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ABSTRACT 

The Covid-19 pandemic epidemic had one of the most devastating effects on the event 

industry, and severely impacted the event industry around the world. In this research 

project, the effects of the Covid-19 pandemic on the event and conference business unit 

at Regenesys Business School, as well as the strategies for dealing with this predicament 

and the recovery plans, will be analysed. In addition, several forecasts on the potential 

developments and shifts in the department's future tendencies have been provided. This 

study has been carried out using qualitative methods, and the data has been gathered 

from primary and secondary sources to offer the researcher a highly comprehensive 

reference. The Regenesys Business School initially had a restriction of 400 people, but 

over time that number dropped to 350, then 280, then 200, and then eventually back down 

to 100. Currently, the school has a limit of 100 participants. For all the corporate divisions 

in the event and conference business unit at Regenesys Business School, it has been 

difficult to do business because of the huge uncertainty brought on by Covid-19. This is 

the case regardless of the kind of business being conducted. When events were 

postponed or cancelled, it resulted in significant financial losses, which led to layoffs, the 

closure of businesses, and other negative consequences. As a result of the Covid-19 

pandemic's restrictions and uncertainty, several forward-thinking businesses were 

obliged to begin reevaluating their event packages. Many event firms have the potential 

to enter the realm of virtual and hybrid events if they engage in their workforce's 

professional development and digital infrastructure. In the meanwhile, small and medium-

sized businesses were the ones to suffer the most as a result of the severity of the crisis 

and the limited resources available to deal with it. Those people who were unable to come 

up with coping tactics may find that taking a forced break to hang on till returning to normal 

is the greatest option for their situation. The event industry will gradually return to its 

regular status quo with the widespread dissemination of vaccines, although virtual on 

demand and hybrid events will continue to be major components of the sector. The 

findings of this research highlight the significance of being resilient and well-prepared to 

ensure a company's continued existence in the face of adversity. But in the end, even 

though this epidemic is a disruption that has created a great deal of difficulty for the event 

sector.  
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CHAPTER 1: INTRODUCTION 

1.1  Introduction 

The COVID-19 pandemic has had a profound impact on the events and conferences 

industry globally, and Regenesys Business School in South Africa has not been spared. 

Events and conferences are an essential part of the school's activities, providing a 

platform for networking, learning, and showcasing its brand. However, the pandemic has 

forced Regenesys Business School to cancel, postpone, or virtualise many events and 

conferences, causing significant disruptions to the school's operations. 

The pandemic has not only impacted the events industry but has also affected the global 

economy, resulting in reduced revenues and financial constraints. In response, 

Regenesys Business School has had to adopt new marketing strategies to minimise 

disruptions to events and conferences, while also exploring the use of digital tools to 

conduct events and conferences virtually. 

The emergence of the Covid-19 pandemic has had a profound impact on the global 

economy, forcing businesses and organisations to rethink their strategies and adapt to a 

new normal. The events and conferences sector are no exception, with the pandemic 

leading to the cancellation or postponement of countless events worldwide. The 

Regenesys Business School, a leading institution in business education, has been 

significantly affected by the pandemic, with many of its events and conferences disrupted. 

The purpose of this dissertation is to examine the impact of the Covid-19 pandemic on 

events and conferences at Regenesys Business School. The study will also assess the 

marketing strategies used by the school to minimise disruption to its events and 

conferences, evaluate the success of digital tools used by the school to virtually conduct 

events and conferences, and make recommendations to the school's executive on 

marketing strategies to effectively sustain successful events and conferences. 

The first objective of this study is to analyse the impact of the Covid-19 pandemic on 

events and conferences at Regenesys Business School. This objective seeks to identify 

the extent to which the pandemic has affected the school's events and conferences, the 

reasons behind cancellations and postponements, and the impact of these disruptions on 

the school's reputation and revenue. 
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The second objective is to assess the marketing strategies used by Regenesys Business 

School to minimise disruption to events and conferences. This objective will involve an 

examination of the various marketing strategies employed by the school to mitigate the 

impact of the pandemic on its events and conferences. This will include an analysis of the 

effectiveness of these strategies and the challenges faced by the school in implementing 

them. 

The third objective is to evaluate the success of digital tools used by Regenesys Business 

School to virtually conduct events and conferences. This objective seeks to identify the 

extent to which the school has successfully utilised digital tools to conduct its events and 

conferences virtually, the benefits and limitations of virtual events, and the level of 

acceptance of virtual events by the school's stakeholders. 

The final objective of this study is to make recommendations to Regenesys Business 

School executive on marketing strategies to effectively sustain successful events and 

conferences. This objective will involve an examination of best practices in marketing 

events and conferences in the post-pandemic era, an analysis of the school's current 

marketing strategies, and recommendations for improvements or modifications to these 

strategies. 

To achieve these objectives, this study will employ a mixed-methods research design, 

comprising both quantitative and qualitative research methods. The quantitative research 

methods will include a survey of the school's students, faculty, staff, and stakeholders to 

collect data on the impact of the pandemic on events and conferences, the effectiveness 

of marketing strategies employed by the school, and the acceptance of virtual events. 

The qualitative research methods will include interviews with key stakeholders, such as 

the school's executives, event organisers, and participants, to gain a deeper 

understanding of the challenges faced and best practices employed in the planning and 

execution of events and conferences. 

In conclusion, this dissertation aims to provide insights into the impact of the Covid-19 

pandemic on events and conferences at Regenesys Business School and to make 

recommendations for effective marketing strategies to sustain successful events and 

conferences in the post-pandemic era. By examining the impact of the pandemic on the 

school's events and conferences, this study will contribute to the body of knowledge on 
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the effects of the pandemic on the events sector and provide valuable insights for other 

organisations and businesses in the events and conferences industry. 

This dissertation aims to explore the impact of the COVID-19 pandemic on events and 

conferences at Regenesys Business School, analysing the extent of the impact on the 

events industry, attendance rates, revenue generated, and other factors that may have 

been affected. The study will also assess the marketing strategies adopted by Regenesys 

Business School to minimise disruption to events and conferences, evaluating their 

effectiveness in mitigating the impact of the pandemic. Additionally, the study will examine 

the success of the digital tools used by Regenesys Business School to virtually conduct 

events and conferences, identifying the challenges faced and exploring the potential for 

continued use in the future. Finally, the study will make recommendations to the 

Regenesys Business School executive on marketing strategies that can be adopted to 

effectively sustain successful events and conferences in the current context. 

In chapter one, the background of the study is provided. The problem statement is stated 

together with the objectives, delimitations, and the purpose of the study. There is a 

provision made for the research sample, design, and significance of the research. A 

summary of the sampling method and research method is also provided in this chapter. 

In the work that is now being done, an investigation on the effect of the COVID-19 

pandemic on the events department of Regenesys Business School will take place. In 

addition to determining the strategy that event firms in the sector have used to combat 

the current situation. At long last, an analysis of the future developments and shifts that 

will take place in the events industry has been completed. This research utilises a data 

triangulation approach, combining primary and secondary sources of information. The 

analysis was done in accordance with the findings of this study and reports from the 

media, with the assistance of the theories of a variety of researchers and analysts working 

in the field of tourism. The idea of a crisis, the history of the Covid-19 pandemic as a 

disruption, and the overall influence of the pandemic on the event and conference 

department at Regenesys. Recent studies conducted globally indicate that the event 

sector has lost a total of around $666 million through April because of event cancellations 

worldwide, threatening 85.9 million jobs. Businesses are suffering from a severe capital 

shortage, and while companies are utilising technology and measures such as live chat, 
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webinars, online discussion shows, and podcasts to continue their operations, they 

cannot replace the revenue generated by big fat events or events on a large scale in 

terms of money and people inducement. Daily wage employees in the sector, as well as 

small and medium-sized event firms who lack the platform or target audience to deliver 

such services, are feeling the brunt of this epidemic more acutely. The influence of the 

Covid-19 pandemic on world events has been thoroughly established. 

1.2  Research Problem 

The Covid-19 pandemic has drastically impacted the events and conferences industry 

across the globe. Regenesys Business School, like other institutions, has been forced to 

adapt to this new reality by implementing digital tools and virtual events. This study aims 

to assess the impact of the pandemic on events and conferences at Regenesys Business 

School and evaluate the effectiveness of the marketing strategies used to minimise 

disruption. Additionally, this study aims to evaluate the success of virtual events 

conducted by the institution and provide recommendations for the future sustainability of 

successful events and conferences. The research will explore the challenges faced by 

Regenesys Business School in adapting to this new reality and examine the role of 

technology in mitigating these challenges. Ultimately, the study aims to provide valuable 

insights to Regenesys Business School and other academic institutions that are 

navigating the new landscape of events and conferences in the wake of the Covid-19 

pandemic. 

The COVID-19 pandemic has had a significant impact on the events industry worldwide. 

The global events industry, which was valued at $1.1 trillion in 2019, has been severely 

impacted by the pandemic. Due to the highly contagious nature of the virus, governments 

around the world have imposed strict restrictions on social gatherings, leading to the 

cancellation or postponement of numerous events and conferences. 

The impact of COVID-19 on the events industry has been felt at Regenesys Business 

School as well. The school, which is known for hosting a variety of events and 

conferences throughout the year, has had to face numerous challenges due to the 

pandemic. These challenges include cancellations, postponements, and a significant 

decrease in attendance at the events. 
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The COVID-19 pandemic has brought to light the need for businesses to have effective 

marketing strategies in place to minimise disruption to events and conferences. 

Regenesys Business School has implemented several marketing strategies to deal with 

the pandemic's impact on its events and conferences. These strategies include the use 

of digital tools to host virtual events, promotional campaigns to encourage attendance, 

and flexible booking policies to accommodate changes in attendees' schedules. 

The success of these marketing strategies will depend on their ability to effectively reach 

the target audience and provide a positive experience for attendees. Regenesys Business 

School has employed digital tools to virtually conduct events and conferences, but it 

remains to be seen how successful these efforts have been in comparison to in-person 

events. Evaluating the success of these digital tools is crucial to understanding how the 

events industry can adapt to the changing circumstances. The COVID-19 pandemic has 

forced businesses to rethink their strategies for hosting events and conferences. The 

events industry is expected to shift towards virtual events, as businesses look for ways to 

minimise disruptions caused by pandemics, natural disasters, or other unforeseen events. 

Regenesys Business School needs to identify marketing strategies that can help it sustain 

successful events and conferences in the long run. 

The COVID-19 pandemic has had a significant impact on the events industry, with many 

events being cancelled, postponed, or moved to virtual platforms. This has resulted in 

significant challenges for the Regenesys Business School, including reduced revenue, 

loss of opportunities for engagement and decreased visibility in the market. The problem 

that this dissertation aims to address is the impact of the COVID-19 pandemic on events 

and conferences at the Regenesys Business School and the strategies that can be 

implemented to mitigate these effects. Specifically, this study will analyse how the 

pandemic has impacted the events sector, identify the challenges faced by the 

Regenesys Business School, and explore the strategies that can be employed to adapt 

to the new normal in the events industry.  

Thus, the problem statement for this research study is to analyse the impact of COVID-

19 on events and conferences at Regenesys Business School, evaluate the marketing 

strategies employed to minimise disruption to events and conferences, and assess the 

success of digital tools used to conduct virtual events. Additionally, the study aims to 
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make recommendations to Regenesys Business School executives on marketing 

strategies that can be used to sustain successful events and conferences in the future. 

1.3  Aim of the Research Study 

The aim/purpose of this study is to investigate the impact of the COVID-19 pandemic on 

events and conferences at Regenesys Business School, and to analyse the marketing 

strategies used by the institution to minimise disruption and evaluate the success of digital 

tools used to virtually conduct events and conferences. The study will also provide 

recommendations to the Regenesys Business School executive on effective marketing 

strategies to sustain successful events and conferences. 

The COVID-19 pandemic has significantly impacted the events industry globally, with 

cancellations and postponements of events becoming common. Regenesys Business 

School, like many other institutions, has had to adapt to this unprecedented situation and 

make changes to its event management strategies. In this study, we aim to investigate 

how the pandemic has impacted events and conferences at Regenesys Business School 

and how the institution has responded to these challenges. 

The study will provide insights into the measures taken by Regenesys Business School 

to mitigate the effects of the pandemic on its events and conferences. This will include an 

assessment of the marketing strategies implemented by the institution to minimise 

disruption, as well as an evaluation of the success of digital tools used to conduct virtual 

events and conferences. 

The study will be conducted using a mixed-methods research design, including both 

qualitative and quantitative data collection and analysis techniques. Data will be collected 

through online surveys and interviews with key stakeholders involved in organising and 

managing events and conferences at Regenesys Business School. 

The results of this study will be valuable to other educational institutions and organisations 

in the events industry, providing insights into effective strategies for managing events 

during times of crisis. The recommendations provided will assist Regenesys Business 

School and other institutions in developing effective marketing strategies to sustain 

successful events and conferences in the future. Overall, this study will contribute to the 
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understanding of the impact of COVID-19 on the events industry and provide practical 

recommendations for managing events during times of crisis. 

1.4  Research Objectives 

The research objectives of this research study are as follows: 

• To analyse the impact of Covid-19 on events and conferences at Regenesys 

Business School 

• To assess the marketing strategies used by Regenesys Business School to 

minimise disruption to events and conferences. 

• To evaluate the success of digital tools used by Regenesys Business School to 

virtually conduct events and conferences. 

• To make recommendations to Regenesys Business School executive on 

marketing strategies to effectively sustain successful events and conferences. 

1.5  Research Questions 

The research questions are aligned to the objectives of this research study, namely: 

• What is the impact of Covid-19 on events and conferences at Regenesys Business 

School? 

• What are the marketing strategies used by Regenesys Business School to 

minimise disruption to events and conferences? 

• What was the success of digital tools used by Regenesys Business School to 

virtually conduct events and conferences? 

• What recommendations can be made to Regenesys Business School executives 

on marketing strategies to effectively sustain successful events and conferences? 

1.6  Significance of the Study 

The focus of the study is to investigate and analyse the effects of Covid-19 on events and 

conferences at Regenesys Business School. Events are a fundamental aspect of any 

university from both an academic and social perspective. Covid-19 has ravaged the 

business sector, and various studies have been done to that effect. A review of literature 
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showed that studies on the impact of Covid-19 within schools are few, whilst one 

specifically focuses on events and conferences in schools is non-existent. 

The research findings may also help fill in the gap that the current researcher could not 

address. This study may become a sound source of knowledge and data on events and 

conferences within a pandemic. The information and recommendations of this study will 

possibly guide policy makers, and other government officials in addressing the effects of 

Covid-9 has on school programs.  

1.7  Research Design 

The research design for this study will be a mixed-methods approach, combining both 

qualitative and quantitative data collection methods. The study will begin with a review of 

relevant literature on the impact of COVID-19 on events and conferences, as well as 

marketing strategies and digital tools used in response to the pandemic. This will inform 

the development of a survey questionnaire, which will be administered to attendees of 

events and conferences held by Regenesys Business School in the past year. The survey 

will collect quantitative data on the impact of COVID-19 on attendees' participation in 

events, their perceptions of the marketing strategies employed by Regenesys Business 

School, and their experiences with the digital tools used for virtual events. 

 

In addition to the survey, qualitative data will be collected through semi-structured 

interviews with key personnel involved in organising and marketing events and 

conferences at Regenesys Business School. These interviews will provide a more in-

depth understanding of the challenges faced by the institution due to COVID-19, the 

marketing strategies employed to minimise disruption, and the success of digital tools in 

conducting virtual events. The interviews will also provide valuable insights into 

recommendations for sustaining successful events and conferences in the future. 

The data collected from both the survey and interviews will be analysed using both 

descriptive and inferential statistics, as well as thematic analysis. This mixed-methods 

approach will provide a comprehensive understanding of the impact of COVID-19 on 

events and conferences at Regenesys Business School, the effectiveness of marketing 

strategies used to minimise disruption, and the success of virtual events. The 
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recommendations provided by the study will be based on the analysis of the data collected 

and will be aimed at helping Regenesys Business School sustain successful events and 

conferences in the future. 

In this chapter, the methodology used for this research will be discussed, including the 

rationale for the method selection, the data collection strategies, the necessary 

modifications for this study, and data analysis. Additionally, this chapter will provide 

helpful information on both qualitative and quantitative approaches to provide a more 

comprehensive view of the reasons for choosing the method. This chapter will also 

discuss the validity and reliability of the research and the ethical issues that must be 

considered. 

The research design refers to the methodology and procedures used to collect and 

analyse the required data, and it requires a framework for the action plan of the project 

(Goundar, 2012). The sources of data to be collected will be from various demographics 

across Regenesys Business School. The primary method used will be based on a 

qualitative research approach utilising interviews with a pre-set Interview Schedule as 

shown in Appendix C to collect primary data. A quantitative approach will also be taken 

to analyse the information and financial data using the exploratory research design that 

links with the following research objectives: 

• To analyse the impact of Covid-19 on events and conferences at Regenesys Business 

School • To assess the marketing strategies used by Regenesys Business School to 

minimise disruption to events and conferences. • To evaluate the success of digital tools 

used by Regenesys Business School to virtually conduct events and conferences. • To 

make recommendations to Regenesys Business School executive on marketing 

strategies to effectively sustain successful events and conferences. 

The exploratory research design will be used to analyse the quantitative data. Exploratory 

research is useful when the researcher has little understanding of the research problem 

or when the research problem is unclear (Kumar, 2014). The quantitative data will be 

collected from financial records of Regenesys Business School and analysed using 

statistical tools to identify trends and patterns in the data. 

The use of a mixed-methods approach, combining both qualitative and quantitative data, 

provides a more comprehensive understanding of the research problem. Qualitative data 



10 

 

from interviews will provide in-depth insights into the experiences and perceptions of 

individuals who have been involved in events and conferences at Regenesys Business 

School during the pandemic. Quantitative data will provide a broader perspective on the 

impact of Covid-19 on events and conferences, as well as the effectiveness of marketing 

strategies and digital tools. 

The validity and reliability of the research will be ensured by using multiple sources of 

data, triangulation of data, and regular checks on the accuracy of data collection and 

analysis. Ethical issues, such as obtaining informed consent from participants and 

maintaining confidentiality and anonymity, will also be considered throughout the 

research process. 

1.7.1 Research Sampling 

The non-probability sampling technique will be adopted to determine the target population 

and sample size. Regenesys Business School employees will be the primary respondents 

to the study. The tests will be based on individuals from different cultures and ethnic 

backgrounds, age groups, gender, and other demographics like social class. 

1.7.2 Data Source and Collection Method 

As the qualitative approach is adopted the research data will be collected via interviews. 

The qualitative approach is ideal to enhance the understanding of the phenomenon and 

obtain more in-depth information.  

The interviews with the aid of the Interview Schedule will be used to collect the data from 

the selected research participants at different levels in the organisation to obtain their 

views on motivation, job satisfaction, and their views of the impact it has on performance 

and efficiency using pre-set questions that apply to various levels across the retail sector. 

It is an efficient, cheap, and simple method to administer and collate a variety of qualitative 

information. The questionnaires would be more useful to collect the information through 

observation (Blaxter, 2006).  

Thematic analysis will also be used for the study. It is also a useful technique to obtain 

literature from several sources and to provide a practical insight based on the knowledge 

and experience of previous research and facts (Krippendorff, 2004, p. 18). The qualitative 
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content analysis is open with questions which guide the research and influence the 

information that is gathered. This analysis is thoroughly performed to determine patterns 

and concepts that emerge from the literature. (White & Marsh, 2006). 

1.8  Delimitations of the Study 

The research was conducted at Regenesys Business School only. The school will serve 

as a case representation of every other tertiary institution in South Africa (SA). During the 

process of doing research, this study, like any other study in a variety of domains, 

experienced a variety of problems, most notably in the areas of literature reviewing and 

data collection. In this part of the article, the difficulties and drawbacks of data collecting 

will be discussed. To begin with, the present conditions in which the research is being 

carried out, are taking place at an exceptionally significant period. It was said that all the 

nations across the world are now coping with various issues that have arisen as a direct 

consequence of the pandemic crisis caused by Covid-19. Businesses in the event sector 

were selected for the purpose of this research since it is abundantly obvious that the 

pandemic has had a significant negative impact not just on tourism overall but especially 

on the event industry. As a direct consequence of this, several companies operating in 

this sector have either ceased their operations or placed them on pause. As a result, 

conducting a random search for companies operating in this sector that are still active 

and persuading them to take part in the research was not something that was simple or 

simply doable. As a result, recruiting people to provide their main data became a 

challenging task. In addition, since the Covid-19 pandemic is still active and is still a 

relatively new subject, it was not an easy job to identify literatures that concentrate on the 

influence of the pandemic on the tourist business and even more notably on the event 

sector. 

1.9  Outline of the Mini Dissertation 

This research paper is broken up into six chapters; the purpose of this section is to offer 

readers an overview review of these chapters as well as some abridged information on 

the procedure. The first chapter is devoted to the introduction of this study and will offer 

a background regarding the idea of crisis and the nature of the Covid-19 pandemic, the 
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effect of Covid-19 on the event industry generally, problem statement, the objective of 

this study, and research questions. The second chapter is devoted to the literature review, 

in which the previous literature and theories of situations that are comparable to the 

objective of this research have been analysed and presented. The impact of crises on the 

tourism industry and events as the major stakeholder of the tourism industry will be 

presented, and chapter three will be about research methodology, where the overall 

research design, reasoning approach, a wholistic review of research methods, the 

selected method and reasons of this choice, data collection, analysis, and finally the 

adjustments made to the process will be presented. In the fourth chapter, we will go 

through the process of analysing the data that was acquired by using the literature and 

theoretical frameworks that were presented in the third chapter. The examination of the 

collected data for this study is broken down into three primary categories: impact, 

recovery, and future trends and changes. The results and comments pertaining to the 

primary research issues of this study will be summed up in chapter five, along with some 

suggestions for avenues of investigation to pursue in the future. In the next chapter, we 

will offer a summary of our study along with our suggestions. 

1.9.1 Chapter 1: Introduction 

The background and introduction into the research will be detailed in this chapter. The 

problem statement, research objectives and research questions are defined. The 

research questions, research design, delimitations, significance, and purpose of the study 

are also detailed in this chapter. 

1.9.2 Chapter 2: Literature Review 

This chapter will provide an analysis of the conceptual framework contributed by various 

researchers in human resources. The research will be directed towards the requirement 

for employers to understand the drivers that motivate employees and the importance of 

having satisfied and motivated employees to enhance productivity and efficiency. The 

concept developments will be based on prior research findings, assumptions, theories, 

existing concepts and its examination and a detailed analysis of the scholars that have 
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performed research in the field. An outline of the framework that can be used to overcome 

the challenges will be proposed in this chapter as well.  

1.9.3 Chapter 3: Research Methodology 

Chapter 3 will consist of the research design and the methodology used to collate the 

information from the sample, the process of selection from the population sample, 

research instruments used, analysis procedure, validation, verification process, ethical 

considerations and the limitation of the study is detailed in this chapter.  

1.9.4 Chapter 4: Presentation of Results 

The outcome of the research is presented in this chapter. The analysis will be performed 

in line with the research questions in this chapter. The study conducted using interviews 

and pre-set questions is analysed and disclosed in this chapter. The research process, 

design, strategy, and responses are collated, summarised, and presented in Chapter 4. 

1.9.5 Chapter 5: Analysis and Discussion of Results 

This chapter presents the issues that were identified in relation to the findings that were 

covered in the literature review in chapter two. This chapter provides the conclusion and 

summary in relation to the objectives of the study. The empirical results and discussion 

of the study are detailed in this chapter. The themes identified and the limitations of the 

study are contained in Chapter 5. The issues identified are also enclosed in Chapter 5. 

1.9.6 Chapter 6: Conclusions and Recommendations 

This final chapter outlines the factors that were previously addressed in the study. A 

summary of the findings and the recommendations to enhance the current situation 

regarding job satisfaction and motivation are encapsulated in this chapter. A detailed 

analysis and a synopsis of the findings is captured in this chapter by linking it to the 

literature review in Chapter 2.  

1.10  Conclusion 

This chapter served as the bedrock of the whole study. The chapter presented the 

background of the study and the statement of the problem which affirmed the need for 
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carrying out the study. In addition, the purpose of the study as well as research objectives 

were also presented. The significance of the study which showed how the research would 

benefit several stakeholders in the commercial agricultural sector was presented. The 

chapter also highlighted the delimitations and limitations of the study and definition of key 

terms. The background of the study indicated that Covid-19 has impacted events and 

conferences globally. The research aims to focus more specifically on events and 

conferences at tertiary institutions. Regenesys Business School was chosen as the case 

study. The first chapter has built the groundwork and addressed the challenge, with the 

goal of creating a knowledge platform for the organisation to use if a strategy shift in favor 

of services integration is achieved. 

In chapter one, the research methodology, research design, sample technique, 

importance and purpose of the study, delimitation, research aim, and research questions 

are described. In chapter one, an overview of each chapter is also presented. 

