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About Forrester’s Q1 2026 State Of B2B Events Survey
The survey was fielded January to February 2026

417 respondents 

globally

18%
CMO

23%
SVP marketing

25%
Events leader*

16%
Events manager**/ 

practitioner

* Manages a team of managers        ** Manages a team of practitioners

46% of 
respondents 
were at 
companies 
that 
experienced 
growth

Definition: high-growth companies (exceeded their revenue goals by more than 10%); low-growth companies (exceeded 

their revenue goals by 1% to 10%); flat-growth companies (met their revenue goals); small decline companies (missed 

their revenue goal by 1-10%), large decline companies (missed their revenue goal by more than 10%) 

22%
Medium 

enterprises

11%
Small 

enterprises

Definition: small = <100 employees, medium = 100 to 999 employees, large = 1,000 to 19,999 employees, very large = 

20,000+ employees

19%
Very large 

enterprises

48%
Large 

enterprises

EMEA

33%

N. America

53%

APAC

14%

High 

growth

Low 

growth

Flat Small  

decline

Large 

decline

17%

29%
32%

18%

4%
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Event budgets and satisfaction
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Satisfaction levels continue to decline albeit more slowly

2024 2025 2026

Overall event satisfaction fell by 1% YoY

“How satisfied were you with the overall performance of your organization’s B2B event strategy over the past 12 months?”

54%

49%
48%

Base: 257 (2026), 208 (2025) and 242 (2024) B2B marketing professionals with responsibility for events at their company;;

Source: 2026 Forrester’s Q1 State of B2B Events Survey,  Forrester’s Q1 2025 State of B2B Events Survey and Forrester’s Q1 2024 State of B2B Events Survey
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37% of organizations are 

increasing budget compared 

to 29% last year

The pressure on event budgets eases slightly
More positive for first time in 2 years

Base: 247 (2026) and 208 (2025) B2B marketing professionals with responsibility for events at their company;
Source: Forrester’s Q1 2026 State of B2B Events Survey, Forrester’s Q1 2025 State Of B2B Events Survey 

“How does your overall B2B event budget for 2026 compare to 2025?”

16%

11%

4%

38%

10%

11%

8%

13%

10%

8%

32%

12%

10%

15%

It has decreased by more than 10%

It has decreased by 5% to 10%

It has decreased by 1% to 4%

It stayed about the same 4%

It has increased by 1% to 4%

It has increased by 5% to 10%

It has increased by more than 10%

2026 2025

31% of organizations are 

seeing budgets fall which is 

the same as last year but 

the % decreases are lower
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What businesses are doing differently with flat or declined budget

“You said your overall B2B event budget for 2026 would be the same or less than 2025. Given a flat/declining 

budget, what are you adjusting? (Select all that apply) - Selected Choice”

.
Base: 80 B2B marketing professionals with responsibility for events at their company;

Source: Forrester’s Q1 2026 State of B2B Events Survey

Agency/third party spend 39%

Event size 34%

Number of events 69%

Experiential spend 30%

Event location/venue 25%

Food and catering spend 21%

Mix of in person/virtual events 29%

Ticket pricing 9%
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Base: 224 B2B marketing professionals with responsibility for events at their company;
Source: Forrester’s Q1 2026 State Of B2B Events Survey

Hosted/Owned events

Sponsoring/participating 

in third-party events

49% 51%

Organizations that are 

satisfied with event 

performance spend more 
on owned hosted

Overall Results

Hosted vs. third-party event budgets
Leading organizations are prioritizing their own events

“Approximately what percentage of your overall event budget will be spent 

hosting your own events versus sponsoring third-party events this year?”
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The event mix
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The event mix 

continues to evolve

Smaller hosted events continue to 

dominate with a resurgence of virtual 

and hybrid event formats.

