Meetings & Events' published by 
PCMA and Marriot in 2018, one of the 
main trends that was forecasted: 'emo­
tional intelligence' - "designing with the 
end-user in mind. As companies get 
smarter with predictive analytics, con­
sumer expectations for personalized, 
seamless experiences will continue to 
rise. Meetings and events will need to 
move past reactive adjustments to adopt 
a proactive approach to personalized 
experiences, understanding the needs 
of participants before they arrive." 

Add to all of the above the FOMO effect 
- Fear Of Missing Out - that is typical
with the younger generation and we
need to rethink how we should commu­
nicate. Our new challenge is to ensure
that access to information will be imme­
diate and easily accessible from any
device. And content should be custom­
ized to our users' needs.

What does association 
communication look like today? 

The communication of associations with 
their members has changed in the era of 
digitalisation. It had to. With an ever-ris­
ing number of communication tools, 

people are exposed to information any­
time, anywhere. Social media, messaging 
platforms, and collaborations tools are in 
a constant fight for the attention of the 
user. How can an association possibly cut 
through this noise? 

In search of a solution, some associa­
tions turn to digital marketing tech­
niques like personalisation. In their arti­
cle 'How to get personalization right', 
'AssociationsNow' followed two organ­
isations in 2019 that used personalisa­
tion to drive their conference attend­
ance. How? Through leveraging existing 
member data (such as career stage 
or special interests) they were able to 
create a more personalised and rele­
vant experience to (potential) attend­
ees. These successes are no excep­
tion: In '2019 Trends in Personalisation', 
'Evergage' found that 56% of market­
ers see an improved customer experi­
ence and 36% reported increased loyalty. 
Personalisation might be the secret key 
to cater association members' interests 
and be more relevant. 

While personalisation can help you in 
your year-round communication, it gets 
more difficult during events. Meetings 
or conferences mark the peak to the 
overexposure of information. Event 
apps, matchmaking platforms, poll­
ing services, digital poster boards and 
more: while event organisers work hard 