From a continuation standpoint, Chapter Two will give a review of the relevant literature 

in relation to the issue statement. An analysis of existing literature contributed by a variety 

of researchers that demonstrates the impact of pandemic on the event management 

environment and sector will be conducted with the intention of elucidating the sector's 

challenges to gain insight that will aid in the design of future research. 
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CHAPTER 2: LITERATURE REVIEW 

2.1  Introduction 

The COVID-19 pandemic has had a profound impact on various industries globally, 

including the education sector. Educational institutions have had to adapt to the new 

normal of remote learning, virtual classrooms, and online events and conferences. 

Regenesys Business School is no exception, as the institution has had to cope with the 

pandemic's impact on its events and conferences. 

This literature review aims to explore the impact of COVID-19 on events and conferences 

at Regenesys Business School. Specifically, the review will analyse the effect of the 

pandemic on the institution's revenue streams, networking opportunities, and knowledge 

dissemination efforts. Furthermore, the literature review will assess the marketing 

strategies employed by Regenesys Business School to minimise the disruption caused 

by the pandemic. Additionally, the review will evaluate the success of digital tools used 

by the institution to conduct events and conferences virtually. Finally, the literature review 

will provide recommendations to the Regenesys Business School executive on marketing 

strategies to sustain successful events and conferences in the future. 

The literature review will begin by examining the impact of COVID-19 on events and 

conferences at Regenesys Business School. This section will analyse the effect of the 

pandemic on the institution's events and conferences, attendance rates, and revenue 

streams. Next, the review will assess the marketing strategies used by Regenesys 

Business School to mitigate the impact of the pandemic on events and conferences. This 

section will evaluate the effectiveness of the institution's digital marketing strategies, 

social media marketing, and virtual events and conferences. Additionally, the review will 

evaluate the success of the digital tools used by Regenesys Business School to conduct 

events and conferences virtually. This section will analyse attendance rates, engagement 

levels, and feedback from attendees. Finally, the review will provide recommendations to 

the Regenesys Business School executive on marketing strategies to sustain successful 

events and conferences in the future. The recommendations will be based on the 

literature reviewed and will focus on digital infrastructure investment, social media 

marketing, virtual event planning, and audience engagement. 
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2.2  Impact of Covid-19 on Events and Conferences at Regenesys Business School 

The Covid-19 pandemic has had a significant impact on the events and conference 

industry worldwide. The Regenesys Business School, like other institutions, has had to 

face unprecedented challenges in managing events and conferences amidst the 

pandemic. The impact of the pandemic on events and conferences can be categorised 

into three phases: pre-Covid, during Covid, and post-Covid. 

 

Pre-Covid, Regenesys Business School held a wide range of events and conferences, 

including seminars, workshops, and executive education programmes. These events 

served as a platform for networking, knowledge sharing, and learning. However, when 

the pandemic hit, the school was forced to cancel or postpone most of its events, which 

resulted in a significant financial loss. The cancellation of these events had a direct impact 

on the school's revenue and reputation. 

During the Covid phase, Regenesys Business School had to re-strategies and adopt new 

approaches to managing events and conferences. The school had to shift from physical 

to virtual events to comply with social distancing measures and limit the spread of the 

virus. The use of digital technologies such as video conferencing and live streaming 

became the norm for hosting events and conferences. The shift to virtual events was a 

new experience for most attendees, and it posed new challenges such as technological 

issues, virtual fatigue, and the lack of personal interaction. 

Post-Covid, Regenesys Business School is likely to face continued disruptions in 

managing events and conferences. The pandemic has changed the way people perceive 

events and conferences, and it is likely to have a long-term impact on the industry. The 

use of virtual platforms for events and conferences is likely to become a permanent 

feature of the industry, as it offers more convenience, cost-effectiveness, and flexibility to 

both attendees and organisers. However, physical events are still essential for building 

personal relationships and fostering social interactions, and therefore, a hybrid approach 

combining virtual and physical events is likely to become the new norm. 

In conclusion, the Covid-19 pandemic has had a significant impact on the events and 

conferences industry, and Regenesys Business School has not been an exception. The 

school had to cancel or postpone most of its events during the pandemic and had to adopt 
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new strategies for managing events and conferences. The shift to virtual events was a 

new experience for most attendees, and it posed new challenges. Post-Covid, the 

industry is likely to face continued disruptions, and a hybrid approach combining virtual 

and physical events is likely to become the new norm. 

The Covid-19 pandemic has resulted in a significant impact on events and conferences 

at Regenesys Business School. With the implementation of lockdowns and social 

distancing measures, the institution has had to shift its events and conferences from in-

person to virtual platforms. This shift has resulted in several challenges, including reduced 

attendance rates, a decline in sponsorship revenue, and difficulties in networking 

opportunities.  

According to a survey conducted by EventMB, 70% of event professionals reported that 

Covid-19 had a significant impact on their events, with 41% of respondents indicating that 

they had to cancel their events entirely. Regenesys Business School has also 

experienced a significant impact on its events and conferences, with many events being 

postponed or cancelled due to the pandemic. 

Additionally, the pandemic has had a significant impact on sponsorship revenue for 

events and conferences at Regenesys Business School. With many businesses facing 

financial difficulties, sponsorships have declined, resulting in a significant loss of revenue 

for the institution. 

2.3 Marketing strategies used by Regenesys Business School to minimise 

disruption to Events and Conferences: 

The Covid-19 pandemic has had a significant impact on events and conferences globally. 

The spread of the virus led to travel restrictions and social distancing measures, which 

resulted in the cancellation or postponement of numerous events and conferences. 

Regenesys Business School, like other educational institutions, was not immune to the 

pandemic's impact. However, the school developed several marketing strategies to 

minimise the disruption to events and conferences and keep their stakeholders engaged. 

One of the marketing strategies used by Regenesys Business School was to transition 

from physical to virtual events. This strategy allowed the school to continue hosting events 

while adhering to social distancing measures. Virtual events also provided an opportunity 

to reach a broader audience beyond the school's physical location. For instance, the 
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school's Virtual Open Day allowed prospective students from across the world to 

participate in the event, which was previously only accessible to those who could attend 

in person. 

Regenesys Business School also implemented a digital marketing campaign to promote 

its virtual events. The campaign included targeted email marketing, social media 

marketing, and online advertisements. The school leveraged social media platforms such 

as LinkedIn, Facebook, Twitter, and Instagram to reach a wider audience. The use of 

digital marketing strategies was effective in communicating the message of the school's 

virtual events to the target audience and generating interest in them. 

Another strategy used by Regenesys Business School was to partner with other 

organisations to co-host events. The school collaborated with industry partners to 

organise virtual events that addressed topical issues affecting the business world during 

the pandemic. The partnerships helped the school to access a larger audience, share 

resources and expertise, and showcase the school's commitment to industry-relevant 

education. 

Regenesys Business School also offered discounts and incentives to encourage 

attendance at virtual events. For example, the school provided discounts to students who 

attended the virtual events, and attendees who referred others to the events received 

incentives such as vouchers or discounts on the school's courses. The incentives were 

effective in encouraging attendance and promoting the school's brand and courses. 

In conclusion, Regenesys Business School implemented various marketing strategies to 

minimise the impact of Covid-19 on events and conferences. The school transitioned from 

physical to virtual events, implemented digital marketing campaigns, partnered with 

industry organisations, and offered discounts and incentives. These strategies were 

effective in maintaining engagement with stakeholders, expanding the school's reach, 

and promoting the school's brand and courses. 

Regenesys Business School has employed several marketing strategies to minimise 

disruption to events and conferences during the Covid-19 pandemic. These strategies 

include digital marketing, social media marketing, and virtual events and conferences. 

Digital marketing has played a significant role in promoting events and conferences at 

Regenesys Business School during the pandemic. The institution has utilised email 
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marketing and online advertising to promote its events and conferences to a broader 

audience. Social media marketing has also been an essential strategy for promoting 

events and conferences at Regenesys Business School during the pandemic. The 

institution has used social media platforms such as Facebook, Twitter, and LinkedIn to 

promote its events and conferences, engage with attendees and share event-related 

content. Virtual events and conferences have also been a critical strategy for Regenesys 

Business School to minimise disruption to events and conferences during the pandemic. 

The institution has shifted its events and conferences to virtual platforms, allowing 

attendees to participate in events and conferences from the comfort of their homes. 

 

The Covid-19 pandemic has drastically impacted the event and conference industry 

worldwide. Regenesys Business School, like many other educational institutions, had to 

quickly adapt to the changing circumstances to ensure that their events and conferences 

continued with minimal disruption. This section of the literature review will examine the 

marketing strategies used by Regenesys Business School to minimise the disruption 

caused by the pandemic. 

One of the first strategies employed by Regenesys Business School was to cancel or 

postpone all in-person events and conferences. This was done to ensure the safety of 

their staff, students, and attendees. The school also quickly shifted their focus to virtual 

events and conferences. This included hosting webinars and online conferences, which 

allowed attendees to participate remotely. This was a proactive step taken by Regenesys 

Business School, as virtual events were becoming increasingly popular even before the 

pandemic. 

Regenesys Business School also utilised social media platforms to promote their virtual 

events and conferences. They made use of popular platforms such as Facebook, Twitter, 

and LinkedIn to spread the word about upcoming events and conferences. This strategy 

helped to increase awareness and attendance of the school's events and conferences. 

Another marketing strategy employed by Regenesys Business School was to offer 

discounts and special offers for virtual events and conferences. This helped to incentivise 

attendees to participate in the virtual events and helped to mitigate the financial impact of 

the pandemic on the school. Regenesys Business School also offered refunds or 
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transfers for any in-person events or conferences that were cancelled or postponed due 

to the pandemic. 

Regenesys Business School also made use of email marketing to promote their virtual 

events and conferences. They sent out regular newsletters to their email subscribers, 

informing them of upcoming events and conferences, and encouraging them to register. 

This strategy helped to keep attendees engaged and informed about the school's events 

and conferences. 

In addition to these strategies, Regenesys Business School also utilised digital tools to 

enhance the virtual event and conference experience. They used platforms such as Zoom 

and Microsoft Teams to conduct virtual events and conferences. These platforms allowed 

attendees to participate remotely and provided a way for attendees to interact with 

presenters and other attendees in real-time. Regenesys Business School also made use 

of chatbots to answer attendee questions and provide support during virtual events and 

conferences. 

Overall, the marketing strategies employed by Regenesys Business School to minimise 

the disruption caused by the Covid-19 pandemic were effective. The school quickly 

adapted to the changing circumstances and shifted their focus to virtual events and 

conferences. This allowed them to continue providing educational opportunities to their 

students and attendees, while also mitigating the financial impact of the pandemic on the 

school. By utilising social media, email marketing, and digital tools, Regenesys Business 

School was able to promote their virtual events and conferences and keep attendees 

engaged and informed. 

2.3.1 Understand the Power of social media. 

The rapid growth of social networking sites is something completely fresh and game 

changing. In 2018, social media platforms saw unprecedented growth, with estimates 

pointing to 3.03 billion users worldwide (Dolega et al., 2021). Businesses may make great 

use of these apps as just a marketing tool for contact consumers because of their 

meteoric rise, and to learn where its customers spend the bulk of their time online 

(Campbell et al., 2014; Sun & Zhang, 2020). Traditional marketing tactics may be more 

time-consuming, costly, and inefficient than social media marketing, which allows firms to 

have direct and immediate connection with their end customers at a relatively minimal 
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cost. For this reason, social media marketing is not only for the big guys anymore; it can 

be used by SMEs as well (Kaplan & Haenlein, 2010). Since this is the case, companies 

must invest significant resources into keeping their profiles active on social networking 

sites, updating their content often, and establishing genuine relationships with their target 

audiences (Barker et al., 2013; Hoffman & Fodor, 2010).  

Users are engaged in activities beyond merely communicating with one another online. 

They want to come up with fresh concepts, collaborate on projects, share their thoughts, 

and talk about the things that they enjoy and don't like about themselves. When viewed 

in the context of the internet, most of the attention that is paid to marketing efforts by a 

firm is concentrated on the creation of social media programs. These initiatives are 

designed to increase engagement, as well as brand exposure, user participation, and 

participation overall (Hoffman & Fodor, 2010). For marketers to develop interaction online, 

they need to determine what kind of material should be included and what would be most 

effective in reaching the target audience (Swania et al., 2021). If you want to develop a 

solid connection with your customers, you need to know how they engage online 

(Campbell et al., 2014). This information will also be helpful to businesses in recognising 

the preferences and viewpoints of specific customers, which will enable them to more 

effectively adopt changes that are appropriate and personalise their messages in 

response to the feedback that they have received (Hill & Moran, 2011; Leeflang, 2011). 

2.3.2 Role of social media on Event Management  

The progression of technology is altering not just how events are experienced but also 

how they are organised (Jaimangal-Jones et al., 2018). In today's day and age, the use 

of social media has evolved into an essential component of the event's integrated 

marketing communication (Lockstone-Binney et al., 2013). Therefore, individuals in 

charge of planning events should think about how to use internet tools like social 

networking sites to spread the word and connect with attendees via two-way 

communication channels like user-generated content and digital engagement (Hudson & 

Hudson, 2013; Leung et al., 2013). Communication across a variety of mediums not only 

provides clients with a wider range of experiences, but also adds value to the relationship 

(Getz, 2008). 
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The use of social media technologies is having a beneficial impact on the events sector 

and is contributing to the industry-wide information exchange (Sigala et al., 2012). A 

customer attending an event may find out more about the event, find out what's being 

offered, read suggestions and evaluations from previous attendees, and have 

conversations with some other users, event businesses, and event planners all thanks to 

social media (Robertson et al., 2015).  

Social media initiatives are particularly advantageous for expanding company 

recognition, generating awareness and revenue, reaching a large-scale audience, 

spreading the message more quickly, and gaining real-time consumer insights, from the 

standpoint of an events manager (Hudson & Hudson, 2013). Further, managers value 

digital communications for its potential to help them learn more about their target 

consumers and better meet their requirements, expectations, and preferences via the 

monitoring of their activities across several platforms, including social media. This 

understanding allows managers to better serve their target customers (Leung et al., 2013; 

Socialbakers, 2021). 

2.3.3 Social Media Marketing Plan  

This last decade has seen the rise of social media as a platform for establishing and 

maintaining complex, multifaceted, and highly developed relationships between 

businesses and their consumers. There are currently three ways that companies are 

utilising social media:  

• Attract a larger pool of possible buyers (Gao et al., 2018),  

• Bolster brand evaluations (Naylor, Lamberton and West, 2012); and 

• Build closer connections with customers (Rapp et al., 2013).  

The rise of social media, consumers are increasingly participating inside the process of 

marketing communication as writers, collaborators, and commenters (Hamilton, 

Kaltcheva & Rohm, 2016). Marketers are under increasing scrutiny to make the most of 

social media as it has developed from a single tool to a rich source of marketing 

insights (Lamberton & Stephen, 2016).  

The vast majority of marketers are aware that they must have a social media presence, 

but only a small percentage of firms have a well-thought-out strategy for engaging with 
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customers on these platforms (Choi & Thoeni, 2016). For most companies, the challenge 

isn't in launching a social media campaign, but rather in figuring out how to properly 

integrate it with the rest of their marketing efforts to win over customers and establish 

long-lasting, mutually beneficial relationships with them. (Lamberton & Stephen, 2016). 

Despite the many advantages social media has to offer, there is presently no universally 

accepted concept or framework for using social media into corporate marketing strategies 

(Effing & Spil, 2016).  
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Figure 2.1: Social Media Marketing Platforms 

Source: Effing & Spil, (2016) 

2.3.4 Social Media Planning Cycle 

According to Barker et al., (2013), organisations may improve their chances of 

successfully implementing a social media campaign by establishing a well-researched 

and carefully thought-out strategy. As a result, Barker et al., (2013) built a system to track 

the development of social media features over time to better integrate social media 
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marketing into the overall strategy. This plan was designed to be used in conjunction with 

the Social Media Marketing Planning Cycle. The cycle is comprised of the eight steps 

listed below: Listening is the primary focus of the first stage, which is important throughout 

the entire process. Therefore, it is crucial for organisations to pay attention to and track 

where discussions are taking place about them online, as well as the kind of remarks 

being made and the degree of positivity or negativity. (Barker et al., 2013).  

Your brand is whatever your customers say it is, so it is imperative that businesses pay 

attention to what people are saying about them. Wherever there is a critical mass of 

people, choices are made in the groundswell (Li & Bernoff, 2011, p. 78). Listening makes 

it possible to examine the organisation, to observe the social media presence of the 

company as well as the posting schedule and the sort of information that is shared, and 

it also assists in determining themes that the audience enjoys discussing (Barker et al., 

2013). 

In addition, it is essential to monitor the activities of competitors, including what people 

are saying about them and where those conversations are taking place. After conducting 

this analysis, the next step is to determine what one's competitors are up to on social 

media and what strategies appear to be successful for them. Listening as a means of 

staying current can result in the acquisition of valuable knowledge. It is also beneficial to 

examine the tenor of the talks, the way individuals connect with one another, and whether 

or not this varies by platform. Having this information will make integration and 

participation in online activities much easier. In addition to this, it will be helpful in creating 

goals and developing strategies to attain them (Barker et al., 2013). Once you begin to 

listen and act on that knowledge, your organisation will never be the same, they said (Li 

& Bernoff, 2011, p. 96).  

According to Barker et al., (2013), the social media planning cycle follows the below 

elements. 

2.3.5 Setting Goals  

After the organisation has gained an understanding of the actions and requirements of 

their target audience, it is time to move on, since it is essential to conduct a SWOT 

analysis first, and then build social media goals on the results of this analysis (Griffin, 

2014). At this juncture, businesses need to consider what kinds of goals can contribute 



26 

 

to the accomplishment of their overarching mission and vision. Specific, measurable, 

achievable, relevant, and time-bound (SMART) goal setting is crucial (Macleod, 2013).  

According to Meylan, 2017). the following list of potential goals can be pursued by the 

company in question, either alone or in combination: 

• Listening: Getting to know your customers requires actively engaging with their 

thoughts, questions, and desires as they're expressed online. Utilise the findings 

of this research to your advantage by delivering personalised content, enhancing 

the experience of your clients, and establishing solid partnerships. 

• Communicate with others and participate in discussions online: Participation 

and debate are crucial to increase trust and awareness not only for those who 

engage, but for those who read, since with increased involvement comes greater 

exposure.  

• Energising: Motivating already-interested buyers to spread the word about your 

company further increases audience size, brand awareness, and sales via the 

power of word of mouth. 

• Supporting: Give customers access to internet resources that will allow them to 

assist the company in resolving any problems they may have regarding the 

products or services it offers. 

• Embracing: Incorporate customers into the organisation, use the audience's 

combined expertise to your advantage, and ask for their input when developing 

new goods or enhancing existing ones. 

2.3.6 Identifying the Audience 

Defining Strategies Now is the time to work out how to achieve the goals that have been 

set for social media. The following guidelines should be followed (Li & Bernoff, 2011) to 

determine the approaches that will assist the company in achieving its objectives in the 

most effective manner: 

• Creators: Creators are those who are engaged in online activities such as having 

their own website, uploading videos, producing podcasts, publishing a blog, 

reviews, and the like at least once a month. 
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• Conversationalists: Conversationalists are a group that at least once a week 

promotes the content of others in social networks, updates their own status 

regularly, posts images, and comments on other people's posts. 

• Reviewers: Reviewers are the people who take the time to rate and critique online 

material on various websites like blogs and message boards so that others might 

benefit from their insights. 

• Customers: Customers that collect data on a regular basis, whether via online 

surveys or newsletter subscriptions, are known as "collectors." 

• Joiners: Joiners are members of social media sites such as Facebook who create 

accounts, but do not actively use them. The majority of those taking part in the 

activity are spectators. People who take in content produced by others (see films, 

read blogs, etc.) but do not create their own content. 

• In-actives: In-actives are also known as people who don't use social media or 

other online technology. Several considerations, such as the tastes and pursuits 

of the intended audience, are crucial at this point. That's why it's crucial for 

businesses to target clientele who share their passions and principles (Barker et 

al., 2013). 

2.3.7 Selecting Tools  

At this stage, the organisation can choose which technologies will be used to carry out its 

strategy and attract the greatest possible number of customers. The social media 

channels that are selected should be in the same places where the target audience is 

because that is where the organisation's social media efforts should be focused. When 

going through this process, it is important to keep in mind the goals that were established 

beforehand. This is because various platforms produce varying outcomes and results for 

brands (Li & Bernoff, 2011). 

2.3.8 Implementation 

Assuming the company knows its end goal, target audience, and preferred methods of 

execution, it can then put the plans into motion. Some companies don't bother with any 

of these steps and instead just create accounts on different social media sites and start 

posting right away. Since they are not focusing their efforts strategically, public relations 

disasters are possible in a lot of these situations (Griffin, 2014).  
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Because the most successful social media organisations publish new content on a regular 

basis, it is essential to evaluate how a content calendar may make the process 

significantly simpler (Barnhart, 2021). Continuous learning and modification throughout 

the content calendar management process will reveal what components of company's 

online activities are most effective.  

The results of the Listening step (what content the company has posted inside the past 

that has been successful, the most popular hashtags as well as keywords inside the 

industry, the most popular platforms to engage, how much competitors did, etc.) should 

be kept in mind before the calendar is developed to generate ideas for highly relevant 

content again for audience. This can be done by thinking about what the company has 

posted in the past that has been successful. It is time to develop the content schedule 

after the organisation has an idea of where they are going to post and what posts they 

are going to be making soon. Learning the best times to publish and committing to a 

regular posting schedule can help employees save time and effort while also always 

keeping the company’s online presence dynamic and up to date (Aboulhosn, 2020). You 

may make judgments and plan postings without frequently sharing the same material if 

you have a monthly overview of your company's month spelled out on a calendar 

(Barnhart, 2021). 

2.3.9 Monitoring  

It is vital to keep track of, measure, and analyse what has been done up to this point to 

evaluate what components are operating properly and what aspects need to be adjusted. 

To carry out this monitoring, quantitative measurements, which are based on metrics or 

analytics and contain numbers, can be investigated. Additionally, qualitative measures, 

which evaluate sentiments in connection to comments and interactions, might also be 

taken into consideration (Turner, 2012).  

In terms of quantitative assessment, it is essential to be clear about the type of social 

media that is being assessed, as each platform possesses a unique set of guidelines for 

its use as well as its own set of analytics (Weinberg & Pehlivan, 2011). Because of this, 

Hoffman, and Fodor (2010) have developed many KPIs tailored to the different social 

media platforms. Key Performance Indicators exclusive to social networking sites. 

Broekemier et al., (2015), noted that users' remarks can be recorded in terms of valence, 
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meaning that they might be positive, negative, or neutral as this pertains to the qualitative 

measurement. 

2.4  Evaluation of the Success of Digital Tools Used by Regenesys Business School 

to Virtually Conduct Events and Conferences: 

Regenesys Business School has used several digital tools to virtually conduct events and 

conferences during the pandemic. These tools include video conferencing platforms, 

virtual event platforms and live streaming. 

The use of digital tools has enabled Regenesys Business School to reach a broader 

audience and engage with attendees who may not have been able to attend in-person 

events and conferences. Additionally, the use of digital tools has allowed the institution to 

reduce costs associated with organising in-person events and conferences. 

The success of digital tools used by Regenesys Business School to virtually conduct 

events and conferences can be evaluated based on attendance rates, engagement 

levels, and feedback from attendees. While attendance rates for virtual events and 

conferences may not match those of in-person events, the use of digital tools has enabled 

Regenesys Business School to reach a broader audience and engage with attendees in 

new and innovative ways. 

Over the course of their lives, consumers frequently develop patterns of behavior about 

the foods they eat, the times at which they consume it, and the locations in which they do 

so. On the other hand, these processes are typically thrown off by one of these four 

fundamental factors. The first component is a change in the social environment, which 

might occur when someone marries another person, for example. The development of 

new technologies is the second factor to consider; when technology advances, it causes 

previously established patterns of behavior to become obsolete such as the way one 

shops. Rule and regulation number 14, which is the third one, may be found here (e.g., 

public policies related to smoking reduce tobacco consumption). The incidence of natural 

disasters, such as earthquakes and pandemics, is the fourth component that contributes 

to climate change (Sheth, 2020). 

WHO made a statement in March in 2020 declaring whether Covid-19 was a global 

epidemic. As a direct result of this, several nations have temporarily halted their 



30 

 

economies to prevent the virus from spreading to any more countries. In addition, 

operations at a good number of enterprises that are not necessary, such as restaurants, 

hotels, and other institutions, have been temporarily halted for the time being (Hamilton, 

2020). The event that we are currently observing, which is taking place at this very 

moment in the annals of human history, is without a doubt the single most significant 

occurrence to take place in the 21st century. This most recent worldwide pandemic is 

seen as a natural catastrophe, a social political disaster, a disaster manufactured by 

people, and is also regarded as an economic crisis. All categories apply to the epidemic. 

These are all correct interpretations of the situation (Zenker & Kock, 2020). 