Base: 238 (2026) and 208 (2025) B2B marketing professionals with responsibility for events at their company;
Source: Forrester’s Q1 2026 State of B2B Events Survey and Forrester’s Q1 2025 State Of B2B Events Survey

“Over the next 12 months, is your organization planning to host/sponsor 

more or less of each event type as compared to the previous 12 months?”

63%

52%

42%

31%

18%

26%

20%

59%

43%

37%

18%

13%

15%

Hosted intimate networking events (less than
20 in-person attendees)

Hosted small in-person (under 200 in-person
attendees)

Webinar (under 60 min single session)

Sponsored third party-events

Hosted large in-person (over 200 in-person
attendees)

Virtual (over 60 min multi-session)

Hosted hybrid (simultaneous delivery of a live
in-person and virtual customer event)

2026
2025
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Attendee content preferences

“In your opinion, do attendees want more, less, or the same quantity of the following types of 

session/content at your events:”

Base: 221 B2B marketing professionals with responsibility for events at their company;
Source: Forrester’s Q1 2026 State Of B2B Events Survey

Immersive / 

experiential 

activities

66%

Workshops

65%

Structured 

networking

66%

Roundtables

63%

Keynotes

23%

Awards

12%
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Challenges, priorities & objectives
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Audience, data, and 

measurement remain 

key priorities

38%

53%

61%

75%

79%

79%

88%

91%

92%

85%

97%

26%

43%

51%

61%

66%

67%

72%

81%

88%

90%

91%

92%

Reducing the environmental impact of our events

Ensuring our events are more inclusive and
accessible

Hosting more of our own events

Better exploiting AI

Driving year round attendee engagement

Delivering more personalized attendee experiences

Improving event lead capture

Integrating events into broader campaign(s)

Improving post-event attendee follow-up

Demonstrating event ROI

Maximizing the value of event data

Getting the right quantity and quality of attendees
to our events

2026 2025

Note: Better exploiting AI was added in 2026.
Base: 209 (2026) 193 (2025) B2B marketing professionals with responsibility for events at their company;

Source: Forrester’s Q1 2026 State Of B2B Events Survey , Forrester’s Q1 2025 State Of B2B Events Survey

“How important are the following areas as you consider your event priorities 

for the next 12 months?”
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“What are your primary objectives for events? (Select three answers)”

Base: 256 B2B marketing professionals with responsibility for events at their company;
Source: Forrester’s Q1 2026 State Of B2B Events Survey

19%

35%

46%

48%

63%

73%

Improve retention and advocacy (e.g. Keep customers engaged and turn
them into advocates)

Strengthen brand preference (e.g. Deepen affinity and trust for your
brand)

Accelerate deals (e.g. Move existing opportunities closer to conversion)

Increase brand awareness (e.g. Make more people aware of your brand)

Expand customer relationships (e.g. Drive upsell or cross-sell among
current customers)

Generate net-new leads (e.g. Acquire new prospects for your pipeline)

Organizations are looking for their events to support 
multiple objectives
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Data and measurement



There is growing recognition that event data is underutilized
“In which ways do you use your use you event data?”

Base: 209 (2026) B2B marketing professionals with responsibility for events at their company;
Source: Forrester’s Q1 2026 State Of B2B Events Surve

36%

57%

57%

59%

60%

62%

71%

72%

79%

To personalize at event attendee experiences (e.g. make content and
networking recommendations)

To identify new selling opportunities

To understand attendee satisfaction

To trigger marketing actions

To optimize future events

To personalize post-event attendee follow-up

To score and qualify leads

To measure the financial impact of the event

To drive sales follow-up
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A majority of organizations struggle to show event impact

Base: 253 B2B marketing professionals;
Source: Forrester’s Q1 2026 State Of B2B Events Survey

We measure event 

impact (e.g. ROI, ROO 

(Return On Objectives), 

ROE (Return On 

Experience))

44% 30%

We use a wide 

range of metrics but 

struggle to show 

event impact

21%

We use 'activity' level 

metrics (e.g. number 

attendees, number of 

booth scans)

4%

We don't measure 

our events

“How do you measure your events?”
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Technology and AI
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Larger organizations struggle to control event technology 
proliferation

5%

15%

72%

7%

2%

0

1

2 to 5

6 to 10

11 or more

“How many different event management technology platforms/solutions do you currently use globally?”