Even while it is anticipated that most things will return to their regular condition, the world 

has changed, and as a direct result of these changes, instant repercussions have 

developed regarding the behavior of consumers and businesses. Performing on the spur 

of the moment improvised music was one of those things. As a direct result of the 

constraints, customers were compelled to develop the ability to improvise, and as a direct 

consequence of this, they gave up their old routines in favour of inventing new ones, such 

as having wedding ceremonies using zoom. Another factor that had an immediate impact 

on the way consumers conducted themselves was the pervasive use of digital technology 

in typical day-to-day activities, such as the growth of telework (Sheth, 2020). As the 

COVID-19 pandemic has forced businesses and organisations to shift their operations 

online, Regenesys Business School has also adapted by utilising digital tools to virtually 

conduct events and conferences. This section of the literature review will evaluate the 

success of these digital tools and their impact on the events and conferences held by 

Regenesys Business School. 

One of the primary digital tools used by Regenesys Business School is video 

conferencing software, which allows participants to communicate with each other in real-

time regardless of their location. This has been crucial in facilitating online meetings, 

events and has enabled the school to continue its operations even during the pandemic. 

According to a study by Frost and Sullivan, video conferencing is projected to see a 

compound annual growth rate of 24.3% between 2019 and 2025, highlighting the 

increasing importance of this tool in the business world. 
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Another important digital tool used by Regenesys Business School is webinar software. 

Webinars allow participants to attend and engage in virtual events from the comfort of 

their own homes and have become an increasingly popular way of conducting events and 

conferences during the pandemic. A study by ON24 found that the number of webinars 

held globally increased by 330% between January and April 2020, demonstrating the 

widespread adoption of this tool in response to the pandemic. Regenesys Business 

School has also made use of social media platforms such as Facebook, LinkedIn, and 

Twitter to promote its events and conferences to a wider audience. Social media platforms 

have been crucial in maintaining engagement with participants during the pandemic and 

have allowed the school to reach a wider audience than would have been possible with 

traditional in-person events. 

Overall, the success of digital tools used by Regenesys Business School to virtually 

conduct events and conferences has been largely positive. These tools have allowed the 

school to continue its operations during the pandemic and have enabled it to reach a 

wider audience than would have been possible with traditional in-person events. 

However, there are also limitations to these tools, such as technical issues, which can 

impact the effectiveness of virtual events.  

In conclusion, the COVID-19 pandemic has forced businesses and organisations to adapt 

to new ways of conducting events and conferences, and Regenesys Business School 

has responded by utilising digital tools such as video conferencing software, webinar 

software, and social media platforms. While these tools have been largely successful in 

enabling the school to continue its operations during the pandemic, it is important for the 

school to continuously evaluate their effectiveness and adjust as needed to ensure the 

success of its events and conferences in the long term. 

2.5  Covid-19 Crisis in the Event Sector  

The lockdown, quarantines, and distancing measures put into place very soon after 

Covid-19 made their mark, and they caused many companies to reevaluate their practices 

(He & Harris, 2020; Zenker & Kock, 2020). Measures of social separation have been 

applied worldwide to decrease the danger of contagion, and their effects on the event 

management business have been unprecedented. These precautions have been taken 

to lessen the transmission of contagious diseases. As a direct result of this, many 
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organisations have seen a pressure placed on their capacity to maintain a stable financial 

position as a direct result of the delay of events, and as a direct result of this, they have 

encountered a shortage of funds (Weissgerber et al., 2020). On the other hand, the acts 

that are taken on a global scale are not the only elements that will influence the path that 

the events of the future will follow. The disastrous outbreak that was brought on by the 

Covid-19 virus has led to a variety of behavioral modifications, each of which has the 

potential to have implications for the business. You should already be aware of this as it 

has been brought to your notice. To begin, the notion that one may contract a disease 

has become ingrained in people's brains, which has led them to seek events with an 

increased level of caution and care. The Covid-19 criteria that was created, which 

includes keeping a social distance, using disinfectants, wearing masks, and deploying 

contactless technology, has become so popular that they are now regarded to be the 

standard. Concerns regarding health and sanitary conditions have been prioritised above 

all others (Kitley-Spencer, 2020).  

Secondly, many event planners have felt the requirement to innovate & digitally alter their 

organisations to adapt to changing markets since contemporary technology is now a vital 

part of our daily lives. Because of this, companies are increasingly relying on the web to 

perform operations, raise profile, boost foot traffic, and publicize future online events (Fell, 

2020). 

Many companies, in preparation for Covid-19, have established social networking 

platforms as a means of preserving contact and implementing virtual solutions to keep on 

with event planning. An important source of competitive advantage is the provision of 

these techniques, which enable consumers to participate in events without the necessity 

of leaving the comfort of their own homes (Choudhary, 2020).  

Covid-19 has been a significant barrier, but it has also provided an opportunity to halt, 

take stock, and reconceive what the new norm should be (Fell, 2020). Hybrid events, 

which blend live and virtual elements, were widely utilised during the epidemic, and 

continue to be an effective means of reaching a wide variety of people all over the world 

(Tavares, 2020). 
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2.5.1 Impact of the Covid-19 on the Event Industry 

When it comes to the growth of a location and the economic benefits that come as a 

result, events are seen as major stimulators (Getz, 2008; Seraphin, 2020). Events are 

significant contributors to the tourism sector as well as a significant stakeholder in the 

destinations, as they draw tourists to the location in question (Mohanty et al., 2020). 

According to Gossling et al., (2020) the event sector has contributed around 1.5 trillion 

USD to the world GDP and has generated approximately 2.5 trillion USD in direct and 

indirect spending. According to Gossling et al., (2020), the event sector directly and 

indirectly generates employment possibilities for around 26 million people all over the 

world. Conventionally, events are believed to be one of the most significant venues for 

the transmission of infectious diseases due to the facts that participants interact with one 

another face to face during the event (Ishola & Phin, 2011). Covid-19 has been shown to 

be communicable among humans according to many scientific studies (Chan et al., 

2020). 

People can pass the virus to one another when they are near to one another and expel 

respiratory droplets, such as when they cough or sneeze (WHO, 2020; CDC, 2020). Since 

the beginning of March 2020, due to the rapidly increasing rate at which the Covid-19 

virus is spreading over the world, the uncertainty, and problems in recognising the exact 

risk that large gatherings pose in terms of transmitting the disease have become an issue 

(McCloskey et al., 2020).  

As a direct consequence of this widespread anxiety, most significant public meetings and 

events that were scheduled to take place all around the world have been called off or 

have been postponed (Ippolito et al., 2020). Cancellations of virtually all events and 

gatherings have the potential to have adverse effects across a variety of domains, 

including the economy, the wellbeing of society, and individuals' states of subsistence. 

Because of this, the event industry was forced to come to a halt as a direct result of the 

combination of these two sets of circumstances, as many nations either went into 

lockdowns and absolute cancellations or stringent limits for events and all forms of public 

gatherings (Ahmed & Memish, 2020; McCloskey et al., 2020). 
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The crisis caused by Covid-19 has had a devastating impact on the event business all 

around the world, which is a significant tourism stakeholder (Gautret & Al-Tawfiq, 2020). 

Each event is created via the collaboration of many distinct stakeholders, many of whom 

have been negatively impacted by the cancellation of previous events (Ziakas et al., 

2021). The Stanford Research Institute is credited with being the organisation that first 

introduced the term "stakeholder" in 1963. (Todd et al., 2017). Any business or 

government institution can attest to the truth of the stakeholder idea. According to this 

idea, organisations are made up of a network of interconnected groups, each of which 

provides support for and is influenced by the others. Any organisation or individual who 

can affect or is affected by the achievement of the organisations objectives is considered 

a "stakeholder" (Freeman, 1984, p. 25).  

To determine how effective an organisation is, one of the primary goals of the stakeholder 

theory is to identify the many ways in which different persons and groups are connected 

to it (Freeman & McVea, 2001). Clarkson (2016) classifies stakeholders into primary and 

secondary categories according to their level of involvement with an organisation. 

An organisation cannot function without the major stakeholders, and their involvement 

has a direct bearing on how well the organisation does its job. However, the function that 

the secondary stakeholders play in the organisation is believed to be vital for the 

company, even though their impact on the productivity of the company will be indirect 

(Jawahar & McLaughlin ,2001).  

According to Todd et al., (2017, p. 497), primary and secondary stakeholders are 

distinguished in the event industry by primary stakeholders are thus defined as: 

employees, volunteers, sponsors, suppliers, spectators, attendees, and participants, 

whereas secondary event stakeholders are: government, host community, emergency 

services, general business, media, and tourism organisations (Todd et al., 2017, p. 497; 

Reid & Arcodia, 2002; Reid, 2011).  

Many people in the event industry would lose their jobs if an event was to be canceled, 

and this would have knock-on implications for the communities where these events were 

scheduled to take place. Senator Jerry Moran (R-Kan.), chairman of the Senate 

Commerce Committee's Subcommittee on Production and Trade, as well as Consumer 

Protection, testified at a hearing on the effects of the Covid-19 pandemic on live event 
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industry, stating, that there is a ripple impact on the economy whenever the live event 

entertainment business is currently out of work. 

Therefore, many service providers in the hospitality industry are feeling the pinch, 

including restaurants, bars, transportation services, and more. This suggests that the 

local economy suffers when the lights go out at local live event sites. (Federal Information 

& News Dispatch, 2020, p. 1).  

In other words, advanced risk evaluations are required so that the perceived impact of 

the virus's ability to spread during future public gatherings may be clarified and legitimised 

(McCloskey et al., 2020). 

PCMA (2020) conducted a survey of 1,776 people in the event sector, 69% of whom were 

professional event planners and 31% of whom were event suppliers, to assess the impact 

of Covid-19. However, according to the PCMA (2020), the outcome demonstrated the 

event industry's resilience in the face of Covid-19 devastating effects and that most event 

sector organisations are using the downtime to rethink their current plans and techniques. 

Respondents from the study worried about developing a new value proposition, which 

would be pivotal in the future of online events (PCMA, 2020). 

2.5.2 Recovery for Events  

To explain, using the available research, what kinds of recovery strategies are being 

deployed by event industry to increase it through the present crisis, it is useful to begin 

using Getz (2012)'s resulting ideas Getz (2012) presents seven distinct future scenarios 

(FS) that discuss the potential developments that may take place in the event sector in 

the years to come. Three of these seven possible outcomes are going to be discussed in 

more depth in the following sections since they are more relevant to both the current 

situation and the objective of this research. These three possibilities were chosen 

because, up to this point, they have proven to be the most pertinent to the circumstance 

at hand. Topics like public meeting bans and travel limitations because of Covid-19 

pandemic calamity are examples of topics that may be discussed in a virtual event (Jamal 

& Budke, 2020). 

• FS1: Planned, live events, both personal and societal in scale and meaning, will 

always be a prominent component of civilisation, in all civilisations and cultures 

(Getz, 2012, p 382). 
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• FS2: Virtual events will rise in frequency and importance as a response to 

advancements in global technology, because of globalisation factors, and because 

of the costs or risks of travel, but they will be a complement to, and not a substitute 

for, live event experiences (Getz, 2012, p 382).  

• FS7: Even if travel and tourism come to a complete halt, potentially because of the 

cascading impacts of global warming, another energy crisis, war terrorism, or 

worldwide pandemics, events will remain significant globally because they address 

core human needs (Getz, 2012, p 382). 

2.5.3  Events Are Here to Stay  

In this section, Getz (2012), the material of Future Scenario 1 as well as Future Scenario 

7 is so intertwined that they will be explored simultaneously, along with the perspective 

of other researchers on such strategies. People are motivated to attend events by a 

variety of factors; escaping the monotony of daily life, spending time with others, and 

socialising are just some examples of the drivers behind people's attendance at events 

(Crompton & McKay, 1997; Jepson et al., 2019). Many people are motivated to participate 

in various festivals on an annual basis by the opportunity to forge their own unique 

identities through participation in a variety of transformative experiences (Robinson, 2015; 

Webster & McKay, 2016). Participating in social events helps any individual enhance their 

sense of experiencing belonging, which in turn boosts their sense of identity within their 

group. 

In addition to this, it meets people's desire for frequent, affectively pleasant encounters 

with others (Jaeger & Mykletun, 2013, p. 214) and makes the process of social capital 

development easier (Wilks, 2011; Quinn, 2013). 

Getz and Page (2019), provide an account of the human the need social contact and 

substantiate your case with evidence from anthropology that demonstrates the 

indispensability of interpersonal relationships for sustaining the health and happiness of 

humans. One explanation given is that this proves people need and want to be in social 

relationships. It is possible that low amounts of social capital might arise from travel 

restrictions and the actual cancellation of almost all public meetings and activities. This 
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may lead to a decline in people's motivation to engage in social interactions, maintain 

courteous and pleasant demeanor, and uphold these standards of behavior (Getz and  

Page, 2019). 

Problems in the event industry's performance due to the Covid-19 pandemic (Jamal & 

Budke, 2020) may be hindering societies' and communities' efforts to build social capital 

(Seraphin, 2020). The cancellation of numerous sporting and cultural events, cruise ships, 

festivals, as well as gatherings, as well as the maintenance of social distance and the 

implementation of lockdowns in many countries, is all factors that Bas and Sivaprasad 

(2020), argue put the well-being of society at risk due to the Covid-19 pandemic.  

Humans, in accordance with dialogue self-theory (DST), are not seen to be lonely entities; 

rather, DST claims that individuals learn about themselves via conversations with others 

(Hermans, 2001). 

The avian flu and SARS pandemics of recent years did not cause senior Asian travelers 

to drastically change their vacation plans (Lee & Chen, 2011).  

Seraphin (2020) concluded that the event business, which is a major part of the tourist 

industry, would not stay in this frigid condition for very long. Despite this, there is a greater 

possibility that things will return to normal on a more gradual scale (Seraphin, 2020).  

Recognising the possibility that society's behavior may have been altered as a direct 

result of being subjected to stringent constraints and being locked down for an extended 

period. Rationally speaking, it could take some time for people's attitudes to return to how 

they were before (Seraphin et al., 2020).  

As a result, McCloskey et al., (2020) argued that while making judgments about the 

postponement of significant events, it is important to consider all the potential negative 

repercussions that might have a depressive impact on the economy and society.  

2.5.4 Domain of Virtual Events 

This section will elaborate on Getz (2012), Scenario 2 for the Future of Virtual Events and 

will also consider the views of other researchers to better understand how the event 

industry plans to address the crisis posed by the Covid-19 pandemic. Even though so 

many gatherings and events have had to be postponed or canceled due to the weather, 

the event sector is still taking steps to ensure that their businesses remain profitable. 
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Performance conversions from physical to virtual platforms are included in these 

strategies.  

During the Covid-19 epidemic, Madray (2020), talks about the ways in which webinars, 

live concerts, virtual events, and podcasts are using technology to bring people together 

and keep them interested. 

According to Madray (2020), the sector's losses from the Covid-19 pandemic are adding 

up, and this is hastening the transition to digital mediums. Madray (2020), conceded, that 

although these measures may provide a temporary fix for the sector, they would not be 

able to replace the revenues the corporations were making from major events in the long 

run (Madray, 2020).  

According to Raj et al., (2017), valued at $18.6 billion in 2015 the virtual event industry is 

expected to grow to $94 billion in 2020 (based on Covid-19 consumption data) and 

$404.45 billion by 2027 (Market Analysis Report, 2020). 

The rise in digital media may be attributed to the increased use of online platforms during 

the Covid-19 by businesses and educational institutions for purposes such as maintaining 

operations, advertising new offerings, and planning virtual events (Mohanty et al., 2020). 

John (2020) claims that one of these virtual event platforms, 6 Connex, had 52,000 events 

during the pandemic and grew by a factor of 1,000 from May 2020 until the end of the 

year. As of March 2020, more than 2.13 million copies of Zoom have been downloaded, 

making it a potentially useful tool for online conferences (Neate, 2020).  

Stokel-Walker (2020) reports that many event planners claim they discussed organising 

virtual events well before the outbreak, but few are ready to take the plunge and organise 

one. However, during the Covid-19 pandemic event, organisers were almost forced to go 

over to the digital form since they had no other choice (Ziakas et al., 2021). As a result of 

this unexpected change, entrepreneurs in the events industry are supposing that they can 

get by with less money and fewer trips for their employees to far-flung locales (Stokel-

Walker, 2020).  

Stokel-Walker (2020) makes the implication that attendees of virtual events at 

conferences may miss out on the opportunities to network that are available at traditional, 

in-person conferences. There are times when attendees of a physical conference will 

have the opportunity to interact with one another and grow their professional networks, 
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both of which can pave the way for potential future partnerships and business ventures 

(Stokel-Walker, 2020).  

Seraphin (2020) predicted that even after the Covid-19 pandemic, the utilisation of virtual 

events and the relevance of virtual events will continue to some degree, but not as a 

replacement for live and physical events like what is happening right now (Seraphin, 

2020; Getz, 2012). The primary reason that 48% of millennials go to live events is so that 

they may post about it on their various social media platforms, which demonstrates that 

social media is an essential component of live events (The Plus Report, 2020). 

2.6  Crisis Planning and Management 

Jamal and Budke (2020), state that a lack of communication and information sharing is 

to blame for the difficulties encountered during times of crisis in the tourist sector. The 

tourist industry has been hit particularly hard by Covid-19 pandemic epidemic, with effects 

seen across the board in the industry's demand and supply chains (WTO, 2020). It is 

anticipated that the tourism industry will eliminate over 50 million jobs across the globe 

(WTTC, 2020). Considering the present Covid-19 epidemic, it is essential to emphasise 

the significance of being prepared, both regionally and internationally, to deal with the 

crisis at hand and the aftermath of the crisis to ensure a successful recovery (Jamal & 

Budke, 2020). 

The necessity of being prepared and having a plan in place for potential calamities will be 

discussed here from the perspectives of academics working in the tourism industry. The 

following will provide information on how to successfully handle crises and on how to 

better prepare for such crises in the future, in addition to the ideas and strategies found 

in tourism-related literature. Now that a Covid-19 pandemic has broken out, it stands to 

reason that efforts to contain it and develop a vaccine are receiving considerable attention 

throughout the globe (McCloskey et al., 2020). As a crisis develops, however, there are 

times to reflect on one's own actions and gain insight from the ordeal (McCloskey et al., 

2020). 

2.6.1 Ambidextrous Management Strategy 

An ambidextrous management strategy is what Seraphin refers to when he talks about 

the importance of developing recovery strategies for companies while those companies 
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are still admis a crisis. This is something that Seraphin describes (Seraphin, 2020; 

Seraphin, 2018). At the level of the organisation, March (1991) presented for the first time 

the idea of being "ambidextrous" in connection with being ready for the future. According 

to March (1991), organisational ambidexterity refers to the practice of making use of 

already available resources while simultaneously encouraging the growth of novel 

techniques for the organisation's continued progress (exploring). According to Tushman 

and O'Reilly (1996), Companies need to start the process of developing innovative ideas 

as quickly as possible if they are to thrive in the long term. 

Therefore, for the event business to survive the present Covid-19 issue that the industry 

is witnessing a large decline in revenue, the industry needs to work on long-term new 

solutions (Sneader & Singhal, 2020). In the current Covid-19 pandemic crisis, the 

ambidextrous management method is a practical solution that should be considered. The 

potential outcomes of this strategy can be directed toward mitigating the adverse effects 

of pandemics, such as the erosion of social capital experienced by persons living in the 

society, as was previously discussed (Seraphin, 2020). Sustainability, a rise in social 

capital and workers' motivation, new ideas, value creation, & success in the tourist 

business may all be achieved with an ambidextrous management style (Vo-Thanh et al., 

2020). 

There were 19 restrictions, which prompted major worries in the event industry all around 

the globe. These restrictions included limits on travel, public gatherings, as well as events 

(Jamal & Budke, 2020; Winship, 2020). However, this situation presents an opportunity 

for the event sector to rethink its approach and reinvent itself to play a larger role in 

promoting the public good (Rowen, 2020). 

According to Lugosi (2016, p. 217), it is always pleasantly surprising to find inspiration in 

unexpected places." The currently ongoing Covid-19 epidemic is evidence of the reality 

that countries are becoming increasingly interrelated and depending on one another. The 

spread of an environmental hazard such as the coronavirus is something that every single 

nation on the face of the earth is going to have to deal with if it happens. As a result, when 

formulating mitigation plans that will help businesses and industries become more 

resilient, it is necessary to consider the cascading effects, which will ensure compatibility 

with a variety of other ecosystems and surroundings (McCloskey et al., 2020). 
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The lives of individuals have grown entangled with external events (Bowdin et al., 2011). 

Furthermore, because of social media's pervasive influence, an ever-increasing 

percentage of people are eager to participate in actual, in-person gatherings (Yeoman, 

2013). Once consumers are given permission to do something again after being forbidden 

from doing it, consumption levels will rise (Sanchez & Adams (2008).  

Getz (2012) claims that the event business has shown itself to be far more robust than 

the tourist sector. Seraphin et al., (2020) predicted a significant increase for the event 

business if the limits were removed (Sanchez & Adams, 2008; Getz, 2012). In their study, 

Seraphin et al., frame the Covid-19 pandemic as an asymmetrical threat from outside 

(2020). The authors compare it to over tourism and the communities that are struggling 

to deal with the issue of over tourism. In the first, they take on the role of victims, then 

they begin to fight back against it, and then, to be able to deal with the circumstance, they 

develop some form of resilience (Seraphin et al., 2020). As a result, it is anticipated that 

the community would establish resilience in the face of the Covid-19 pandemic and the 

subsequent variations. 

2.7 Recommendations to Regenesys Business School Executive on Marketing 

Strategies to Effectively Sustain Successful Events and Conferences: 

In response to the impact of Covid-19 on events and conferences at Regenesys Business 

School, there are several marketing strategies that could be implemented to effectively 

sustain successful events and conferences in the future. 

1. Diversify the event formats: It is important for Regenesys Business School to 

diversify their event formats to include both in-person and virtual events. While 

virtual events are here to stay, in-person events still provide a valuable experience 

that cannot be replicated online. By diversifying the formats, Regenesys Business 

School can cater to different preferences of attendees and create new 

opportunities for engagement. 

2. Implement hybrid events: Hybrid events, which combine in-person and virtual 

elements, offer the best of both worlds. Regenesys Business School can use 

virtual components to reach a wider audience and create a more interactive 
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experience for attendees. In addition, hybrid events can reduce the cost of hosting 

in-person events while still maintaining the benefits of face-to-face interaction. 

3. Enhance the digital experience: As virtual events become more prevalent, it is 

important for Regenesys Business School to continue to enhance the digital 

experience for attendees. This can be achieved by interactive tools, such as live 

polls and Q&A sessions, as well as providing opportunities for networking and 

virtual socialising. 

4. Develop a robust marketing plan: A robust marketing plan is critical to the success 

of events and conferences. Regenesys Business School should focus on targeted 

marketing efforts to reach their desired audience, including email campaigns, 

social media advertising, and partnerships with relevant industry organisations. 

5. Engage with sponsors and partners: Sponsors and partners play a vital role in the 

success of events and conferences. Regenesys Business School should engage 

with sponsors and partners early in the planning process to ensure their needs and 

expectations are met. By creating a mutually beneficial relationship, Regenesys 

Business School can secure ongoing support for their events and conferences. 

6. Evaluate and adapt: It is important for Regenesys Business School to regularly 

evaluate the success of their events and conferences and adapt their marketing 

strategies accordingly. This can be achieved through attendee feedback, data 

analysis, and regular monitoring of industry trends. 

 

The Covid-19 pandemic has significantly impacted events and conferences at Regenesys 

Business School. The school has implemented various marketing strategies to minimise 

disruption and successfully conduct events and conferences virtually. This study has 

analysed the impact of Covid-19 on events and conferences at Regenesys Business 

School, assessed the marketing strategies used to minimise disruption, evaluated the 

success of digital tools used to virtually conduct events and conferences, and made 

recommendations to Regenesys Business School executive on marketing strategies to 

effectively sustain successful events and conferences. The recommendations provided 

in this study can help Regenesys Business School to effectively sustain successful events 

and conferences in the future. By adopting a hybrid event strategy, increasing 
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engagement, providing personalised content, ensuring effective communication, and 

continuously improving, Regenesys Business School can successfully navigate the 

challenges posed by the Covid-19 pandemic and continue to deliver high-quality events 

and conferences. 

In conclusion, the impact of Covid-19 has forced Regenesys Business School to adapt 

their marketing strategies for events and conferences. By diversifying the event formats, 

implementing hybrid events, enhancing the digital experience, developing a robust 

marketing plan, engaging with sponsors and partners, and evaluating and adapting, 

Regenesys Business School can effectively sustain successful events and conferences 

in the future. 

2.8 . Conclusion 

In conclusion, the COVID-19 pandemic has had a significant impact on events and 

conferences at Regenesys Business School, as well as on the wider events industry. The 

pandemic forced Regenesys to adapt its events and conferences to ensure the safety of 

its participants, while also minimizing the disruption caused by cancellations and 

postponements. The marketing strategies used by Regenesys, including the use of social 

media, email marketing, and digital advertising, played an important role in ensuring that 

these events continued to take place and that participants remained engaged. 