Base: 196 B2B marketing professionals with responsibility for events at their company;
Source: Forrester’s Q1 2026 State Of B2B Events Survey

22% of very large 

organizations have 6 

platforms or more with 3% 

using 11 or more

33% of small and 27% of 

medium sized organizations 

use a single platform (or no 

platform)
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Organizations are not planning to reduce the number of 
event tech platforms or spend levels

Base: 193  B2B marketing professionals with responsibility for events at their company;
Source: Forrester’s Q1 2026 State Of B2B Events Survey

28%

14%

58%

More Less The same

Does your organization plan to reduce the 

number of event management technology 

partners you work with over the next 12 

months?

Does your organization plan to spend more, 

less, or the same on event management 

technology over the next 12 months compared 

to the previous 12 months?

74%

26%

No Yes
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“What are your organization's plans for integrating your main event technology platform with your MAP (Marketing Automation 

Platform), revenue marketing platform and/or CRM?”

Base: 187 B2B marketing professionals with responsibility for events at their company;
Source: Forrester’s Q1 2026 State Of B2B Events Survey

3%

9%

11%

10%

39%

28%

We have not integrated and do not plan to
integrate

We are interested in integrating but have no
plans to integrate in the next 12 months

We are planning to integrate in the next 12
months

We are currently integrating

We have a basic integration (i.e. event
registration data gets passed across)

We have a deep integration (i.e. bilateral data
flows between event platform and MAP/CRM)

Two-thirds of organizations have integrated into their wider eco-

system 

67% of organizations have 

now integrated their event 

platform into their MAP/CRM

12% have still not integrated 

or have no plans to integrate 

over the next 12 months
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AI uptake has grown significantly but there’s more to do
“To what extent is your organization using AI to help in the following event-related areas?”

7%

15%

14%

23%

21%

20%

39%

20%

22%

22%

24%

25%

26%

33%

40%

42%

43%

64%

Attendee assistance via an AI-powered chatbot

Pre-event attendee targeting and outreach

Personalized post-event attendee follow-up

Selecting the right third-party events to participate
in/sponsor

Attendee experience personalization (e.g., making
session and networking recommendations)

Defining and building attendee lists

Pre-event management (e.g., venue selection,
budget management)

Event data analysis and insight

Post-event content reuse and repurposing

AI-powered captioning/translation

Creating event content

2026 2025

While AI usage has 

increased massively over 

the past 12 months; 

content creation is the 

only use case >50% 

adoption

Note: Only ‘We already doing this’ is shown and some options were added for the 2026 survey 
Base: 186 (2026) to 157 (2025) B2B marketing professionals with responsibility for events at their company;

Source: Forrester’s Q1 2026 State Of B2B Events Survey and Forrester’s Q1 2025 State Of B2B Events Survey



© Forrester Research, Inc. All rights reserved.

Data quality is the single biggest blocker to AI usage

.
Base: 176 B2B marketing professionals with responsibility for events at their company;

Source: Forrester’s Q1 2026 State Of B2B Events Survey

63%

Access to high 

quality data

62%

Measuring the 

value of AI

57%

Managing data 

privacy and 

security 

requirements

56%

Building an AI 

literate team

39%

Organizational 

restrictions 

limiting access 

to AI

“When it comes to using AI for your events, how challenging do you find the following areas” 
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5 key takeaways

1. Review your balance of owned vs. third-

party events

2. Prioritize interactive and engaging content 

over talking at your attendees

3. Focus on measuring impact, not activity

4. Work with IT and operations to deeply 

integrate your event tech into your wider 

eco-system

5. Move beyond using AI for just content 

creation and repurposing



Thank You.
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