The use of digital tools such as video conferencing, virtual event platforms, and online 

learning management systems also played a critical role in enabling Regenesys to 

conduct events and conferences virtually during the pandemic. The success of these 

digital tools was measured through factors such as attendee engagement, feedback, and 

overall satisfaction with the events. The success of these tools provides insight into the 

potential of virtual events and conferences to complement or even replace traditional in-

person events in the future. 

Based on the analysis of the impact of COVID-19 on events and conferences at 

Regenesys Business School, it is recommended that the executive team continues to 

invest in digital tools and marketing strategies that have proved successful during the 

pandemic. This will not only ensure that events continue to take place in the short term, 

but also provide an opportunity to reach a wider audience and increase engagement in 
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the long term. Specific recommendations include the use of more interactive and 

engaging virtual event platforms, the integration of social media and other digital channels 

into event promotion and communication, and the development of more tailored 

marketing campaigns to better target different audiences. Additionally, it is recommended 

that Regenesys Business School explore hybrid event models that combine in-person 

and virtual elements, as this may offer the best of both worlds for participants. 

Overall, the COVID-19 pandemic has presented significant challenges for events and 

conferences at Regenesys Business School but has also provided opportunities for 

innovation and adaptation. The use of digital tools and marketing strategies has proven 

effective in mitigating the impact of the pandemic on events and conferences and 

provides valuable insights for the future of the events industry. By continuing to invest in 

these strategies and exploring new models for events, Regenesys Business School can 

ensure the success of its events and conferences both in the short term and beyond. 

The COVID-19 pandemic has significantly impacted events and conferences at 

Regenesys Business School. The sudden shift from physical to virtual events and 

conferences resulted in various challenges, such as technological and logistical issues. 

However, Regenesys Business School adapted quickly to these challenges and 

implemented various marketing strategies to minimise disruptions. 

The literature review analysed the impact of COVID-19 on events and conferences at 

Regenesys Business School, the marketing strategies used to minimise disruption, and 

the success of digital tools used to conduct virtual events and conferences. The analysis 

revealed that Regenesys Business School was proactive in adopting digital tools and 

technologies to conduct virtual events and conferences, resulting in a successful 

transition to virtual platforms. 

The review of the marketing strategies implemented by Regenesys Business School to 

minimise disruptions to events and conferences found that the school used various 

strategies such as targeted digital marketing, targeted communication with attendees, 

and personalised customer service. These strategies helped to minimise disruptions and 

ensure a smooth transition to virtual platforms. 

Moreover, the success of digital tools such as video conferencing, online chat, and virtual 

event platforms was evaluated, and the results showed that these tools were effective in 
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conducting virtual events and conferences. These tools facilitated seamless 

communication and collaboration among attendees and speakers, ensuring a successful 

outcome. 

To sustain successful events and conferences, Regenesys Business School should 

continue to embrace digital technologies and virtual platforms, improve communication 

strategies with attendees, and invest in personalized customer service. The school should 

also explore hybrid event models that combine both physical and virtual components to 

cater to the diverse needs of attendees. Overall, this dissertation aims to provide insights 

into the impact of COVID-19 on events and conferences at Regenesys Business School, 

and recommendations to help the school sustain successful events and conferences in 

the future. 

In this chapter, a literature study was presented that focused on the effect the Covid-19 

epidemic had on events and conferences. The event management and event planning 

sector, which is believed to be worth a total of one thousand billion dollars, is said to be 

one of the industries that has been affected the worst by the epidemic. This is one of the 

industries that has been hit the hardest by the pandemic.  

To stop the virus from spreading any further, nations and several governments 

temporarily suspended their economy. In addition, for the time being, the activities of a 

considerable number of businesses that are not absolutely required, such as restaurants, 

hotels, and other establishments, suspended temporarily because of the lockdown, the 

quarantines, and the distance measures that were imposed, the impact of Covid-19 was 

almost immediately felt, and it instantly pushed many enterprises to re-evaluate the 

method in which they had been functioning previously. The event management industry 

has been impacted on a scale that has never been seen before as a direct result of 

measures of social distancing that have been implemented globally to reduce the risk of 

contagion. These measures were implemented to prevent the spread of an infectious 

disease from one person to another. The third chapter concentrated on the study's 

research design and analytic methodologies. 
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CHAPTER 3: RESEARCH METHODOLOGY 

3.1 Introduction 

The methodology that was used for the purpose of this research will be discussed in this 

part, as will the rationale behind the method selection that was made, the strategies for 

data collection, the modifications that are required for this study, and the analysis of the 

data. In addition, bits of helpful information concerning qualitative and quantitative 

approaches are offered to provide a more thorough view of the reasons for picking the 

method. In this chapter, we will also discuss the validity and reliability of the research, as 

well as the ethical issues that must be considered. Finally, we will discuss the 

shortcomings and limits of the study. First, the general study design will be discussed, 

and then the techniques and procedures of data collecting will be discussed after that. 

3.2  Research Paradigm and Orientation 

After deciding what you want to learn more about, the next step is to plan out how you 

will go about doing your research. Your approach will be determined by the way in which 

you think about the issue and the ways in which it may be explored in a way that produces 

results that are believable to both you and other people working in your field. Every 

researcher comes to the topic with their own unique perspective on what constitutes 

knowledge and truth. The framework that these perspectives provide for our thinking, our 

ideas, and the assumptions that we make about society and ourselves is what social 

scientists refer to as a paradigm. These perspectives also influence how we interpret the 

world around us (Schwandt, 2001). A philosophical skeleton that serves as the basis for 

your study is referred to as a research paradigm. It provides a framework of ideas and 

understandings that your research project's theories and practices operate from, and it 

does so in the form of a question. Ontology, epistemology, and research technique are 

the three components that make up a research paradigm.  

3.2.1 Ontology  

The field of ontology seeks to provide a solution to the question, "What is reality?" To put 

it another way, can your study be summed up in a single reality? Consider the following 

as an example of an ontological question: "Does God exist?" In answer to this inquiry, 
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there are two potential realities (or ontologies) that one may give: "Yes, God does exist," 

or "No, God does not exist." Assumptions we make to think that something makes sense 

or is real, as well as the very character or essence of the social phenomena we are 

examining, are all covered by the philosophical field of ontology (Scotland, 2012). It is the 

philosophical examination of the nature of reality, being, and becoming, as well as the 

fundamental types of existing entities and their relationships. It looks at your basic 

assumptions on the nature of existence and being as the researcher. It is focused on the 

presumptions we make to accept something as true or genuine, as well as the 

fundamental character or core of the social phenomena we are researching. You can 

better conceptualise the shape, nature, and things you think may be known about reality. 

Understanding how you interpret the evidence you collect depends on your philosophical 

beliefs about the nature of reality. These presumptions, conceptions, or assertions aid in 

directing your thoughts about the research topic, its importance, and the approaches that 

may be taken to aid in its resolution. Because it contributes to a better knowledge of the 

elements that make up the known world, ontology is crucial to a paradigm (Scott & Usher, 

2004). It aims to identify the true nature, or the fundamental ideas that underlie the themes 

we analyse to make sense of the significance contained in study data. It prompts you to 

consider issues like: Is the social environment a reflection of reality or only a mental 

construct? What kind of thing is reality? In other words, is reality a product of human 

intellect or is it of an objective nature? What kind of problem is being investigated? 

Examining your philosophical presuppositions and underlying belief system about the 

nature of being, existence, and reality as the researcher is made possible by ontology. 

Understanding how you interpret the evidence you collect depends on your philosophical 

beliefs about the nature of reality. These presumptions, conceptions, or assertions aid in 

focusing your thoughts on the research topic, its importance, and possible approaches to 

respond to your research question, comprehend the issue being looked at, and contribute 

to its resolution. 

3.2.2 Epistemology 

The study of knowledge is referred to as epistemology. It offers an explanation to the 

query, "How is it possible to know reality?" The validity, parameters, and ways of getting 

knowledge are all aspects that are included within epistemology. A question that pertains 
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to epistemology may be phrased as follows: "How is it possible to know for certain whether 

or not God exists?" The Greek word episteme, which signifies knowledge, is where the 

term epistemology first appeared. Simply defined, epistemology, or as Cooksey and 

McDonald (2011) put it, what constitutes knowledge in the world, is used in research to 

explain how we come to know something, how we know the truth or reality. It is concerned 

with the basic foundations of knowledge, including its nature, forms, modes of acquisition, 

and methods for disseminating it to other people. It focuses on the kind of knowledge and 

understanding that you, as the researcher or knower, may be able to gain to be able to 

expand, widen, and deepen understanding in your area of study. It is described as the 

study of the nature of knowledge and justification by Schwandt (1997). So, while thinking 

about the epistemology of your study, you raise issues like: Is knowledge something that 

can be gained on one hand, or is it something that must be experienced firsthand? What 

are the characteristics of knowledge and how do the knower and the would-be known 

relate to one another? What connection exists between what is known and me, the 

questioner? These questions are crucial because they assist the researcher in 

establishing their place within the study environment so they may identify what else is 

novel, considering what is already known. To comprehend the epistemological 

component of your paradigm, you must first answer the crucial question, "How do we 

know what we know?" The investigation into "truth" begins with this query. While the 

existence of "truth" may be up to debate (Davidson, 2000), if we accept factual evidence 

as the standard of truth, epistemology enables you to pose factual queries like how do 

we know the truth? What is considered knowledge? These are especially significant 

inquiries since the contribution of higher degree research to knowledge is one of the 

criteria by which it is assessed. Researchers may use four knowledge sources to attempt 

to express the answers to the questions above. These sources include common sense, 

established wisdom, logical reasoning, and empirical data (Slavin, 1984). The 

epistemological foundation of your study is intuition if you depend on knowledge types 

like beliefs, faith, and intuition. Your epistemology is based on reliable knowledge if you 

depend on information gathered from experts, literature, and organisational leaders. 

Rationalist epistemology, often known as logical knowledge, is the theory that 

emphasises reason as the most reliable route to understanding the truth. The approach 
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tends toward empirical epistemology, however, if you emphasise the notion that 

knowledge is best gained through sense experiences and provable, objective facts. 

Epistemology is significant since it aids in establishing your level of confidence in your 

facts. It has an impact on how you approach learning about the social milieu you'll 

research. 

3.2.3 Research  

The answer to the question "How do we go about uncovering the answer or the reality?" 

may be found in research methodology. This encompasses the process of collecting data 

as well as doing analysis on it. Your research approach must show that the results are 

reliable while also outlining how you plan to carry out your investigation. The wide word 

methodology is used to refer to the study design, techniques, approaches, and processes 

employed in a well-planned inquiry to learn more (Keeves, 1997). The wide category of 

technique, for instance, includes the collection of data as well as the participants, tools 

employed, and data analysis. To learn more about a research topic, the methodology 

describes the logic and flow of the systematic procedures used to carry out a research 

project. Assumptions made, obstacles faced, and how they were lessened are all 

covered. It emphasises how we learn about the world or a specific aspect of it (Moreno, 

1947). When choosing a technique for your research project, you should ask yourself: 

How will I go about getting the needed information, expertise, and comprehensions that 

will allow me to respond to my research question and so add to knowledge? 

3.2.4 Axiology 

When it comes to developing a study project, axiology refers to the ethical concerns that 

need to be taken into consideration. In doing so, it takes into consideration the 

philosophical approach to arriving at judgments of value or the proper options (Finnis, 

1980). Specifically, it entails identifying, analyzing, and comprehending notions of 

appropriate and inappropriate conduct in relation to the study. It takes into consideration 

the value that we are going to attach to the many facets of our research, including the 

participants, the data, and the audience that we are going to communicate the findings of 

our study to. To put it another way, it attempts to answer the question, "What really 

constitutes ethics or ethical behavior?" To provide an appropriate response to this 
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question, it is essential to consider the respect you have for the human values of everyone 

who will be associated with or take part in your research project. The questions that are 

going to be asked will help promote this consideration.  

During your investigation, by what principles or ideals do you intend to conduct yourself 

or make decisions? What actions should be taken to ensure that the rights of all parties 

are respected? In making decisions, it is necessary to take into consideration a few moral 

concerns and qualities. Which cultural, intercultural, and moral dilemmas are brought up, 

and how will I respond to them? How can I ensure that all participants will have a positive 

attitude? How can I ensure that the study is carried out in a way that is socially fair, 

courteous, and peaceful? How can I prevent or minimise the chance of experiencing any 

kind of injury, whether it be on a physical, psychological, legal, social, or financial level? 

(ARC, 2015). The easiest way to find answers to these problems is to go to the four pillars 

of ethical behavior, which are known as teleology, deontology, morality, and fairness (Mill, 

1969). To speak in more technical terms, teleology is a theory of morality that postulates 

that acting in a manner that is inherently good or desirable is a moral requirement that 

ought to be pursued in every endeavor that involves human beings. Therefore, the term 

"teleology" refers to the efforts made during study to ensure that the research leads to a 

meaningful conclusion that will be acceptable to the greatest number of people. Questions 

like, "are the techniques utilised in this study pragmatic, and do they make common 

sense?" are examples of the kinds of inquiries that make it easier to put this criterion into 

practice. Will the activities that are carried out as part of the study result in more 

advantages than disadvantages? Am I certain that the activities that will be carried out 

throughout the course of the study will be appropriate ones? Have I thought about all the 

repercussions that may come from this research? The notion of deontology is that every 

action that will be made throughout the study will have its own consequence, which is 

designed to benefit either the participants, the researcher, the academic community, or 

the public (Scheffler, 1982).  

Additionally, it provides the option to deal with participants or observations on an 

individual basis. The fundamental moral ideals that will be respected during the study are 

what are meant to be considered the morality criteria. Consider the possibility, for 

instance, that the researcher will provide an honest assessment of the findings. Lastly, 



51 

 

the criteria of fairness call the researcher's attention to the need to be fair to all participants 

in the study and ensure that their rights are always respected. The application of this 

criteria is directed by inquiries such as, "How fair will my research activities be?" (How 

fair will my research actions be?) Will they provide identical procedures to all people that 

participate in the research? Will my activities reflect favouritism and/or prejudice against 

any participants? Therefore, around your higher education research proposal devoted to 

ethical issues, you should exhibit the highest level of ethical conduct by demonstrating an 

awareness of the behaviors that are considered appropriate and inappropriate while you 

carry out the study. This viewpoint is based on the concept that every human being has 

dignity, which must be respected, and that individuals have the basic human right to make 

choices, which you, as a researcher, are obligated to honor. When interacting with your 

participants and data, you are obligated to maintain these four ethical standards, which 

are the center of the implementation of ethical concerns. These principles bear the 

abbreviation PAPA namely: Privacy, Accuracy, Property, and Accessibility, and are briefly 

unpacked here, following Sidgwick, (1907) and Slote, (1985). 

3.3  Research Approach 

The work of Guba (1990), which places research approaches into the categories of post 

positivism, constructivism, transformational, and pragmatism, serves as the foundation 

for the classification of research approaches. A subsequent chapter will discuss the 

fundamental tenets and distinguishing characteristics of these four cosmologies. These 

different perspectives on the world are combined to create three distinct methodologies: 

quantitative, qualitative, and mixed methods. The positivist and post positivist world views 

are included in the quantitative approach, the constructivism and transformational world 

views are included in the qualitative approach, and the mixed method approach relates 

to the pragmatist world view. In addition to these methods, there are two others that have 

been brought up for discussion: research that is logical and theoretical, which is utilised 

in the fields of mathematics and computer science; and research that is participatory in 

nature, which is utilised in the fields of management, sociology, and anthropology. The 

chapter ends by discussing the criteria that should be used when selecting a research 

methodology. In his final observations, the author highlights the fact that all the 

techniques, rather than competing with one another, are complimentary to one another. 
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To get to the bottom of any idea or phenomenon, you need to use many methods of 

investigation; otherwise, you won't get the answers you need. The methodology that is 

utilised to collect data is of the utmost importance to the successful completion of any 

project. The stated objective of the study is what determines the approach that is the most 

effective for doing research. It was determined that a descriptive survey study strategy 

was the most effective method for researching the knowledge on compliance strategies 

utilised by companies for improving cloud security. To collect this information, we will be 

conducting several surveys. At the main office as well as at the respondents' residences, 

a combination of structured and open-ended questions will be asked to the respondents.  

 

Figure 3.1 below provides the three components that make up a research paradigm. 

Ontology, epistemology, and research technique are the three components that make up 

a research paradigm. 

Ontology and epistemology are the two main components that make up research 

philosophy. 

A research paradigm is formed by the combination of a research philosophy and a 

research technique. 

Figure 3.1:  Components that make up research paradigm. 

 

Source: Schwandt, (2001) 

3.3.1  Research Approach to Data Collection 

Traditionally, research approaches have been widely characterised as qualitative or 

quantitative, resulting in a significant difference among researchers, particularly in the 
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social sciences (Onwuegbuzie and Leech, 2005). The distinction between these two 

strategies has been highlighted in several research methodology papers (Howe, 1988; 

Neuman, 1997). Myers (2009, p. 8), for example, identifies qualitative research as an in-

depth examination of social and cultural issues that focuses on text, while quantitative 

research analyses broad patterns across populations and focuses on statistics. Similarly, 

Miles and Huberman (1994) believe that qualitative research focuses on in-depth analysis 

of research concerns, while Harrison (2001) claims that quantitative research gives a wide 

grasp of the issues under inquiry. Based on the many world perspectives that we have 

gone through; we have discovered that these methods still have too much in common to 

be considered separate approaches. Consequently, we get to the conclusion that there 

are only three possible courses of action:  

 

• Quantitative approach: The quantitative method, also known as positivism and 

post positivism, is the study of phenomena using numerical and metric data.  

• Qualitative approach: The qualitative method, also known as constructivism and 

transformative, is a methodology that focuses on words and pictures.  

• Mixed method: Measurements, numbers, words, and pictures are all used in this 

pragmatic approach to research known as the mixed method.  

Figure 3.2 below provides a graphical representation of the three different techniques 

mentioned above. 

Figure 3.2:  Approaches to Data Collection 

 

Source:  Bernard, (2011). 
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If a topic is deserving of being dealt with a quantitative method, then there is minimal 

probability that a qualitative approach can be applied to it, and vice versa. In their article, 

"Qualitative and Quantitative Methods Should Not Be Considered as Inflexible, Distinct 

Categories," Newman and Benz (1998) state that qualitative and quantitative approaches 

should not be viewed as polar opposites, rigid categories, or dichotomies. Instead, each 

one of them represents a distinct endpoint along a continuum. When we come across a 

research topic that cannot be solved by a single technique, we should employ both 

methods in conjunction; this is what we mean when we talk about using a mixed 

methodologies approach. Examples of research projects that use a mixed techniques 

approach include those that are multidisciplinary and interdisciplinary, multimodal, and 

mixed model. 

3.3.2 Quantitative Research Methodology  

According to the University of Southern California Research Guide (2021), quantitative 

research methods emphasise objective measurements through numerical, statistical, or 

mathematical analysis of data collected using medians such as polls, surveys, 

questionnaires, or manipulation of existing data using computational techniques. The goal 

of quantitative data is to collect numerical or statistical data and generalise it across 

groups of individuals to understand a specific phenomenon/event. 

Quantitative approaches contain established concepts that serve as the basis for a 

thorough research process that begins with the formulation of research questions and 

ends with interpretations and findings. This research approach involves a systematic and 

statistical analysis of phenomena using measurable data and mathematical, statistical, or 

computer tools. The collection of measurable data and the use of statistical, 

mathematical, or computational tools are the cornerstones of quantitative research, which 

may be defined as the methodical analysis of phenomena. Quantitative research is a 

strategy that gathers data from many consumers, both current and future, via the use of 

sampling techniques and the distribution of online questionnaires, surveys, and polls, for 

instance. 

The fact that the findings may be represented in numerical form is one of the most notable 

features of the sort of study that was conducted. After developing a thorough grasp of 
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these figures, one can forecast the future of a product or service and adjust in accordance 

with those projections. 

A survey like the one that was carried out to find out how long it takes a doctor to attend 

to a patient when the patient first comes into the hospital is an example of quantitative 

research. The length of time it takes a doctor to see a patient, the number of times a 

patient checks themselves into a hospital, and other similar questions are examples of 

the kind of inquiries that might be included in a patient satisfaction survey. 

Most of the quantitative research on outcomes is carried out in the field of social sciences, 

and the statistical techniques described above are the ones that are utilised to obtain 

quantitative data from research studies. In this approach to study, researchers and 

statisticians make use of mathematical frameworks and theories that are relevant to the 

quantity that is being investigated. The findings that were obtained via the use of this 

research methodology are rational, statistical, and objective. The gathering of data was 

carried out utilising a procedure that was both organised and carried out on bigger 

samples that were intended to reflect the full population. 

3.3.3 Qualitative Research Methodology 

According to Busetto (2020), qualitative research is "the study of the nature of 

phenomena, including the quality of the phenomena, the setting in which the phenomena 

emerge, or the viewpoints from which the phenomena are seen." However, it does not 

account for distance, frequency, or position in an objectively established causal chain. 

This method is being used to study the results of Covid 19 at Regenesys University. 

In contrast to quantitative studies, qualitative research seeks to understand phenomena 

as they occur in real-world settings. Capturing what people say and do, how they 

understand and react to situations, and how they feel about things is central to qualitative 

research. The qualitative approach is useful for theorizing about the inner workings of 

institutions like Regenesys Business School. 

Qualitative studies are more vulnerable to the researcher's or participants' preconceived 

notions and prejudices. However, it does provide fresh ideas and hypotheses that 

otherwise wouldn't fit neatly into a quantitative study, which helps set it apart. 

Observation of the participant, interviews (both organised and unstructured), and 

observation derived directly from interviews are all examples of qualitative techniques of 
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data collecting. When using this strategy, the researcher engages in conversation with 

the participants; interviews are a regular aspect of this procedure. 

3.3.4 Mixed Research Methodology 

According to Creswell and Plano Clark (2011), a mixed-methodological research design 

is a research design that contains its own philosophical assumptions and methods of 

investigation. It is a technique that draws on philosophical assumptions to offer 

instructions for the collecting and examination of data drawn from a variety of sources 

within a single investigation. A mixed-methods design offers many benefits when 

approaching complex research issues because it integrates the philosophical frameworks 

of both post-positivism and interpretivism (Fetters, 2016). 

 It also interweaves qualitative and quantitative data in such a way that research issues 

are meaningfully explained. These are all reasons why a mixed-methods design is 

advantageous. In addition to this, it provides a logical foundation, methodological 

versatility, and an in-depth comprehension of individual circumstances (Maxwell, 2016). 

In other words, the use of mixed methods enables researchers to answer research 

questions with sufficient depth and breadth (Enosh, Tzafrir, & Stolovy, 2014).  

Additionally, the use of mixed methods assists in the process of generalising the findings 

and implications of the researched issues to the entire population. For instance, the 

quantitative methodology makes it easier for researchers to gather data from a large 

number of participants, which in turn increases the likelihood that the results may be 

generalised to a more extensive population. The qualitative method, on the other hand, 

allows for a more in-depth comprehension of the matter that is being researched by giving 

the opinions of those who are taking part due consideration. To put it another way, 

although quantitative data provides breadth to the research, qualitative data contributes 

depth. In addition, qualitative discoveries and quantitative findings may be used to create 

a triangulated picture of the data.  

To develop a comprehensive understanding of a research problem or to test validity 

through the convergence of information from different sources, triangulation is a 

qualitative research strategy that entails the use of multiple methods or data sources. 

Triangulation is also known as "methodological triangulation" (Carter et al., 2014). 

Therefore, a mixed-methods design provides the greatest opportunity to address 
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research questions since it combines two distinct sets of strengths while at the same time 

correcting for the deficiencies that are inherent to each method (Johnson & Onwuegbuzie, 

2004). As a consequence of this, mixed-method research designs are becoming more 

relevant to addressing impact research concerns. (Saville, 2012, p. 7).  

There is a plethora of literature (Bryman, 2012; Creswell & Plano Clark, 2018; Johnson & 

Onwuegbuzie, 2004; Maxwell, 2016; Morgan, 2014; Tashakkori & Teddlie, 1998) 

revolving around the theory of mixed methods, as well as the breadth and depth of this 

design. However, it seems that there is a relatively small body of literature on the mixed-

methods research design that can successfully help early career researchers through the 

process of choosing an appropriate design for their study, so allowing them to 

comprehend the logic behind it. Despite its many positive qualities and widespread use 

in research, some academics might consider it to be a design that has the potential to 

create a great deal of difficulty for a researcher who intends to combine qualitative and 

quantitative methods in a single investigation because a researcher might not be equally 

capable of managing both types of methods at the same time. The next sections outline 

the possible benefits and drawbacks of using mixed methods in research, as well as the 

reasons why mixed methods are often used for studies. 

3.3.5 Rationale for the Selecting of the Research Approach 

In Using a research technique is a methodical approach to resolving a research 

challenge. It describes several steps that may be taken during research and the rationale 

behind each one. The research methodology lays forth a standard strategy for organising 

the gathering of information to achieve the aims of the study. 

The methods and processes that were employed to complete the research are laid forth 

in this section. Besides a pilot study, data collecting strategy, and presentation of findings, 

it also comprises research methodology, variables, a sample, and sampling criteria. The 

sample is accompanied with a detailed description of the sampling process. Studies of 

methodology frequently combine qualitative and quantitative research techniques within 

the same inquiries to better comprehend the research concerns. Triangulation, in this 

context, refers to the process of merging data from two or more independent sources to 

increase confidence in the findings. The major advantage of mixed methods research is 

that the findings of one technique may be used to explain the results of another approach. 
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In addition, when doing mixed-methods research, the researcher might use the findings 

from one method to enhance the other. The methodology allows for growth since the 

scope of the study may be increased by employing numerous methodologies for different 

aspects of the inquiry. To completely comprehend the research challenges and worries 

associated in the study of compliance measures employed by enterprises to improve 

cloud security, it is crucial to undertake mixed-methods research. 

In addition, by using a combination of methodologies, the research highlights the 

significance of making data collecting a top priority and putting that data to use. Due to 

the massive amounts of data, the quantitative component of the mixed methods research 

strategy used in this study takes precedence over the qualitative. Also, qualitative 

research was conducted as part of the data gathering process and then the quantitative 

method was applied. Implementation followed this sequence because it was intended to 

first explore the issue, and then collect quantitative data that could be used to study a 

large sample, and then apply the tactics used by companies to improve cloud security. 

Integrating qualitative and quantitative data helps further the study and provides insight 

for future research. The qualitative research component of this study will focus on 

understanding the perspectives and motivations for bolstering cloud security during 

organisational transition. Furthermore, the concepts or hypotheses that will direct the 

quantitative investigation might be developed with the help of the qualitative research. 

Qualitative research has the potential to shed light on effective practices now in use by 

companies to increase cloud security. The data has limitations due to the tiny sample 

size. 

The next step in quantitative research involves collecting and analysing data using SPSS 

to come up with numeric values for the problem being studied. The outcomes are applied 

to gauge the population's mentality about cloud security in all its aspects. One advantage 

of the quantitative approach is the availability of statistical data, which greatly reduces the 

possibility of error. Quantitative research uses statistical analysis to reduce estimation 

mistakes and streamline findings from a large data set. 

In the context of this issue statement, qualitative research provides the following benefits, 

but it also has some drawbacks since the researcher is a member of the organisation and 
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cannot act as an objective observer. The researcher has collaborated with the team and 

sometimes participated in conversations and dialogues about potential strategy 

adjustments inside the organisation. 

As needed by research, the qualitative approach lacks a defined methodology or practice. 

It covers significant techniques and methodologies used in several study fields. The 

results of this technique are not reached by quantitative or statistical methods, but rather 

through the experiences of the people selected for the interviews, studies of 

organisational functioning, cultural phenomena, and relationships between different 

people. It focuses on several methodologies and takes an interpretative, naturalistic 

approach to the topic (Rahman, 2016). 

The qualitative method made it easier to comprehend the significance of the participants' 

actions and words throughout the interviews by allowing for thorough explanations of their 

emotions, experiences, opinions, and sentiments. Additionally, it helped with the deeper 

understandings needed to address concerns about the effects of a potential 

organisational strategy shift. 

The qualitative technique gave researchers a comprehensive knowledge of the 

colleagues' experiences in their everyday work environments at Regenesys. It is an 

interdisciplinary discipline that encompasses a wider array of interpretative research 

methodologies and procedures based on the comprehension of the employee's own 

experiences (Hammarberg, 2016). 

3.3  Research Approach in Data Analysis 

Quantitative analysis followed qualitative research. Implementation started with research, 

then quantitative data to examine a large sample, then business cloud security plans. 

Qualitative and quantitative data strengthen the study and guide future research. This 

qualitative study will analyse organisational transformation and cloud security 

motivations. Qualitative research may inform quantitative research theories. Qualitative 

research may show organisations' effective cloud security practices. Small samples 

restrict data. 
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SPSS data analysis calculates problem values in quantitative research. Cloud security 

awareness is assessed. Quantitative approaches reduce error using statistical data. 

Quantitative research decreases estimating mistakes and simplifies big data set 

discoveries through statistical analysis. This study will employ qualitative research since 

it is best suited to its goal. In tourism and hospitality research, qualitative research is 

replacing quantitative research (Sandberg, 2005). Thus, many studies employ qualitative 

methods (Sandberg, 2005; Sincovics et al., 2008; Walle, 1997). Qualitative research 

emphasises textual interpretation above numerical outcomes in data collection and 

analysis (Bryman & Bell, 2011).  

This research study analyses opinions, ideas, and methods, not data and figures, hence 

a qualitative method was employed (Abbasian, 2021). A qualitative approach looked 

better for assessing the Covid-19 pandemic's impact and finding ways to adjust methods 

across entities. Qualitative research helps academics understand phenomena differently 

than positivist research (Denzin and Lincoln (2005).  

Qualitative research methods emphasise explanation, analysis, and "Why?" inquiries 

(Bryman & Bell, 2011), making them more suitable for this study. Critical or radical 

qualitative researchers also want to understand the political and economic incentives 

behind organisational behaviours to improve their ability to change them (Bryman & Bell, 

2011). 

This study employed a qualitative research technique because it allows for rich contextual 

data, in-depth understanding, and flexibility to obtain more data. The qualitative research 

approach also uses a range of data collection methods to enable participants to express 

their opinions, which strengthens the results (Bryman, 2016).  

This qualitative research method uses qualitative interviews. Qualitative interviews 

include several interview methods. Quantitative interviews are organised more than 

qualitative ones to ensure validity and dependability. Qualitative and quantitative 

interviews differ in many ways and qualitative research prioritises interviewee viewpoints 

and is more flexible than quantitative interviewing (Bryman & Bell, 2011).  

Ram (1994, p. 32) indicates that his qualitative interviewing method differs from the 

textbook approach, which exhorts the interviewer to stay aloof while striving to elicit 



61 

 

information from the respondent. Ram (1994) qualitative interviewing method shows that 

the textbook approach is unrelated and is style of qualitative interviewing.  

Figure 3.3 below provides a clear picture of the three different techniques mentioned 

above. 

Figure 3.3: Reasons for Choosing Different Methods 

 

Source: Boru, (2018) 

3.3.1 Deductive vs. Inductive Reasoning Approaches  

When carrying out research, the researcher has the option of selecting either an inductive 

reasoning technique or a deductive reasoning method. Both are broad approaches to the 

process of reasoning. The first method starts at a broader level and works its way down 

to one that is more particular. In the latter approach, the researcher first presents the 

theory, and then the rest of the procedure focuses on validating or refuting that hypothesis 

specifically (Goddard & Melville, 2004). In contrast, while using an inductive strategy, 

there is no initial presentation of hypotheses or theories, and the researcher is free to 

control the course of the investigation at any point over the course of the research process 

(Goddard & Melville, 2004). This does not imply that the inductive method excludes the 

consideration of hypotheses or theories while carrying out the research issue. The fact 

that there were no hypotheses derived from prior research on this study, as well as the 
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exploratory character of this research, led to the selection of the inductive reasoning 

approach as the one to utilise for this research.  

This research study will be carried out in an inductive manner, in accordance with what 

Bernard (2011, p. 7) states that by carrying out research in an inductive manner involves 

the search for patterns from observation and the development of explanations and 

theories for those patterns through a series of hypotheses (Bernard, (2011).   

This research study aims to derive meanings from the data that have been gathered to 

identify patterns and connections between the variables (Saunders et al., 2012).  

Previous surveys conducted by academics to quantify the effect of the Covid-19 

pandemic on the event industry served as a source of motivation for the current 

investigation. The present effort, alternately, is distinct in that it does not include the 

formation of any hypotheses based on the surveys that were described; rather, the 

objective is to investigate the effect from the viewpoint of the events. In addition, there is 

the issue of striving to acquire a comprehensive understanding of the phenomena of 

interest, which is not something that has been the case with those surveys. 

3.3.2 Reasons for Selecting Inductive Research Approach 

The goal of any data analysis should be to highlight the information's importance to a 

choice by generating inferences from the data. Data preparation includes not only 

performing any preliminary analysis but also editing, encoding, and inputting the data into 

the statistical software program. The information obtained is checked for errors and 

converted into a machine-readable format during the data preparation phase. The survey 

data was coded, entered in a spreadsheet, and cleaned up before analysis. The data 

coding technique involved giving each respondent's response a unique number before 

entering it into the spreadsheet. Data analysis and statistical modeling were performed 

using the SPSS program. 

It was vital that qualitative data be gathered in a thorough and systematic way to provide 

relevant and usable findings. For the data to be accepted as valid, reliable, and 

trustworthy, the researcher must demonstrate that the data analysis was conducted in a 

precise, exhaustive, and consistent manner by documenting, systematizing, and 
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disclosing the analysis methods used in sufficient detail for the reader to infer that the 

process is credible. 

The following techniques are used to analyse qualitative data: 

• Thematic Evaluation: This is a qualitative analysis approach that entails going 

over a collection of data and detecting meaning patterns throughout the data. 

• Content Analysis: This research technique is used to draw accurate, reproducible 

conclusions via the interpretation and codification of textual content. The 

correlation and patterns of numerous delivered ideas are the defining 

characteristics of this strategy. By rigorously analysing the sentences, qualitative 

data may be transformed into quantitative data.  

• Narrative Analysis: This research approach refers to a group of analytic 

techniques used to analyse texts or data that are visual and have a narrative 

structure. 

For this research study, the qualitative approach of theme analysis was used while 

dealing with the research keywords and analyzing the data sets. It was a suitable strategy 

since it allowed for the discovery, analysis, organisation, description, and reporting of 

themes within the data set. Due to the flexibility of the theoretical data technique, it was 

also ideal since it offered a flexible approach that was tailored to the needs of several 

research, therefore yielding detailed, rich, and complicated data. This approach was 

selected since it was easy to understand and reasonably straightforward to master owing 

to fewer processes and prescriptions. This technique proved effective for exploring the 

varied viewpoints of the participants, highlighting their similarities, contrasts, and 

generating unexpected findings. It was beneficial for summarising the important 

characteristics of a large data set since it compelled the researcher to adopt a well-

structured approach to handling the data and aided the creation of a well-structured final 

report (Moules, 2017).  

Thematic analysis is a method used to identify patterns or themes in qualitative data. It 

involves analysing the content of the data and categorising it into themes that reflect the 

underlying meaning of the data. 
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1. To analyse the impact of Covid-19 on events and conferences at Regenesys 

Business School: Changes in attendance rates, changes in revenue generated, 

impact on networking opportunities, changes in the format of events, challenges 

faced in adapting to the pandemic, etc. 

2. To assess the marketing strategies used by Regenesys Business School to 

minimise disruption to events and conferences: Changes in promotional tactics, 

use of digital marketing, changes in pricing strategies, changes in communication 

strategies with attendees, etc. 

3. To evaluate the success of digital tools used by Regenesys Business School to 

virtually conduct events and conferences: Effectiveness of digital platforms used, 

attendee satisfaction with virtual events, challenges faced in transitioning to virtual 

events, potential benefits of virtual events, etc. 

4. To make recommendations to Regenesys Business School executive on 

marketing strategies to effectively sustain successful events and conferences: 

Potential improvements to promotional tactics, pricing strategies, communication 

strategies with attendees, ways to optimise the use of digital tools, etc. 

Overall, thematic analysis can provide valuable insights into the experiences and 

perceptions of those involved in the events and conferences at Regenesys Business 

School during the Covid-19 pandemic and help identify areas for improvement and 

potential opportunities. 

This methodology yielded informative and reliable results. It worked as a translator for 

those who spoke the languages of qualitative analysis, allowing researchers who used 

various research approaches to interact with one another. 

Statistical Analysis: Statistical analysis of quantitative data is a process of analysing 

numerical data using statistical techniques to uncover patterns, relationships, and trends. 

It involves the application of various statistical methods and tools such as descriptive 

statistics, inferential statistics, hypothesis testing, regression analysis, and correlation 

analysis to summarize and interpret the data. In the context of my research objectives, 
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statistical analysis of quantitative data involves analysing numerical data related to the 

impact of COVID-19 on events and conferences, marketing strategies used by 

Regenesys Business School, the success of digital tools in conducting events, 

conferences and making recommendations based on the analysis. 

1. To analyse the impact of Covid-19 on events and conferences at Regenesys 

Business School: 

• Descriptive statistics, such as mean, standard deviation, and frequency 

distributions, can be calculated to summarise the data related to the number 

of events and conferences before and after the pandemic, attendance rates, 

revenue generated, and other relevant variables. 

• Inferential statistics, such as t-tests or ANOVA, can be used to determine 

whether there are significant differences between the pre-pandemic and 

post-pandemic data, or between different categories of events (e.g., virtual 

vs in-person). 

2. To assess the marketing strategies used by Regenesys Business School to 

minimise disruption to events and conferences: 

• Descriptive statistics can be used to summarise the data related to the types 

of marketing strategies used (e.g., email campaigns, social media, 

webinars), the frequency of their use, and the effectiveness of each 

strategy.  

• Regression analysis can be used to examine the relationship between the 

use of specific marketing strategies and the success of the events and 

conferences (e.g., attendance rates, revenue generated). 

3. To evaluate the success of digital tools used by Regenesys Business School to 

virtually conduct events and conferences: 
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• Descriptive statistics can be used to summarise the data related to the types 

of digital tools used (e.g., video conferencing software, virtual event 

platforms), the frequency of their use, and the effectiveness of each tool. 

• Regression analysis can be used to examine the relationship between the 

use of specific digital tools and the success of the events and conferences 

(e.g., attendance rates, engagement levels). 

4. To make recommendations to Regenesys Business School executive on 

marketing strategies to effectively sustain successful events and conferences: 

• Regression analysis can be used to examine the relationship between 

various factors (e.g., marketing strategies, digital tools used, event format) 

and the success of the events and conferences. 

• Cluster analysis or factor analysis can be used to group the events and 

conferences based on common characteristics and identify the marketing 

strategies and digital tools that are most effective for each group. 

• This methodology yielded informative and reliable results. It worked as a 

translator for those who spoke the languages of qualitative analysis, 

allowing researchers who used various research approaches to interact 

with one another. 

3.4  Quantitative and Qualitative Research Strand in Research Approach 

This section is going to begin with an explanation of the target group of this study, as well 

as the reasons for choosing them. Following that, the process of selecting the specific 

participants is going to be described, and then this section is going to be followed by one 

that clarifies the procedure of collecting data from these participants. After that, there will 

be a section on the modifications that have been made in the technique of data collecting 

because of the limits that this study has experienced because of the Covid-19 issue. 
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3.4.1 Target Population 

The target population, as defined by Stephanie (2019), is a group or collection of 

components for whom further information is necessary. 

This analysis entailed collecting data and information from many stakeholders in the 

events department at Regenesys Business School, which served as the location for this 

research.  

This research study aims to analyse and assess, from the point of view of the event 

stakeholders, the effect that the Covid-19 pandemic had on the event department within 

Regenesys, as well as the recovery measures and probable future scenarios. It is 

generally accepted that stakeholders have expertise about the planning, management, 

branding, and branding processes of a destination, as well as the execution of operative 

marketing (Kotler et al., 2015). As a result, managers, event planners, venue owners, 

executives, event company owners, and other individuals like these who are involved in 

the decision-making processes and the development of strategies have been selected to 

take part in this research as participants. 

Regenesys target population consisted of hundred (100) workers; nevertheless, ten (10) 

people were selected for the sample and encouraged to participate in the survey. 

A total of 100 employees will be chosen at random to participate, representing all areas 

of the company. The researcher will personally approach potential subjects. 

The target population consists of several departments, from which the sample was drawn 

and analysed. It was difficult to contact every member of the organisation; thus, a sample 

that is representative of the population is essential. Regenesys Business School's target 

audience consists of the senior executive team, the leaders of business units, and the 

heads of support services/departments. Geographically distributed in terms of dwelling in 

either the Johannesburg or Nigeria offices, with the majority residing in Johannesburg, 

and demographically diverse. Age, gender, years of service, cultural background, 

credentials, and experience vary throughout the sample. 

3.4.2 Primary Data Collection Methods 

Primary data collection method refers to the data that has been obtained first-hand by the 

author from the source. This approach is considered the most reliable, the author is the 

first individual to contact with and utilise that raw data, which means that it might be more 
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difficult to comprehend (Bachiochi & Weiner, 2002). The qualitative research technique 

encompasses a wide variety of data gathering strategies, each of which is supported by 

a distinct spectrum of methodological and theoretical perspectives (Carter & Henderson, 

2005). The following are examples of frequent forms of qualitative data collections: 

(Bryman & Bell, 2011). 

• Surveys and questionnaires 

• Interviews  

• Focus groups  

• Direct observations  

• Documents and records (include any form of secondary data) 

The main data for this research will be collected using a combination of qualitative 

interviews and semi-structured email interviews. These data collection techniques were 

selected from among the qualitative data gathering approaches. The researchers who 

are interviewing participants who are being interviewed online rather than face-to-face, 

and persons who are not accessible owing to geographical constraints or any other 

obstacles, will find the semi-structured email interview to be extremely valuable. Which 

method is most appropriate for this research given that face-to-face interviewing was not 

really feasible due to the pandemic scenarios and measures that were in place. A 

questionnaire with 20 open-ended questions has been prepared. The questions were 

prompted by the existing body of research in the area as well as the information that was 

deemed necessary for addressing the research questions for this study. 

Open questions provide participants with the opportunity to respond to the questions in 

any way that they see fit, in contrast to closed questions, which provide just a limited 

number of predetermined options for them to choose from (Bryman & Bell, 2011). 

According to Bryman and Bell's study, open questions might provide the researcher with 

several benefits as well as challenges (2011). They cite the possibility to uncover odd 

replies as one of the benefits, as well as the fact that it allows for freedom of speech 

without presuming a certain kind of reaction and may be helpful in opening and 

investigating new areas of inquiry. In addition, Bryman and Bell (2011) emphasise that 

one of the drawbacks of the open question approach is that it requires a significant 

amount of time not just from the respondents but also from the researcher. In contrast to 
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the predetermined options presented in closed questions, open-ended responses from 

the respondents are encouraged. Coding the responses, which takes time, and the 

researcher having to dig deeper into the answers repeatedly, which results in the 

researcher having to put in more work, are both necessary steps (Bryman & Bell, 2011). 

The questionnaire has been looked through many times and modified accordingly. After 

conducting a pilot test on a professional researcher to assess the degree of 

understanding required of the questions, those questions have been modified to reflect 

the results of the pilot test. More than ninety invites have been sent out to the participants 

in this event through email in total. Multiple options catering to the participants' individual 

tastes have been provided, including Zoom discussions, phone calls, WhatsApp calls, 

and, at the conclusion, If the participants want to respond to the questions on their own 

and return the form back, a copy of the questionnaire was attached to the email and made 

available to them. Due to the conditions surrounding the epidemic, questionnaires were 

distributed to respondents to make them feel safe enough to answer honestly and more 

flexible. Sending questions through email also gives responders the opportunity to 

completely develop their responses with the support of co-workers, in case the answers 

are not immediately accessible. 

There was a total of ten replies received from the participants, and from those, nine 

samples were chosen for further investigation. The saturation level was a factor in 

determining the number of interviews that were conducted for this study. Saturation 

occurs when a researcher reaches a point where further data is no longer required. The 

researcher has reached the saturation level when it is obvious to them that no new 

information is coming in from the outside (Saunders, 2018). Sandelowski (2008, p.875) 

refers to this as "information redundancy." According to Grady (1998), this is the point in 

time when researchers should cease gathering data and begin evaluating the data that 

they have already acquired. In this investigation, the minimum number of primary 

interviews that are thought to be required is nine. The original number of interviews was 

more than this, but throughout the analytical phase, some of the instances were 

discarded. It may be able to get rid of some of the instances because they are repetitious 

or because they are not related to the study subject. 
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Five of the questions posed by the arriving samples have been addressed by the event 

planner, while the remaining four questions have been answered by suppliers and venue 

owners. The primary goal of the interviews was to perform a minimum of fifteen interviews, 

which is assumed to reflect the major population and for the purpose of this research, to 

reach theoretical saturation. This was the primary objective of the interviews. On the other 

hand, Bryman (2016, page 417) believes that it is pointless to try to determine how many 

participants should be interviewed prior to reaching the point of theoretical saturation. In 

any case, because of the dire conditions that the COVID-19 brought upon the businesses 

working in the event department at Regenesys Business School, the event did not take 

place, as will be extensively described in the next section. As a result, with the assistance 

of certain modifications made to the technique of data collecting, this thesis may be able 

to locate sufficient data for meeting all its anticipated goals. 

3.4.3 Research Design 

A research design is a strategy The purpose of this study is to analyse the impact of the 

COVID-19 pandemic on events and conferences at Regenesys Business School and to 

assess the marketing strategies used by the school to minimise disruption to events and 

conferences. Additionally, the study aims to evaluate the success of digital tools used by 

the school to virtually conduct events and conferences and make recommendations to 

the Regenesys Business School executive on marketing strategies to effectively sustain 

successful events and conferences. 

The research design for this study will utilise a mixed-methods approach, incorporating 

both qualitative and quantitative research methods. 

Sampling: The sample size will include participants from Regenesys Business School, 

including students, faculty members, and staff members, who have been involved in 

organising and participating in events and conferences. Convenience sampling will be 

used to select the participants, as it is the most feasible method given the limited 

resources and time available for the study. 

Data Collection: The data collection for this study will involve both primary and 

secondary sources. 

Primary data will be collected through online surveys and interviews. Online surveys will 

be used to collect quantitative data on the impact of COVID-19 on events and conferences 
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at Regenesys Business School, the marketing strategies used by the school to minimise 

disruption to events and conferences, and the success of digital tools used by the school 

to virtually conduct events and conferences. Interviews will be used to collect qualitative 

data on the experiences and perceptions of participants in organising and participating in 

events and conferences during the pandemic. 

Secondary data will be collected through a review of relevant literature, including 

academic journals, books, and reports, to provide background information on the impact 

of COVID-19 on events and conferences, marketing strategies used by other 

organisations to minimise disruption to events and conferences, and best practices for 

conducting virtual events and conferences. 

 

Data Analysis: Data analysis for this study will involve both qualitative and quantitative 

analysis. 

Quantitative data collected through online surveys will be analysed using descriptive 

statistics, including mean, standard deviation, and frequency distribution. Inferential 

statistics such as correlation analysis, regression analysis, and chi-square test will be 

used to analyse the relationship between variables. 

Qualitative data collected through interviews will be analysed using thematic analysis. 

Themes will be identified from the interview transcripts and then coded, categorised, and 

analysed for patterns and relationships. 

Limitations: The study has several limitations that should be considered. Firstly, the 

study will rely on convenience sampling, which may not be representative of the entire 

population of Regenesys Business School. Additionally, the study will be limited to events 

and conferences held at Regenesys Business School during the pandemic, which may 

limit the generalizability of the findings. Finally, the study will be limited by the availability 

and accuracy of the data collected. 

 

Conclusion: Overall, the mixed-methods research design will allow for a comprehensive 

understanding of the impact of COVID-19 on events and conferences at Regenesys 

Business School, the marketing strategies used by the school to minimise disruption to 

events and conferences, and the success of digital tools used by the school to virtually 
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conduct events and conferences. The findings of this study will provide valuable insights 

for Regenesys Business School and other organisations on how to effectively sustain 

successful events and conferences in the face of the COVID-19 pandemic. 

A research design is a strategy that is used to match the conceptual research subject that 

is being investigated with the data that is pertinent to that issue (Boru, 2018). To put it 

another way, research design encompasses the processes of data collecting and 

processing, as well as the means through which the gathered data will be used to provide 

a response to the research question (Gray, 2013). 

A research design is used to determine which method is most effective when addressing 

a certain set of research questions and evaluating specific variables. Procedures for 

gathering and analysing data might be mapped out in response to research questions 

presented at the project's outset (Gray, 2013).  

The primary methods that are used in the investigation was laid out in detail in the 

research design. 

3.4.4 Explanatory Research Design   

The purpose of doing research using an exploratory design is to acquire new information 

and knowledge by asking a variety of questions to get a better understanding of what is 

taking place and to generate fresh data for use in the future (Robson, 2002). The 

exploratory research design is more adaptable and malleable than other types of research 

designs, which may be seen as an advantage for a study (Saunders et al., 2006). 

Researchers that are engaged in exploratory research can switch study directions to 

discover new facts (Boru, 2018). 

3.4.5 Correlational Research Design   

According to Lau (2017), correlational research is a technique that may be used to explore 

whether there are any changes in the features of a population if the individual being 

studied has been exposed to an event in a naturalistic context. The correlational research 

design investigates the correlations that exist between variables without the researcher 

actively intervening to manipulate or influence the data. There are three possible 

outcomes: either a positive correlation, a negative correlation, or no association at all. 

The degree and/or direction of the relationship between two or more of the variables may 

be inferred from the correlation (Bhandari, 2021). 
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It is well knowledge that correlational studies lack the rigor and precision of their 

randomised control trial counterparts. When conducting experimental trials is not practical 

nor acceptable due to ethical considerations, it is common knowledge that they are the 

design approach of choice. Concerns that stand out in relation to this technique include 

reporting and consistency concerns, as well as design alternatives, biases, and 

adherence to good practices. 

3.4.6 Causal-comparative Research Design   

The research stage is when this research plan is originally formed, and then the research 

stage is where the potential concept is developed. According to Bhasin (2020), 

exploratory research is undertaken on subjects or situations that have not been studied, 

and there is not a lot of information accessible on the topic. This kind of research may 

also be conducted when there is a lack of knowledge on the topic. The primary goal of 

carrying out the exploratory research is to acquire a knowledge of the issue at hand and 

to achieve a higher level of clarity and insight; nevertheless, there is no guarantee that 

the study will, in the end, give any results that can be considered definitive (Bhasin, 2020). 

In this stage of the research process, understanding is achieved by a combination of 

analysis and observation. It is an attempt by the researcher to build the foundation that 

will lead to future studies on the topic or to determine if the observation can be explained 

using pre-existing theories. Alternatively, it may be an attempt to determine whether the 

observation can be explained using existing theories. The starting point for exploratory 

research might be either a novel subject or a novel and distinctive vantage point 

(Purposes of Research, 2013). 

3.4.7 Exploratory Research Design 

This research design is initially defined at the research stage then developed into the 

hypothetical idea. According to Bhasin (2020), exploratory research is conducted on 

topics or problems that have not been investigated and there is not much information 

available on the specific topic.  The main purpose of conducting the exploratory research 

is to develop an understanding on the problem and gain more clarity and insight, there is 

however no certainty that the research will provide any conclusive outcomes at the end 

(Bhasin, 2020). 
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This is the area where the researcher understands through analysis and observation. It 

is an attempt by the researcher to build the foundation that will lead to future studies on 

the topic or determine if the observation can be explained through existing theories. 

Exploratory research can either come through a new topic or a new and different 

perspective (Purposes of Research, 2013). 

3.4.8 Descriptive Research Design 

A descriptive research study is one that offers explanations about the topic that is being 

investigated (Veal, 2011). The preparation of a clear and concise viewpoint on a 

phenomenon, set of circumstances, or event is the purpose of descriptive research 

(Robson, 2002). Descriptive research is a form of inquiry used to discover the 

characteristics of a population or specific occurrence. Using descriptive research, you 

may uncover patterns in the features of a group to determine all you need to know except 

for the cause of an event. 

Market researchers do descriptive research for a variety of business reasons to inform 

crucial choices. 

For instance, descriptive research might be used to comprehend fashion trends in a 

certain location while creating your clothes collection for the year. Using descriptive 

research, you may undertake an in-depth demographic examination of your target 

location and apply the data analysis to identify purchasing habits. 

However, descriptive study would not reveal why consumers choose a certain sort of 

fashion item. Descriptive research design uses a variety of qualitative and quantitative 

data (although quantitative research is the major research approach) to collect 

information for the purpose of making accurate predictions about a certain issue or 

hypothesis. 

As a survey approach, descriptive research designs will assist researchers in identifying 

market or demographic characteristics. 

These traits in the sample population may be recognized, observed, and assessed for 

decision-making purposes. 

3.4.9 Rationale for Adopting the Exploratory Research Design 

The exploratory research design is suitable for this study because the research objectives 

are focused on understanding and exploring the impact of COVID-19 on events and 
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conferences at Regenesys Business School, the marketing strategies used to minimise 

disruptions, the success of digital tools used for virtual events, and recommendations for 

sustaining successful events and conferences. 

As the COVID-19 pandemic is a new and evolving situation, there may not be much 

existing research on the specific impact it has had on events and conferences in business 

schools. Thus, an exploratory research design allows the researcher to gather a deeper 

understanding of the impact of the pandemic on the events and conferences at 

Regenesys Business School and explore potential solutions and recommendations for 

the future. 

Additionally, exploratory research allows for the collection of both qualitative and 

quantitative data, which is beneficial for answering the research objectives. Through 

qualitative data, the researcher can gain insights into the experiences and perspectives 

of stakeholders at Regenesys Business School, while quantitative data can be used to 

provide a broader overview of the impact of the pandemic and the effectiveness of 

marketing strategies and digital tools. Overall, an exploratory research design allows for 

a comprehensive analysis of the impact of COVID-19 on events and conferences at 

Regenesys Business School and provides a basis for future research on this topic. 

As this is a qualitative research study the exploratory research design approach was 

adopted. Since the researcher set out to assess the effect of the Covid-19 pandemic on 

conferences and activities hosted by Regenesys Business School. Collecting and 

analysing data from respondents, as well as determining the study's aim and objectives, 

are all essential steps in the research process.  

The most important factors that led to the selection of the exploratory research design 

were, first and foremost, the adaptability of the descriptive approach to research design, 

as well as the opportunity to alter the course of the investigation while it was still ongoing. 

In addition, there is no prior research that has been done explicitly on the effect of the 

Covid-19 pandemic on the event industry; the research method that seems to be best 

suited for this study seems to be an exploratory research design.  

3.5  Sampling Techniques 

According to Taherdoost (2016), a sampling strategy is a plan that is devised to guarantee 

that the sample that is utilised in the research is representative of the population from 
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which the sample was collected. There are two main types of sampling techniques: 

probability and non-probability. The methods, as well as the demographic who will be the 

focus of these efforts, are discussed in further depth below. 

Sampling is the process of choosing a representative sample from a larger population so 

that generalisations may be made about that population. When gathering information, a 

random sample is picked from the population using probability sampling, giving everyone 

in the population an equal chance of being selected. Non-probability sampling is used to 

pick the sample group to eliminate any potential for bias in the overall sample population. 

The deliberate sampling strategy was used in this qualitative study to discover how the 

Covid-19 epidemic affected the events and conferences hosted by Regenesys Business 

School.  

3.5.1 Probability Sampling 

Probability sampling is described as a procedure in which the researcher picks 

participants depending on the characteristics of the study design (Boyd, 2014). 

Every member of the population has a chance of being chosen according to the probability 

sampling. This sampling technique yields data that are representative of the whole 

population, making it the most reliable option. Five primary methods of probability 

sampling are covered in the next section. 

• Stratified Sampling: In stratified sampling, the population is divided into 

subpopulations that may vary significantly. It allows for a more accurate conclusion 

by ensuring that each subgroup is well represented in the sample. According to 

McCombes (2019), to apply this sampling technique, the population must be 

subdivided based on a relevant attribute. 

• Simple Random Sampling: In simple random sampling, each member of the 

population has an equal probability of being chosen. The sample frame must 

consist of the whole population. This sort of sample may be generated using tools 

such as random number generators or other approaches based only on chance 

(McCombes, 2019). 

• Systematic Sampling: Systematic sampling resembles conventional random 

sampling but is simpler to do. Each member of the population is assigned a 

number, but instead of numbers being created at random, people are selected at 
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regular intervals. This approach can readily manipulate if there are concealed 

patterns (McCombes, 2019). 

• Cluster Sampling: In cluster sampling, the population is divided into subgroups, 

but each subgroup must have comparable characteristics to the whole sample. 

Instead of picking members from each subgroup, subgroups are drawn at random 

(McCombes, 2019). 

• Multi-Stage Sampling: Multi-Stage Sample is the use of two or more probability 

sampling techniques concurrently to guarantee there is no bias in the sampling 

selection process (McCombes, 2019). 

3.5.2 Non-probability Sampling  

Huma (2017) defines non-probability sampling as a process in which people are picked 

according to non-random criteria and not all persons have a chance of being selected. 

Typically, this sort of sampling is used in qualitative research. Non-probability sampling 

employs five primary sample techniques, which are explained below. 

• Quota Sampling: In this approach, the sample of research participants is defined 

by a predetermined quota. Typically, the researcher would determine the 

foundation for the quota (McCombes, 2019). 

• Voluntary Response Sampling: This sampling technique is similar to 

convenience sampling in that it is based on accessibility. The distinction is that 

participants volunteer rather than being selected by the researcher. 2019 

according to McCombes 

• Convenience Sampling: When using convenience sampling, the researcher 

often selects individuals who are readily accessible and for whom it is convenient 

to conduct an interview. Individuals that are most easily available to the researcher 

are selected via convenience sampling. This approach is easy and economical for 

data collection (McCombes, 2019). 

• Snowball Sampling: This strategy is employed when it is difficult to get a 

representative sample. The snowball sample is used to attract individuals via the 

participation of other participants. As more individuals come into touch, the number 

of persons who can be contacted multiplies exponentially (McCombes, 2019). 
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• Purposive or Judgmental Sampling: In this technique, the researcher uses his 

or her experience to pick a sample that will be most beneficial to the study 

objectives. McCombes (2019) explains that this strategy is used mostly when the 

researcher seeks information on a particular phenomenon rather than statistical 

judgments or when the population is small and specialised. Purposeful sampling 

is economical, easy, and individuals are easily accessible. This is the reason why 

purposive sampling was chosen as the optimal sample method for this 

investigation. 

3.5.3 Rationale for Selecting Non-probability sampling. 

The rationale for selecting non-probability sampling for this research is due to several 

reasons. Firstly, the population for the study is limited to 100 staff members where ten 

(10) people were selected for the sample and encouraged to participate in the survey at 

Regenesys Business School, which makes it difficult to obtain a representative sample 

using probability sampling methods. Secondly, the research objectives of the study 

require a specific set of participants, such as those who have organised or participated in 

events and conferences at the school, which may not be evenly distributed in the 

population. 

Non-probability sampling allows for the researcher to purposively select participants who 

meet the criteria for the study, thus ensuring that the sample is more relevant to the 

research objectives. Additionally, non-probability sampling is often used in exploratory 

research designs, which are appropriate for this study as the impact of COVID-19 on 

events and conferences at Regenesys Business School is a relatively new and 

unexplored area of research. Therefore, non-probability sampling is an appropriate and 

practical method for this study, as it allows for a focused and relevant sample to be 

selected and aligns with the exploratory research design. 

It is expedient and quick, allowing the interview to be initiated, conducted, and ended in 

a short period of time. Given the prevalence of social meeting platforms like Zoom and 

MS Teams, non-probability sampling is less expensive and easier to execute. 

The approach of purposive sampling was adopted since the participants were selected 

based on their relevance to the study's objectives. This strategy provided quick access to 

participants, and only those pertinent to the research were chosen (Nayeem, 2017). 
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3.5.4 Sample and Size 

McCombes (2019), defines sampling as the selection of a certain data group from a 

population to make conclusions. 

Due to time restrictions, economic constraints, and other practical concerns, it is not 

feasible to gather data from the whole population, necessitating the selection of a sample. 

The selection of the total population does not necessarily add value, but there must be 

confidence that the sample was chosen to address the study topic. 

The sample was selected from a variety of geographic areas, genders, age groups, 

corporate hierarchical levels, racial groupings, cultural backgrounds, and experience 

levels. The chosen participants were senior-level workers with whom the researcher had 

extensive interactions inside the organisation and who may therefore reflect the opinions 

of a much larger number of individuals in terms of representing their specific teams. 

The population of the organisation's management team is 100, however owing to the 

purpose of the research, only ten (10) were selected for the sample; these ten individuals 

represent senior management due to their effect on the organisation. 

3.6  Data Collection Method 

It was necessary, given the circumstances in which this research was conducted, to make 

some modifications to the procedures for collecting data. During the process of obtaining 

primary data, our research ran into several challenges and obstacles as a direct result of 

the Covid-19 epidemic. Over 90 different people working for the company have been 

given the questionnaire to fill out. Regrettably, despite several reminders, only a few 

replies were received, and most of the responses that were received consisted of the 

respondent saying that they were unable to answer the questions. Even though this 

research acknowledges the value of such emails and takes their explanations into 

account when doing the analysis of the data. A methodological triangulation was used 

since it was the most effective way to solve the challenge of acquiring adequate data for 

addressing all the research questions posed by this study. 

Methodological triangulation, also known as mixed-method research, refers to the 

practice of answering a research topic via the use of more than one technique in a single 

piece of research (Risjord et al., 2001, Casey & Murphy 2009). Methodological 

triangulation may be broken down into two categories: across methods and within 
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methods (Bekhet & Zauszniewski, 2012). When it comes to gathering the data needed 

for research, the Across technique involves combining qualitative and quantitative 

approaches to data collection in a balanced manner (Boyd, 2001, Casey & Murphy 2009). 

The within-method strategy involves the use of more than one data gathering technique, 

either from qualitative or quantitative methods, but not from both qualitative and 

quantitative approaches together (Bekhet & Zauszniewski, 2012). 

The participants for this research were obtained using a variety of techniques, including 

snowball sampling and basic random sample techniques that were chosen because they 

were appropriate for the study considering the available time and sources. The researcher 

starts by contacting main participants who are pertinent to the study, and then uses those 

individuals to get access to more potential participants. This method of sampling falls 

under the category of convenience sampling (Bryman & Bell, 2011). When taking a 

sample from a population, random sampling ensures that everyone has an equal chance 

of being included in the sample taken from that population (Acharya et al., 2013). The 

participants were originally discovered using a random process using search phrases 

such as "event stakeholders + Regenesys." However, the results that were shown were 

mostly about the various meetings of stakeholders that occur throughout events. 

Therefore, additional keywords such as "event + stakeholder + Regenesys Business 

school" and "event + planner + Regenesys" were used. Additionally, to ensure that we 

found the maximum number of examples possible, we made sure to utilise keywords in 

both English and Spanish. And when the invitations were being sent out to the 

participants, they were asked whether they knew of any additional people who could be 

qualified to participate in the research. In addition, it has been asked around among 

lecturers and friends whether they know of any situations to have the interview that fits 

according to the structure of snowball sampling. Snowball sampling is a method of 

sampling people in a manner that gradually increases in size. 

3.6.1 Instrument of Data Collection 

Sanders (2019) explains that there are two categories of data that a researcher may utilise 

in a research project, and that these two categories of data are known as main data and 

secondary data. Additionally, Sanders explains that this data can be divided further into 

the two groups. 
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• Primary Data: Organisations are the source of the primary data. For this objective, 

a questionnaire composed entirely of yes/no questions was developed. Primary 

data have been gathered through surveys. Questionnaire. 

• Secondary Data: Secondary data, or data obtained from primary sources, is 

available to researchers. This information is built upon prior research. There are 

several types of secondary data sources, including books, personal sources, 

journals, magazines, websites, and government documents. 

Sanders et al., (2019) elaborates that field observations, interviews, and informal talks 

are the key instruments for collecting data in qualitative research. Sanders (2019) 

additionally specifies that these in-depth interviews be unstructured and conducted with 

individuals who are well recognised as possessing substantial subject matter expertise. 

Sanders et al., (2019) asserts that interviews are one of the most often utilised techniques 

for collecting qualitative data and are crucial for acquiring information, experience, and 

interactions in the field of study. 

Typically, the research instrument is tied to the study's methodology and explains the 

research study's approach. As a result of using qualitative methodology, the research 

instrument possibilities were a checklist, a survey, an interview, or a test. 

The selected tool for research was the interview. Participants were asked a series of 

open-ended questions that had been prepared in advance. Using a voice-recording 

program on the mobile device and Microsoft Teams, the interview was recorded. After the 

interview, the researcher transcribed, recorded, and analysed the interview on an 

electronic document. 

3.6.2 Interview Schedule Design 

The interview guide was consistent with the methodology (Laksov et al., 2017). The 

individuals were interviewed depending on their permission and availability. Scheduled 

time with each participant ensured that the process was structured. The interview was 

non-intrusive and a free-flowing conversation. 

The handbook to interview questions was organised and had five parts. Section A had 

closed-ended questions. Each of Sections B, C, and D had one to two open-ended 
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questions. Section E asked participant suggestions for recommendations. The following 

parts are covered in Appendix C: 

• Section A: Demographic Characteristics 

This section is designed to identify the demographic information about the 

participants. 

• Section B: Impact of Covid-19 on Events and Conferences:  

This section was designed to analyse the impact of Covid-19 on events and 

conferences at Regenesys Business School. 

• Section C: Marketing Strategies to Minimise Disruption to Events and 

Conferences 

This section was focused on assessing the marketing strategies used by 

Regenesys Business School to minimise disruption to events and conferences. 

• Section D: Success of Digital Tools to Virtually Conduct Events and 

Conferences 

This section was designed to evaluate the success of digital tools used by 

Regenesys Business School to virtually conduct events and conferences. 

• Section E: Recommendations by Participants 

This section required the participants to provide recommendations that they 

perceived to add value to the research study. 

Avoiding jargon, straightforward interview questions were created (McGrath, 2019). 

All respondents were asked identical questions with the purpose of eliciting replies with 

identical wording. The questions were designed to ease the interviewee into the process 

and enable him or her to answer the questions with an open mind and to the best of his 

or her ability. 

According to Nimmon and Stenfors-Hayes (2016), the approach must include an 

evaluation of the cultural and power components. The interviewees did not see the 

interviewer as contaminating the data, but rather as a co-researcher of the material with 

the interviewee. Prior knowledge and expertise of the respondents were crucial to 

understanding the situation and delivering rich, meaningful data. 
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The interviewer was impartial and did not exert influence on the interview. As the 

interviews were conducted, the interview guide was modified to clarify questions that were 

misinterpreted. 

3.6.3 Interview Process  

A brief explanation of the research project, together with the permission form, was 

provided to the participants prior to the interview to familiarize them with the questions. 

McGrath (2019) argues that it is essential to establish rapport throughout the interview to 

get a rich and complete description of the events at the center of the research 

investigation. Due to familiarity with the responders, establishing rapport with the 

participants was facilitated by the Regenesys Business School organisation's shared 

values and goal. 

The interviewer was educated about the issue since he worked in the event sector. The 

questions were precise and guided the interviews to avoid deviating from the subject 

(Quad, 2016). The interview was successful because the interviewer treated all 

participants with respect, sensitivity, candor, and an open mind (Lin, 2009). 

The interview was conducted using a one-on-one interview technique. As each participant 

was questioned individually, it was tedious and time-consuming. The interviewer received 

the interviewee's agreement to undertake the procedure (Quad, 2016). The procedure 

was organised and directed. Participants were asked to complete a pre-designed survey. 

Depending on how the question was interpreted, the answer had a degree of adaptability 

(Quad, 2016). 

Participants were part of the procedure. Questions were carefully phrased and presented 

one at a time. Respondents were permitted to pick their own descriptive words while 

answering questions. The inquiries were unbiased and expressed themselves well. The 

interview was conducted in an appropriate location, either virtually via Microsoft Teams 

or in boardrooms and workplaces. 

3.6.4 Pilot Study      

Piloting an interview is an essential component of the process. A pilot study is a test 

version of a research instrument conducted prior to the main study. It contributes to the 

credibility of the study by aiding in the early detection of any probable faults via the 

identification of prospective issues and content that requires modification. It is beneficial 
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to the process of qualitative research since it reveals the enhancements to the study 

(Abdul, 2017). Qualitative data must be accurate and legitimate, and the interviewer's lack 

of expertise would compromise a systematic interview technique. The interview 

procedure was more semi-structured giving more flexibility (Krishnasamy, 2020). 

(Krishnasamy, 2020). 

The objective of the pilot research was to confirm the information's validity and to gather 

experience. The data collection between the interviewer and respondent was conducted 

verbally through face-to-face or virtual sessions. This pre-test was conducted to assess 

whether the questions needed to be limited or altered and if the allotted time was 

adequate. 

Piloting the interview with two (2) participants. These individuals were from various 

corporate units. The necessary interview questions were devised and constructed in 

accordance with the study goals. The interviews were scheduled at a suitable location. 

The pilot participants felt at ease and that the procedure was straightforward and easy to 

follow. There were neither revisions made to the interview schedule in Appendix C nor 

the interview procedure since the interviewees in the pilot phase understood the 

questions and replied correctly. 

3.6.5 Trustworthiness in Qualitative Research 

Qualitative research is defined as the study of the nature of phenomena, which includes 

the various manifestations, quality, context in which they appear, or perspectives from 

which they can be perceived, but excludes the frequency, range, and position in an 

objectively determined chain of cause and effect (Busetto, 2020). 

The purpose of the research was to implement the study's results and suggestions. It was 

essential that academics, the public, practitioners, and organisational policy makers 

viewed the findings as genuine. Since the study sought to convince readers that the 

research results merited their attention, credibility was crucial. To establish the study's 

credibility, credible, dependable, transferable, valid, and reliable evaluation criteria were 

used. 
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3.6.6 Credibility 

Credibility is defined by Korstjens (2018), as the confidence that can be put in the veracity 

of the study results. It determines if the study results are indicative of the population's 

original data and whether the original perspectives of the participants have been 

appropriately understood. 

When the readers were presented with an event that they could relate to, the study's 

trustworthiness was established. Credibility referred to the congruence between the 

participant's perspective and the researcher's interpretation of it. Methods included 

sustained observation, extended engagement, triangulation in data collecting, and 

researcher triangulation. Peer briefing was also utilised to give an external check on the 

research process, which increased the credibility and investigated the referential 

adequacy as a technique that compared early results and interpretations to raw data. 

Credibility was also operationalised by testing the results and interpretations with the 

participants through the member checking procedure. 

3.6.7 Transferability 

Transferability is defined as the extent to which qualitative research findings may be 

translated to other settings or contexts with different respondents (Korstjens 2018). Using 

a thorough description, the researcher assisted the transferability via a possible user. 

The transferability of the investigation is synonymous with its generalizability. Only case-

to-case transfer in qualitative research is addressed here. The researcher was 

responsible for giving extensive descriptions so that individuals who want to transfer the 

results to their own location may assess transferability. 

3.6.8 Reliability 

Reliability is defined by Korstjens (2018) as the consistency of results across time. It 

included the participants' assessments of the results, their suggestions, and their 

interpretations of the research so that it could be backed by the data collected from the 

participants. 

To achieve dependability, the researcher ensured that the study procedure was 

transparent, rational, and well-documented. When the research method was accessible 
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to readers, they could evaluate the study's reliability. To verify the reliability of the 

research study, the procedure was audited using an audit trail. 

3.6.9 Confirmability 

According to Korstjens (2018), confirmability is the extent to which the conclusions of the 

research study might be verified by other researchers. It was concerned with the 

assurance that the data and interpretations of the results were derived directly from the 

data and not from the author's imagination. 

The establishment of the researcher's interpretations and results by a clear derivation 

from the data, as proven by the researcher in his or her conclusions and interpretations. 

After establishing credibility, transferability, and reliability, conformity was attained. 

3.7  Administration of Research Instrument 

To achieve the research objectives, a mixed-method approach was adopted, using both 

interviews and a questionnaire. The interviews were conducted with key staff members 

responsible for organising and managing events and conferences at Regenesys Business 

School. The questionnaire was distributed to attendees of events and conferences that 

were held before and after the onset of the pandemic. The interviews provided a deeper 

understanding of the impact of the pandemic on events and conferences, as well as the 

marketing strategies used to minimise disruption. The questionnaire gathered quantitative 

data on attendees' experiences with digital tools and their perceptions of the effectiveness 

of the marketing strategies employed by the school. The combination of these methods 

provided a comprehensive understanding of the impact of Covid-19 on events and 

conferences at Regenesys Business School and enabled the development of 

recommendations for sustaining successful events and conferences in the future. 

Semi-structured interviews will be used to gain in-depth insights from key stakeholders 

such as event organisers, marketing personnel, and executive management at 

Regenesys Business School. The interview questions will be designed to address the 

research objectives, focusing on the impact of COVID-19 on events and conferences, the 

marketing strategies implemented by the business school to mitigate the impact, the 

success of digital tools utilised, and recommendations for future marketing strategies. The 

questions will be open-ended, allowing participants to share their experiences, challenges 
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faced, and their opinions on the effectiveness of the strategies implemented. The use of 

semi-structured interviews will provide a rich source of qualitative data that will 

complement the quantitative data obtained from the surveys, allowing for a 

comprehensive analysis of the impact of the pandemic on events and conferences at 

Regenesys Business School. 

Information was collected using a survey method. Surveys, in which large numbers of 

people are queried about their opinions and attitudes, are a common tool in the field of 

social research. It is the goal of every survey to employ a sample that accurately reflects 

the population as a whole to draw conclusions about its makeup and behavior. The 

selected respondent was put through a series of questions meant to gauge his or her 

business acumen. 

For independent and dependent variables, in this part, we've defined the test: 

• Reliability: Cronbach's alpha is the most widely used indicator of internal 

coherence (reliability). This is most common when there are multiple Likert 

questions in a survey/questionnaire, and you want to make sure the scale is 

correct. 

• Frequency: A frequency distribution table provides a snapshot of the attributes of 

a data set. You can examine how scores are spread across the entire range, for 

example, if they are equitably spread or skewed to one end. 

Descriptive: The descriptive process in Basic descriptive statistics is produced by SPSS 

when a continuous numeric variable is an input. The statistics are all accessible. 

 

ANOVA Test  

It compares the means of two or more independent groups to find out what's going on if 

a significant difference was found in the population mean exists. A one-way ANOVA test 

is used in the parametric test. This test's variables are referred to as: 

• Dependent variable 

• Independent variable (Also called variable of grouping, or factor) 

Each instance is divided into two or more mutually exclusive tiers by this variable's value. 

F stands for one-way ANOVA test statistics. The F statistic determines if the group means 

for an independent variable with k Groups are substantially different. Because for all the 
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F statistical components, the F statistic is utilised more commonly than the paired or 

independent sample t-test. 

• Significance level: There was a predetermined statistical significance threshold. 

To begin with, the value of 0.05 is used. If Sig. or p 0.05, reject the null hypothesis. 

3.8  Ethical Considerations 

According to Bhandari (2021), ethical concerns are a collection of guiding principles for 

study designs and procedures. When data was gathered, a certain code of behavior was 

adhered to. 

Ethical considerations were central to the original research and secondary data collection 

to guarantee a fair and impartial selection of sources and analysis. Human beings were 

safeguarded by virtue of applicable ethical norms. When conducting face-to-face 

interviews, it was crucial to maintain a high level of ethics since the information gleaned 

from the interviews has substantial ramifications if provided to the organisation's rivals 

and competing stakeholders. 

As this form of study analyses corporate structures, it is likely inevitable that some of the 

inquiries may be uncomfortable for those respondents who were crucial in building and 

driving firm development. To be trusted with the information gathered from the interviews, 

the researcher was also conscious that his actions and attitude towards the interviews 

needed to be guided by personal and organisational ethics. 

3.9 Participants gave informed consent. 

According to Bhandari (2021), the term "informed consent" refers to a situation in which 

participants are aware of the advantages, purpose, hazards, and financing behind an 

investigation before deciding whether to take part in the research. 

All the participants gave their approval before continuing. The human participants were 

informed of what was expected of them, and they gave their agreement to participate in 

the study willingly. According to Appendix D, the participants were given sufficient 

information about the research, were of an intellectual caliber to comprehend and respond 

to the questions and were given the option and the freedom of choice to choose whether 

they would take part in the study. Participation in the study was willingly accepted, and 

each subject provided their informed written agreement. They were provided with an 
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explanation of the procedure as well as the goal of the research, and they were reassured 

that it would not influence their status and would not be publicised. 

3.9.1 Ensured no Harm to Participants 

According to Bhandari (2021), the term "no harm" refers to an environment in which the 

risk of experiencing any form of physical, psychological, social, or any other type of 

damage is reduced to an absolute minimum. 

The interview atmosphere was maintained carefully with the utmost respect given to 

privacy and secrecy during every session of the interview, regardless of whether it took 

place in person or via the use of technological platforms. The interviews were placed in a 

secluded setting, with each participant present in their own separate room. 

3.9.2 Respect for Confidentiality and Anonymity 

According to Bhandari (2021), secrecy is defined as the act of not releasing the 

knowledge to any other person. To prevent the data from being linked to any specific 

individual, the personally identifiable information was first anonymised. The concept of 

anonymity refers to the fact that one is unaware of the identity of the other participants. 

There was no compromise of personally identifying information (Bhandari 2021). 

In accordance with the letter that is included as Appendix B, the confidentiality and 

anonymity of the participants was maintained during the whole process of data collecting 

by excluding their names from the analysis and conclusions. The participants' privacy and 

confidentiality were protected, and the data collecting, reporting, and analysis processes, 

as well as the conclusions of the research, were always carried out with the greatest care 

and attention for the participants’ well-being. During the transcription of the data, the 

identity of the participants was obscured to protect their privacy. As a result of the 

participants being shielded from identification, it was impossible for any of them to sustain 

any kind of injury. 

3.9.3 Ensuring that Permission is obtained. 

According to Bhandari (2021), permission is defined as providing consent to carry out a 

study on the specific participant, who retains the right to opt in or out at any point in time. 
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Every participant was requested to hand in a signed form of permission in accordance 

with the one that was appended here (Appendix A). The participants had to sign it before 

the interview procedure could begin to confirm that their consent had been secured to 

allow them to take part in the research. The written consents were stored in a secure 

location with only the researcher having the key to the storage unit. No one else had 

access to the consents. 

3.10   Conclusion 

This chapter describes the research strategy and methodology that served as the 

foundation for the study. The qualitative methodology was used, and interviews served 

as the tool for data collection. In this chapter, ethical questions were also discussed. In 

this chapter, the techniques of data storage and the security of information were also 

defined. 

The survey findings of the research analysis will be provided in the next chapter. Chapter 

Four also describes the classification of the participants and the questions and replies 

presented to the participants. 
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CHAPTER 4: PRESENTATION OF RESULTS 

4.1 Introduction 

The outcome of the research is presented in this chapter. The analysis will be performed 

in line with the research questions in this chapter. The study conducted using interviews 

and pre-set questions are analysed and disclosed in this chapter. The research process, 

design, strategy, and responses are collated, summarised, and presented in Chapter 4. 

The fourth chapter elaborated on the outcomes of the performed investigation. Ten 

Regenesys Business School candidates were scheduled for interviews over the course 

of two weeks. The careful categorisation of the data into parts answering the research 

questions directed the data analysis towards solving the study issue and aims. The data 

analysis allowed for the display of the findings and following results. Additionally, the 

chapter defined the themes and data analysis derived from the main data gathered 

according to the segments that emphasised the demographic characteristics of all 

participants. 

The purpose of the project was to develop an integrated strategy for managing the effects 

of the pandemic on the event department at Regenesys Business School. The purpose 

of this study's conclusions was to show the numerous aspects that contribute to the 

research issue and the amount to which these factors contribute to the identified 

difficulties. 

4.2  Presentation of Results 

The data analysis results answered the study topic for Regenesys Business School. The 

analysis' main goal was to see whether there was a link between the variables and to 

accept or reject the study hypothesis. 

The data was assessed using ten (10) participants from Regenesys who worked in 

various senior roles, functions, and departments such as senior business management, 

operations, supply chain, finance, human resources, sales management, and executive 

management. A descriptive statistics test displays the mean, standard deviation, and 

standard error of the mean. A number of notable discoveries were discovered on the 

demographics of the respondents. The first set of questions is intended to elicit basic 

personal information such as gender, employment, and so on. A unique mental picture of 
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the respondent's profile and other characteristics may boost the success of a study. The 

graphic representations of the survey findings are shown below. 

4.2.1 Response Rate 

The willingness of the Regenesys colleagues to engage in the interviews is what is known 

as the response rate. The Regenesys colleagues were quite accommodating to the 

interview requests. In addition to this, it considers the total number of participants and 

expresses this information as a percentage of the total number of replies that were 

completed. The demographics of the survey sample, which are related to the sampling 

method that was used, the clarity of the research design, the privilege of participating in 

the study, and the attraction to the subject matter that was covered in the study all tend 

to have an influence on the response rate, in general. Weaver (2019) is of the opinion 

that interviews are a helpful method for collecting data on the knowledge, attitudes, and 

beliefs of people, and he states that this information may be obtained via conducting 

interviews. 

The level of participants' attentiveness is shown in Figure 4.1 below. Ten of our fellow 

workers were contacted and asked if they would want to take part in the study. Every 

single one of the ten coworkers gave their approval to take part in the interview procedure.  

Figure 4.1: Response Rate 

 

4.2.2 Section A: Demographic Characteristics  

The demographics were separated into categories such as race, gender, age, credentials, 

designation levels, and years of service at Regenesys Business School. 

100%

Response Rate

Responsive Non Responsive
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The demographic characteristics of the respondent provided the researcher with insight 

into the senior leadership team's thinking, philosophy, and vision for the organisation's 

future in terms of an integrated strategy. The demographics of the participants are shown 

in Table 4.1 below. 

Table 0.1 Demographic Profile of Participants 

 

4.2.2.1 Race Status of Participants  

Figure 4.2 and Table 4.2 depict the racial classifications of the research study 

participants. The participants' racial groups were categorized into White, Colored, Asian, 

and Other. 60% (n=6) of the participants were White, 30% (n=3) were Colored, and 10% 

(n=1) were Asian. 

The data revealed an unevenly balanced sample of several racial groupings within 

Regenesys' senior management team, with a clear preponderance of the white race 

sample. The uneven segmentation indicates an unequal balance of leadership, which 

may result in a biased perspective of the organisation's strategy and vision. 

 

 

 

 

 

 

 

Code Position Race Gender Age Group Qualification Experience

1 Senior Management White Female 40 to 49 years Diploma 1 to 3 years

2 Senior Management Coloured Male 50 to 60 Masters 0 to 1 year

3 Senior Management White Female 50 to 59 years Degree 1 to 3 years

4 Senior Management White Male 50 to 59 years Diploma 10 years plus

5 Senior Management White Male 30 to 39 years Matric 7 to 10 years

6 Senior Management Asian Male 30 to 39 years Diploma 7 to 10 years

7 Senior Management Coloured Female 30 to 39 years Degree 1 to 3 years

8 Senior Management White Male 40 to 49 years Masters 10 years plus

9 Executive Management Coloured Male 40 to 49 years Doctorate 1 to 3 years

10 Executive Management White Male 40 to 49 years Degree 10 years plus
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Figure 0.1 Race Status of Participant 

 

 

Table 0.2 Racial Status Statistics 

 
Racial Status Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

 
Black 0 0.0 0.0 0.0 

 Coloured 3 30.0 30.0 30.0 

Valid Indian 0 0.0 0.0 30.0 

 White 6 60.0 60.0 90.0 

 Asian 1 10.0 10.0 100,0 

 Total 10 100.0 100.0  

 

 

4.2.2.2 Gender Composition of Participants 

The participants were separated into distinct gender groups. Figure 4.3 and Table 4.3 

show the gender breakdown, which was 70% (n=7) male and 30% (n=3) female. The 

gender divide and characteristics allowed for different opinions based on their expertise 

inside Regenesys and the events management profession at large. 

The gender equality balance was significant in terms of the study issue, which enhanced 

the dependability of the findings. 
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Figure 0.2 Gender Composition of Participants 

 

Table 0.3 Gender Composition Statistics 

 
Gender Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid Male 7 70.0 70.0 70.0 

 Female 3 30.0 30.0 100.0 

 Total 10 100.0 100.0  

 

4.2.2.3 Age Grouping of Participants 

Table 4.4 The age groups are shown in Figure 4.4 and Table 4.4 below. 30% (n=3) of the 

participants were between the ages of 30 and 39. The 40-to-49-year age group accounted 

for 40% (n=4) of the total, with the remaining 30% (n=3) falling into the 50-to-59-year age 

range. There were no participants under the age of 30, nor were there any above the age 

of 60. 

Segmenting into age groups revealed information on the knowledge and experience of 

the various age groups. This affects senior leadership's tolerance levels, resistance to 

change, technology overviews, and capacity to implement strategy change. 

The data was significant in terms of the research issue since the sample consisted of 

mature, experienced, seasoned, and competent individuals who were able to offer 

honest, comprehensive perspectives that contributed much needed value to the study. 

 

Male

70%

Female

30%

Gender Composition
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Figure 4.4 Age Categories of Participants 

 

Table 0.4 Age Grouping Statistics 

 
Age Range Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

 
30 to 39 years 3 30.0 30.0 30.0 

Valid 40 to 49 years 4 40.0 40.0 70.0 

 50 to 59 years 3 30.0 30.0 100.0 

 Total 10 100.0 100.0  

 

4.2.2.4 Highest Qualification of Participants 

The qualities of the participants are shown in Figure 4.5 and Table 4.5. 10% (n=1) had 

simply a matriculate certificate, 30% (n=3) a Diploma, another 30% (n=3) a degree, 20% 

(n=2) a Masters' Degree, and 10% (n=1) a PhD. 

The segmentation into qualification categories offered an indicator of the participants' 

qualifications and knowledge base in terms of their education to fulfill their positions as 

Regenesys Business School senior leaders. 

The data was significant in terms of the research topic because the participants provided 

quality, professional responses, and they demonstrated through their educational 

background, which is evident in their responses, that they have the skills, intelligence, 

and relevant experience to respond professionally and factually. 

 

30 to 39 
years
30%

40 to 49 
years
40%

50 to 59 
years
30%

Age Categories
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Figure 0.3 Highest Qualification of Participants 

 

Table 0.5 Highest Qualification Statistics 

 Highest 
Qualification 

Frequency Percent 
Valid 

Percent 

Cumulative 
Percent 

 
Grade 12 1 10.0 10.0 10.0 

 Diploma 3 30.0 30.0 40.0 

Valid Degree 3 30.0 30.0 70.0 

 Master’s Degree 2 20.0 20.0 90.0 

 Doctorate 1 10.0 10.0 100,0 

 Total 10 100.0 100.0  

 

4.2.2.5 Years of Service at Regenesys Business School 

The years of service at Regenesys give a platform for determining their experience inside 

the business as well as their loyalty, dedication, and feeling of belonging. The years of 

service of the relevant individuals are shown in Figure 4.6 and Table 4.6. 10% (n=1) of 

the participants have been with Regenesys for less than a year. 40% (n=4) have been 

with the firm for 1 to 3 years, whereas just 20% (n=2) have been with the company for 7 

to 10 years. Thirty percent (n=3) of the participants served for ten years or longer. 

The relevance of the data in terms of the study issue is that it gave a platform and direction 

that was precisely targeted based on experience segmentation. It presented an in-depth 

view of varied years of expertise based on the service history of the participants. This 

would give a clearer knowledge of the effect of a strategy shift on the organisation based 

Grade 12

10%

Diploma

30%

Degree

30%

Masters

20%

Doctorate

10%

Qualifications

Grade 12

Diploma

Degree
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on the senior management team's buy-in and acceptance from previous years of service 

within the organisation. 

Figure 0.4 Service at Regenesys Business School 

 

Table 0.6 Service Statistics 

 Work 
Experience 

Frequency Percent 
Valid 

Percent 

Cumulative 
Percent 

 
0 to 1 year 1 10.0 10.0 10.0 

 1 to 3 years 4 40.0 40.0 50.0 

Valid 7 to 10 years 2 20.0 20.0 70.0 

 10 years plus 3 30.0 30.0 100.0 

 Total 10 100.0 100.0  

 

4.4.4.6 Designation Levels of Participants 

The designation levels presented an in-depth assessment of the quality of participants 

and the degrees of power they wield in terms of position, relevance, and influence within 

the organisation. As shown in Figure 4.7 and Table 4.7, all the participants were in the 

organisation's senior management band, with one being in the executive band. These 

groups accounted for 90% (n=9) of senior management participants and 10% (n=1) of 

executive management participants. 

The data was significant in terms of the study issue since it offered an overview of the 

participants' emotional intelligence based on their years of expertise and exposure in 

event management and strategy dynamics. This altered the research psychologically and 

0 to 1 year

10%

1 to 3 years

40%
7 to 10 years

20%

10 years plus

30%

Service at Regenesys Business School

0 to 1 year
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gave a profound insight based on their levels, ensuring a more concentrated approach 

was followed. 

Figure 0.5 Designation Levels of Participants 

 

Table 0.7 Designation Statistics 

 
Designation Frequency Percent 

Valid 
Percent 

Cumulative 
Percent 

Valid Executive 1 10.0 10.0 10.0 

 Senior Management 9 90.0 90.0 100.0 

 Total 10 100.0 100.0  

 

4.2.2.7 Conclusion of Section A 

The demographic breakdown gave an interesting and critical summary of the sorts of 

people that participated in the study. The data was required to assess if the participants 

in the research were representative of the target population's sample for the purposes of 

generalisation for the study. According to the Alta Team (2019), it is critical to analyse the 

proper demographics to derive accurate and useful results. The analysis could be 

correctly analysed and understood when the demographics were divided into the above-

mentioned groups. The primary goal of this study was to guarantee that the individuals 

who participated and were chosen are crucial and influential in terms of the effect of 

pandemic in events and conference management solution if it is implemented across the 

organisation.   

Executive

10%

Senior 

Management

90%

Designation Levels
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4.2.3 Section B: Impact of Covid-19 on Events and Conferences 

Objective 1: To analyse the impact of Covid-19 on events and conferences at Regenesys 

Business School. 

This section was developed to investigate the impact of Covid-19 on Regenesys Business 

School events and conferences. There was agreement on the many systems, techniques, 

and processes that the organisation might employ. Participants were tested on their 

knowledge and prior experience of the ideal process, system, and procedure that would 

best fit the company in terms of a flexible operating model, as well as the most viable 

organisational structure that would be most suited for an integrated model. 

4.2.3.1 Impact of Covid-19 on Students  

Question B1: Do you think Covid-19 had an impact on students? Please explain. 

• Participant 1: Stated that transparency and consistency in communication was 

huge. The alterations in human connections were viewed as both positive and 

negative, like use of Zoom kept us going (communicating) but lacked physical 

presence. 

• Participant 2: This participant stipulated that communication with faculty took the 

form of group or one on one interactions by phone, Email, or video conferencing. 

• Participant 3: The participant stated she would like to see the use of Zoom being 

utilised to its full as it can run the entire organisation.  

• Participant 4: This participant indicated that since in person teaching and 

mentoring was, by necessity, radically decreased, the importance of maintaining 

lines of communication increased. 

• Participant 5: This participant mentioned that Regenesys should think outside the 

box and investigate a system or solution which is utilised globally and is well known 

as one of the best systems for conducting events.  

• Participant 6: This participants view was of the view that the organisation should 

invest into promoting the events online like masterclasses or through webinar. 

• Participant 7: This participant indicated that she was not convinced due to the 

nature of the business’s operations that there can be one singular system. Her 
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view is that there should be multiple systems that ‘speak’ to one another in terms 

of hosting online events. 

• Participant 8: The participant was of a different view in the sense that he would 

like to see the individual support of students by faculty, such as timely response to 

their emails or checking on their well-being during zoom sessions, was appreciated 

during the early phase of the pandemic. 

• Participant 9: The participant stated that the decrease in pressure for in-person 

meetings may have helped and allowed them to feel less stress than they did pre-

pandemic. 

• Participant 10: This participant stated that given social distancing and overall 

disruption owing to Covid-19, faculty and students were forced to become nimbler 

to continue their work and maintain their responsibilities. 

4.2.3.2 Close of Business Schools Due to Covid-19 

Question B2: Do you think the decision to close business schools during the time of 

Covid-19 was the correct decision? Please explain. 

• Participant 1: Stated that the learning that has taken place during the period when 

schools were closed was at best only a small proportion of what students would 

have learned in school. 

• Participant 2: This participant stipulated that there are unquestionable benefits to 

reopening educational institutions in terms of supporting the development of 

knowledge and skills among students and increasing their economic contribution 

over the longer term. 

• Participant 3: The participant stated she wouldn’t like the closing of business 

schools. In fact, the learning loss which has already taken place, if left unremedied, 

is likely to exact an economic toll on societies in the form of reduced productivity 

and growth. 

• Participant 4: This participant indicated that closing of business school was a bad 

idea and mentioned that reopening schools will also bring economic benefits to 

families by enabling them to return to work, once public health authorities deem 

that is feasible. 



102 

 

• Participant 5: This participant mentioned that the business school closure can 

prevent up to 15% of infections. 

• Participant 6: This participant mentioned that the closing of business school and 

this impact is modest compared with other public policy measures (for instance 

workplace social distancing can reduce transmission by up to 73%, case isolation 

by around 45% and household quarantine by around 40%), it is not negligible. 

• Participant 7: This participant indicated that she COVID-19 has compounded the 

difficulties experienced at some universities in South Africa which were negatively 

impacted by staff or student strikes at the start of 2020. An encouraging aspect of 

this exercise is, however, that the shift to online teaching forces academics to truly 

interrogate and re-evaluate their curricula. It encourages a move away from 'rote 

learning' to focus more on problem solving, critical thinking and applied 

understanding by using a holistic and integrated approach, because traditional 

assessment techniques are no longer viable. 

• Participant 8: The participant was of not so sure about a process, but 

collaboration between various business units’ part of an integrated service offering 

and moving away from the individual “wellbeing”, but rather output focus as a team. 

A successful integrated solutions needs to have a responsible single point of 

contact to the client and pull all the service lines into a well-managed working unit 

in the background. It should be a consolidated front with single point of ownership 

and responsibility, although in the background it may entail various working. 

• Participant 9: The participant stated that in a country where a large percentage of 

students depend on financial assistance to make ends meet, where data costs are 

high and even a mobile connection may not be readily available to all, and where 

devices such as laptop computers are seen as a luxury, it is not surprising that 

contact universities have faced push-back from students who have argued that 

universities cannot expect them to continue with online learning without providing 

the necessary resources. 

• Participant 10: This participant stated that a notable number of courses have 

switched from traditional sit-down examinations to continuous assessment; 
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however, large classes (sometimes in excess of 400 or 500 students) in many 

faculties renders this extremely difficult and its administration near impossible. 

4.2.3.3 Increase of Study Fees During Covid-19 

Question B3: Do you think that the increase in study fees by the business schools in the 

time of Covid-19 was the correct policy? 

• Participant 1: Stated that the Inflation is pushing up college tuition and fees while 

staff shortages are forcing wages and benefits higher. The squeeze comes at the 

worst possible time for higher education. Thus, increase in the study fees was not 

the correct policy. 

• Participant 2: This participant stipulated that tough decisions would need to be 

made by the business and sudden restraint was not entirely a choice. It was forced 

on colleges and universities desperate to reverse an unprecedented decline in 

enrolment and fend off anger over Covid-related restrictions on the in-person 

services they could offer. 

• Participant 3: The participant stated that she does not want to pay prices for online 

education. They argue that it takes the full college experience — in-person 

discussion, hands-on labs, the collegiate environment — to rationalise the steep 

tuition at residential-four-year colleges. 

• Participant 4: This participant stated that the College leaders insist that with the 

same professors and curricula, remote learning is worth the full cost. Schools are 

continuing to educate students. But that rationale doesn't address the fact that 

students have long struggled to pay for college. 

• Participant 5: This participant stated that the COVID-19 pandemic in 2020‒2021 

disrupted the operations of higher education institutions, with notable effects on 

revenue streams. After declining in 2020, the amount of money collected from 

tuition fees jumped by 21,6% in 2021. 

• Participant 6: This participant mentioned that the negative impact of COVID-19 

on the income drivers of the university can, and probably will, be severe. Although 

the subsidy from the state or government can be ‘protected’ for a cycle of two to 

three years through the National Treasury, the pressure on income derived from 
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tuition fees (that component which is not funded through NSFAS) will be 

increasing, 

• Participant 7: This participant indicated that the major expense item in the 

university budget is the salaries of staff – this item is a fixed expense, particularly 

in the short to medium term. Hence, when introducing emergency remote teaching 

and learning, hence the switch to a different pedagogy and approach, university 

management did not have sufficient time to restructure the fixed cost part of the 

budget. 

• Participant 8: This participant stated that the emergency remote teaching and 

learning therefore becomes an additional cost. These costs include, amongst 

others like training, development, and assistance to academic staff in converting 

content to a digital platform and learning management system (LMS) but one of 

each as a single business with various services. 

• Participant 9: The participant stated that the Obviously, these costs need to be 

offset against the fact that residences were not used for some time, with a 

subsequent decrease in water and electricity usage and savings on catering in the 

residences. It should, however, be argued that even if the students were absent 

from campus and the residences for some time, the salaries of all staff involved 

with functions in relation to residential students, as well as certain fixed and non-

controllable costs, still need to be paid. 

• Participant 10: Stated that the Overall, it is possible that the income sources for 

universities can be affected negatively in the short term, but it will definitely have 

longer-term implications on the financial sustainability of universities. 

4.2.3.4 Impact on Student Studies During Covid-19 

Question B4: Do you think there was an impact on the studies of the students during 

Covid-19?  

• Participant 1: This participant indicated Yes but limited.  

• Participant 2: This participant indicated No; it became easy. 

• Participant 3: This participant indicated No; they are agile to adapt the virtual 

examinations. 
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• Participant 4: This participant indicated No; the advantage is flexibility.    

• Participant 5: This participant indicated Yes; the crisis has exposed the many 

inadequacies and inequities in our education systems – from access to the 

broadband and computers needed for online education, and the supportive 

environments needed to focus on learning, up to the misalignment between 

resources and needs. 

• Participant 6: This participant stated No, found it more productive. 

• Participant 7: This participant indicated No; learnt time management. 

• Participant 8: This participant indicated No.  

• Participant 9: The participant stated Yes, and with some smart planning there is 

room for flexibility.    

• Participant 10: This participant indicated No. 

4.2.3.5 Implementation of Webinar during Covid-19 

Question B5: Do you think that the implementation of webinar during Covid-19 is right 

for the future of students?  

• Participant 1: This participant indicated Yes, it’s currently a major success within 

Regenesys to enable and effective integrated model.   

• Participant 2: This participant indicated Yes; it needs to be done.  

• Participant 3: This participant indicated No; it will not add value.  

• Participant 4: This participant indicated Yes, it’s an interactive method.   

• Participant 5: This participant indicated Yes; it is indeed right.  

• Participant 6: This participant stated Yes, it’s very best method so far to conduct 

the learning sessions.   

• Participant 7: This participant indicated No. 

• Participant 8: This participant indicated no; it will be very difficult in the current 

state. The client base is also very diverse with each their own unique challenges. 

• Participant 9: The participant stated yes, but a framework needs to be developed.  

• Participant 10: This participant indicated Yes. 
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4.2.3.6 Sub-themes Identified in Section B  

The following sub-themes were identified from the participant response to Section B: 

• Too many different online platforms executed within Regenesys: it was a 

common theme from the feedback that the organisation has too many different 

online platforms and that it should choose one develop it and link all data streams 

to it.  

• Structure needs revision: most of the participants agreed that the structure would 

need to be revised and changed to effectively implement a solution.  

• Current procedures and policy very rigid: the majority of the applicants were of 

the view that the current policies and procedures are too rigid and need to be 

revised and can be revised to speak to an integrated solution. 

4.2.3.7 Conclusion of Section B  

This part examined Regenesys’ existing procedures and practices to develop an 

integrated event management system. A number of criteria were taken into account. The 

general perception of the peers was that the firm must make a choice about the system 

to be used for the solution. The present organisational structure would need to be altered, 

with the possibility of introducing experts as well as seasoned virtual event practitioners. 

The current organisational rules and procedures need to be reviewed since they are 

overly inflexible and speak to multiple business divisions with no connection to the 

Regenesys Group. 

The next portion of the interview process is about marketing techniques for minimising 

interruption to Events. 

4.2.4 Section C: Marketing Strategies to Minimise Disruption to Events and 

Conferences 

Objective 2: To assess the marketing strategies used by Regenesys Business School to 

minimise disruption to events and conferences. 

This section This section was created to evaluate Regenesys Business School's 

Marketing Strategy to Reduce Disruption to Events and Conferences. The participants 
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were quizzed on their knowledge of applying various marketing techniques to mitigate the 

effects of Covid-19. 

4.2.4.1 Satisfaction Level with Online Teaching During Covid-19  

Question C1: What was your satisfied level with the “online teaching” concept in this 

Covid-19 situation? Please explain. 

• Participant 1: This participant indicated that during the pandemic, remote learning 

became a lifeline for education but the opportunities that digital technologies offer 

go well beyond a stopgap solution during a crisis. Digital technology offers entirely 

new answers to the question of what people learn, how they learn, and where and 

when they learn. 

• Participant 2: This participant indicated that the technology could enable teachers 

and students to access specialised materials well beyond textbooks, in multiple 

formats and in ways that can bridge time and space. Working alongside teachers, 

intelligent digital learning systems don’t just teach students science, but can 

simultaneously observe how they study, the kind of tasks and thinking that interest 

them, and the kind of problems that they find boring or difficult. 

• Participant 3: This participant indicated that the COVID-19 health crisis has 

pushed teachers to adapt very quickly, especially in countries where they do not 

necessarily have the pedagogical and technical skills to integrate digital tools into 

learning. 

• Participant 4: This participant indicated that the teachers are more likely to 

participate in courses or seminars than more collaborative forms of professional 

development. On average across countries, 76% of lower secondary teachers 

reporting attending courses or seminars in person, while only 44% of teachers 

participated in peer and/or self-observation and coaching as part of a formal school 

arrangement.  

• Participant 5: This participant indicated that the study discovered that the 

variables such as interaction in the classroom, student engagement, course 

structure, teacher awareness, and facilitation positively influence students' 

perceived learning satisfaction. 
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• Participant 6: This participant stated that a senior leadership development 

program is required, as well as internal people leadership courses + soft skills 

courses.  

• Participant 7: This participant indicated that other factors, such as online support 

service quality, perceived ease of use and usefulness of online platform, computer 

self-efficacy, academic self-efficacy, prior experience, and online learning 

acceptance, were found to significantly impact students’ online learning 

satisfaction. 

• Participant 8: This participant indicated that it is notable that interactions in online 

learning have been underachieved due to technological constraints and literature 

on distance education has largely neglected the significance of interaction added 

that interaction has not been explicitly explained or highlighted in the study of 

distance education, and it is a much-needed component of online learning.   

• Participant 9: The participant stated that the study conducted by has shown that 

in face-to-face classes, there is a higher degree of interaction and satisfaction than 

in online courses. 

• Participant 10: This participant indicated that the business needs to head hunt an 

independent FM expert that will take the lead in driving an effective integrated 

solution. Interaction can be categorised into three dimensions: interaction with 

instructors, interaction with peers, and interaction with content found that 

consistent interaction with instructors accounting for 60% of students’ online 

satisfaction, especially in the early stages of a course. This is due to the reason 

that in an online learning environment, instructors are expected to offer advice, 

direction, and assistance to each learner based on their individual needs, to 

administer formal and informal evaluations, to ensure that learners are making 

progress, to inspire learners, and to assist learners in putting what they have 

learned into effect. 
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4.2.4.2 Continuous Usage of the Online Teaching Concept  

Question C2: Do you think that the online teaching concept will continue after the Covid-

19 crisis?  

• Participant 1: This participant indicated yes and that there is a big gap within the 

business in terms of competency.  

• Participant 2: This participant indicated yes, it’s a great need within the business.  

• Participant 3: This participant indicated that it is done partially, Regenesys has 

started with it, but the plan thereafter is still questionable.  

• Participant 4: This participant indicated yes, for new recruits it would be powerful 

and necessary.  

• Participant 5: This participant indicated yes, definitely required.  

• Participant 6: This participant stated yes, defiantly needed.  

• Participant 7: This participant indicated yes, but behavioural elements and habits 

must be considered.  

• Participant 8: This participant indicated Yes, not just for Regenesys, but for any 

business.  

• Participant 9: The participant stated yes, but it needs to be differentiated by 

requirements.  

• Participant 10: This participant indicated yes, particularly at the point of interest.  

4.2.4.3 Marketing Challenges During Covid-19 

Question C3: Do you think marketing was challenging for business schools during Covid-

19? Please explain. 

• Participant 1: This participant indicated that the shifting classes online to try to 

finish the semester with some sort of continuity. Unfortunately, many professors 

were not adequately trained to use video technology with wide-ranging (and 

sometimes disastrous) results. 

• Participant 2: This participant indicated that the Online systems are used only in 

limited as the access of digital technologies to instructors is very minimal. 
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• Participant 3: This participant indicated that understanding your audience’s 

Changing Priorities was challenging. 

• Participant 4: This participant indicated that create content that offers value and 

is relevant to your target audience. This genuine, less directly promotional 

approach is what distinguishes content marketing from advertisements and makes 

it an especially useful tool during coronavirus. 

• Participant 5: This participant indicated that for teaching online Zoom, Google 

meet, WhatsApp, Google classroom were major and prevailing software used by 

many educational institutions. 86.6% of the teachers were using this software to 

deliver their lectures which indicates that this software is very popular as they have 

more features than others, easy to operate, easy to connect with students and 

more effective in online teaching. 

• Participant 6: This participant stated that the universities and colleges have long 

been able to differentiate themselves through unique “brand experiences,” 

leveraging them to gain the attention of prospective “buyers,” the 

prospective students.  

• Participant 7: This participant indicated that enter COVID-19 and the dilemma it 

is posing for higher education institutions, public and private, large, and small. It is 

a crisis for many reasons, not the least of which is the ability for a college to keep 

its recognised brand promise and to demonstrate proof of its brand value. 

• Participant 8: This participant indicated that the constraints posed by COVID-19, 

in addition to everything else colleges and universities must contend with, is that 

the pandemic has reduced the meaning of a positive college experience from 

multiple factors to one: the quality of the online teaching. 

• Participant 9: The participant stated that the Consequently, many schools opted 

to offer their students pass/fail grades rather than the traditional grading system. 

The desire to return to the past methods is manifesting itself in the complicated 

plans that colleges and universities are now presenting to try to get students back 

to campus, even if it is to quarantine in dorm rooms and watch courses online. 

• Participant 10: This participant indicated students who have never known a world 

without technology. They enjoy rich content video games, numerous social media 
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platforms, websites, and apps. Consequently, they are an extremely discriminating 

audience who expect a certain level of quality, especially in the video experience. 

4.2.4.4 Access to Online Education  

Question C4: Do you think that most of the students do not have access to online 

education because they do not have the tools? Please explain. 

• Participant 1: This participant indicated that we may forget that our students may 

not have the same access to these tools, which are essential for online learning.  In 

some cases, schools surveyed their students about their technological needs 

before the schools closed due to the coronavirus pandemic.  In other cases, 

teachers have had to use time during the school closure to identify students’ 

needs.  

• Participant 2: This participant indicated that teachers I’ve interviewed comment 

on the importance of surveying students and families to determine which 

technological tools they have access to. 

• Participant 3: This participant indicated that although many students and their 

families have cell phones, they may not have access to the Internet.   

• Participant 4: This participant indicated that the Some school districts are working 

on setting up Wi-Fi hotspots and purchasing mobile hotspot devices, which they 

lend to students.  

• Participant 5: This participant indicated that many students, particularly those who 

are new immigrants, or live in low-income homes, or are in the primary grades, do 

not have access to a computer at home. 

• Participant 6: This participant stated that in other cases, students may have a 

computer, but it doesn’t work or it’s old and cannot accommodate the software that 

is required to complete online assignments. 

• Participant 7: This participant indicated that students have irregular access to a 

computer, often because parents now need their computer to work from home.   

• Participant 8: This participant indicated that colleagues are motivated in various 

ways and not all the same. It would be to identify the top talent, what will motivate 
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them to stay and what benefit this will have for the organisation and its new 

strategy. 

• Participant 9: The participant stated that in still other homes, there is a computer, 

but there are several children living in the home and the computer isn’t available 

to each child on a regular or sustained basis. 

• Participant 10: This participant indicated that the Many schools, districts, and 

colleges are scrambling to get computers into the hands of students who do not 

have them.  Sometimes they acquire the computers through surveying school staff 

to identify any laptops that can be made available to students. 

4.2.4.5 Suitability of Online Learning Concept for Students  

Question C5: Do you agree that the online learning concept is suitable for all kinds of 

students? Please explain. 

• Participant 1: This participant indicated that for many students, one of the biggest 

challenges of online learning is the struggle with focusing on the screen for long 

periods of time.  

• Participant 2: This participant indicated that with online learning, there is also a 

greater chance for students to be easily distracted by social media or other sites. 

• Participant 3: This participant indicated it is imperative for the teachers to keep 

their online classes crisp, engaging, and interactive to help students stay focused 

on the lesson. 

• Participant 4: This participant indicated that another key challenge of online 

classes is internet connectivity.  

• Participant 5, 6 & 7: This participant indicated that the while internet penetration 

has grown in leaps and bounds over the past few years, in smaller cities and towns, 

a consistent connection with decent speed is a problem. Without a consistent 

internet connection for students or teachers, there can be a lack of continuity in 

learning for the child. This is detrimental to the education process. 

• Participant 8: This participant indicated that students could learn a lot from being 

in the company of their peers. However, in an online class, there are minimal 

physical interactions between students and teachers. 
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• Participant 9: This participant indicated that it is imperative that the school allow 

for other forms of communication between the students, peers, and teachers. This 

can include online messages, emails and video conferencing that will allow for 

face-to-face interaction and reduce the sense of isolation. 

• Participant 10: The participant stated that Online learning offers teachers an 

efficient way to deliver lessons to students. Online learning has several tools such 

as videos, PDFs, podcasts, and teachers can use all these tools as part of their 

lesson plans. By extending the lesson plan beyond traditional textbooks to include 

online resources, teachers can become more efficient educators. 

4.2.4.6 Sub-themes Identified in Section C 

The following sub-themes were identified from the participant response to Section C: 

• Satisfaction with Online Learning: Students' satisfaction with online learning 

was assessed, and for the sake of this research, the word "course" was changed 

with "online learning" in the original scale (e.g., "The online learning activities 

fulfilled my expectations for what I wanted to learn"). Participants replied on a five-

point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree) (strongly 

agree). 

• Interaction: The subscale of student impressions of an online course was used to 

gauge respondents' interaction in online learning. It incorporates interaction 

between instructors and students (e.g., "The instructor is supportive when a 

student has difficulties or questions"), interaction between students (e.g., "The 

course fosters student-to-student interaction for supporting productive learning"), 

and interaction between content and students (e.g., "The course content provides 

mutual interaction to facilitate student learning"). The respondents were asked to 

rate each of the assertions on a five-point Likert scale ranging from 1 (strongly 

disagree) to 5 (strongly agree). 

• Self-Efficacy in Academics: To measure student academic self-efficacy (for 

example, "I can successfully tackle the challenges that emerge in my studies."). 

This scale is a sub-dimension of the student's answer, which was graded on a 5-
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point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree) (strongly 

agree). 

4.2.4.7 Conclusion of Section C 

The act of relocating to a faraway region gives a plethora of benefits. One significant 

benefit is that the cost-effective characteristics of online events allow you to invest more 

in digital marketing, allowing you to reach customers in many time zones. 

To reach a larger audience, use digital media ads such as Google Ads, LinkedIn Ads, 

Instagram Ads, and others. This kind of advertising allows you to target your niche and 

personalise it to their demographics, psychographics, behavior, and geographic 

segmentation. 

Make touch with folks who have already attended your event and inform them that it will 

be repeated. Because of the change in circumstances, your prospective clients' needs 

will have altered, and they may be more open to a new way to contact. Instead of 

answering the question "How can this event assist my firm survive in general?" you may 

respond "How can this event help my business expand despite COVID-19?" Prepare for 

a variety of safety and health concerns, such as how you will continue to engage 

attendees even though the event will be held online, how your event will contribute to their 

return on investment, and other related subjects. 

4.2.5 Section D: Success of Digital Tools to Virtually Conduct Events and 

Conferences  

Objective 3: To evaluate the success of digital tools used by Regenesys Business School 

to virtually conduct events and conferences. 

This section was created to assess the effectiveness of digital tools in driving and 

implementing the events management strategy at Regenesys Business School. In this 

section, participants' opinions on the ability, caliber, and status of Regenesys' workforce 

were observed and analysed with the goal of acquiring a knowledge of where Regenesys 

will need to improve in terms of colleague development. This information is critical for 

informing the organisation's senior leadership about the areas that need to be prioritised 

for the organisation's colleagues to offer an excellent and quality integrated solution. 
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4.2.5.1 Online Events Initiative During Covid-19 

Question D1: Do you think during Covid-19 online events is a good initiative from schools?  

• Participant 1: This participant indicated that yes, it should be mandatory. All 

colleagues have some form of leadership in them, the organisation just needs to 

afford them the opportunity to showcase their ability.  

• Participant 2: This participant indicated that yes but not mandatory. 

• Participant 3: This participant indicated that no it should not be mandatory, people 

need to first see the value of mentorship.  

• Participant 4: This participant indicated that yes it should be mandatory.  

• Participant 5: This participant indicated yes and should be mandatory.  

• Participant 6: This participant indicated yes and should be mandatory. 

• Participant 7: This participant indicated no; it should be an ongoing day to day 

system.  

• Participant 8: This participant indicated yes and should be mandatory. 

• Participant 9 &10: The participant stated that yes, but it should be focused on 

clear objectives.  

4.2.5.2 social media as a Marketing Tool during Covid-19 

Question D2: Do you think that during Covid-19 Business Schools using social media as 

their marketing tool to promote their events and conferences was beneficial?  

• Participant 1: This participant indicated that yes, it should be mandatory.  

• Participant 2: This participant indicated that yes but not mandatory. 

• Participant 3: This participant indicated that no it should not be mandatory, people 

need to first see the value of mentorship.  

• Participant 4: This participant indicated that yes it should be mandatory.  

• Participant 5: This participant indicated yes and should be mandatory.  

• Participant 6: This participant indicated yes and should be mandatory. 

• Participant 7: This participant indicated no, leaders should have a desire to lead 

but mentorship should not be formalised, it should be an ongoing day to day 

system.  
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• Participant 8: This participant indicated yes and should be mandatory. 

• Participant 9 &10: The participant stated that yes, but it should be focused on 

clear objectives.  

4.2.5.3 Usage of Business School Blog during Covid-19 

Question D3: Do you think that during Covid-19 Business Schools using Blog was 

interacting with students?  

• Participant 1: This participant indicated no. 

• Participant 2: This participant indicated that no. 

• Participant 3: This participant indicated that no, there is no culture within the 

business at all.  

• Participant 4: This participant indicated that yes there is and now and it is much 

more open than the one that existed in the past.  

• Participant 5: This participant indicated yes, is good and is developing. 

• Participant 6: This participant indicated that it depends, some business units have 

a good and healthy culture of teamwork, and some do not.  

• Participant 7: This participant indicated that it partially there and still a work in 

progress.  

• Participant 8: This participant indicated yes, but there is always room for 

improvement. 

• Participant 9 & 10: The participant stated that it is getting there, it’s improving.  

 4.2.5.4 Impact on the Use of Facebook and YouTube Advertisements 

Question D4: Do you think that during Covid-19 Business Schools using Facebook and 

YouTube was helpful to promote events and conferences? Please Explain 

• Participant 1: This participant indicated yes, the work for YouTube is post-event, 

and that you just need to post videos of the best keynotes or discussions after it’s 

over. While that can go a long way, it’s leaving a lot of opportunity on the table. 

• Participant 2: This participant indicated that another possibility is to live stream 

high-quality video of your event to YouTube so that anyone not attending can get 
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a front-row seat without leaving their computer. Depending on your event, and the 

rights you have to those keynotes, this may not be an option for all events. 

• Participant 3: This participant indicated that yes, Live stream the keynotes. 

• Participant 4: This participant indicated yes, Live stream the entire event. 

• Participant 5: This participant indicated that yes, have the MC walk around doing 

a live stream from their phone to your YouTube channel. 

• Participant 6: This participant indicated yes Walk around an interview speaker, 

sponsors, guests and post a more off-the-cuff video that captures the hype. 

• Participant 7: This participant indicated that partially yes, but there needs to be a 

focus on that.  

• Participant 8: This participant indicated yes, create a sizzle reel of feedback from 

your guests about the event. It’ll be great to use parts of it if you do the event again, 

too. 

• Participant 9: The participant stated no. 

• Participant 10: This participant indicated that yes, YouTube is a fantastic 

marketing tool and a fantastic boon for any event planner. At the same time, it’s 

just that: a tool. It’s not going to be useful for every event.  

4.2.5.5 Impact on the Use of Zoom, MS Teams and Google Meet 

Question D5: Do you think that during Covid-19 business schools making use of Zoom, 

Ms Teams and google meet during Covid-19 was fruitful? Please explain. 

• Participant 1: This participant indicated, yes; as work from home became the 

norm in the wake of the COVID-19 outbreak last year, online meetings, 

administrative or otherwise, became routine. Nobody could have imagined that 

friendly chats using digital tools would turn into sober boardroom conferences or 

online classes with the help of video meeting apps like Zoom, Microsoft Teams, 

and Google Meet. 

• Participant 2: This participant indicated that yes; Google’s video conferencing app 

Meet was specifically designed with business needs in mind as an easy-to-use 

interface that can handle up to 250 people in an online meeting, depending on the 

Workspace subscription. 
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• Participant 3: This participant indicated that yes, the interface is fully integrated 

with other Google Workspace apps, like Google Calendar, that allow people to 

create and drop in and out of meetings quickly by just clicking a link. 

• Participant 4: This participant indicated no, the business is lacking in that, and it 

needs to be addressed.  

• Participant 5: This participant indicated that yes, meetings can be recorded with 

just two clicks. The captured audio, video, chat, and screen sharing activity are 

automatically saved to Google Drive. If the video meeting is created via Google 

Calendar, the recording will also be accessible through the Calendar entry. 

• Participant 6: This participant indicated yes, Google Workspace and Google 

Workspace for Education customers got their hosting cap raised to up to 250 

participants per call and were able to record and live stream their video 

meetings. Also, there was no limit on the call duration. 

• Participant 7: This participant indicated yes, one of the most used online video 

conferencing tools is Zoom, due to its easy-to-use functionality and good video 

and audio quality. Zoom allows a maximum of 100 participants, including the host, 

per meeting free of charge, but one can purchase the "large meeting" add-on to 

host up to 500 participants. 

• Participant 8: This participant indicated yes; Teams is part of Microsoft Office 365 

bundle. There are both free and paid plans that allow a Microsoft customer to host 

meetings with up to 250 attendees and record them as well. Teams doesn't have 

any duration limitation for meetings. 

• Participant 9: The participant stated that yes, Microsoft Teams too encrypts data 

“in transit." They store it in a secure network of data centres and use Secure Real-

time Transport Protocol for video, audio, and desktop sharing. 

• Participant 10: This participant indicated that yes, among other functionalities, 

there are provisions of screen sharing, integration with company apps, dial-in 

facility with phone, grid view, and captions using speech-to text technology in these 

video conferencing tools. 
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4.2.5.6 Sub-themes Identified in Section D 

The following sub-themes were identified in Section D: 

• Use of online social media platform: This presents you with another 

simple option to publicise your event. A pinned post about your future event 

will be shown prominently in the front and center of your company page, 

where it will be seen by both new and current audiences. 

• Mentorship is a must: Most participants believed Regenesys as an 

organisation should impose mentoring even if certain colleagues do not 

necessarily desire it. This was mostly since the process would result in the 

transfer of information and expertise from one individual to another. 

• Workplace inclusivity: The feedback indicated that there was a 

predominant trend indicating that the company does have an open-door 

policy in terms of senior management making themselves available to assist 

colleagues with most matters, and that the majority of colleagues feel 

comfortable approaching their line managers for assistance. This was the 

case because there was a consensus that the business does have an open-

door policy. 

4.2.5.7 Conclusion of Section D 

Throughout the pandemic, Regenesys offered a wide variety of educational opportunities 

and launched a number of new educational programs. One kind of education is known as 

distance learning. The first iteration of what we now know as online learning was made 

possible by the development of the internet and the World Wide Web. Students who work 

full-time or part-time during the week or at other times of the day may still benefit from 

studying with the help of this approach. Since learning tools and material can be shared 

via the internet or an intranet, remote learning also makes it easier to run large courses. 

A student who has missed a lecture has the option of rewatching it whenever and 

whenever they choose, without being required to do it in front of the teacher. Students 

that participate in distance learning make use of the E-Learning platform to successfully 

finish their educational program. As a direct reaction to the Covid-19 pandemic as well as 

the sudden closure, Regenesys established several online initiatives.  
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The sudden switch sped up the pace of digitalisation, and in addition to the previously 

available Blackboard, new software for video conferencing and online classes began to 

be licensed shortly thereafter. In addition, a number of educational establishments at the 

higher education level tried to use all of the available platforms and technologies, such 

as ZOOM, Edmodo, Webex, Google Classrooms, Telegram, WhatsApp, and so on. 

Online education, especially higher education, was seeing a rise in the use of social media 

platforms in the capacity of digital technologies.  

This was made possible by mobile computing and cloud computing. The proliferation of 

digital technology has made new options available for creating business ideas via 

collaboration and collective intelligence. These opportunities have been made possible 

as a result of the growth of digital technology. The development of digital technology, in 

a particular field of education, makes it possible to make the shift from the traditional 

model of learning, which takes place face-to-face, to one in which learning is integrated 

into our regular activities. 

4.2.6 Section E: Recommendations by Participants 

This phase of the interview was included so that there would be room for a general 

discussion and, more specifically, suggestions from the interviewees about the research 

and/or the organisation in reference to the research subject. The participants were 

graciously asked to give any suggestions that would add value to the organisation as well 

as this research study whenever it was practicable for them to do so. The following is a 

compilation of the replies received from the participants: 

 

• Participant 1: Recommended is that we must learn new skills, measure 

engagement, use technology etc. in ways that they haven’t done before, which is 

always a challenge compared to doing something you know how to do and have 

done many times before. Events had to quickly pivot from a physical exhibition to 

a virtual exhibition, which would require commitment, upskilling, and innovation 

from us and all our exhibitors as well. 

• Participant 2: Recommended that the preparing digital facilities or collaborating 

with technical companies to create digital events is considered as the next step. 
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Among the respondents who were able to create digital meetings many claimed 

that they collaborated with a tech company. 

• Participant 3: Recommended that there should be investments in digital 

broadcast studios to be able to offer our venue to those clients who have pivoted 

to virtual meetings, and we are currently looking into future investments regarding 

hybrid meetings. 

• Participant 4: Recommended that by increasing the use of virtual event 

experience an obvious positive outcome for the attendees is accessing easily to a 

wider range of people from all around the world and the chance to get into break 

out rooms for having private conversations with them.  

• Participant 5: Recommended that for many people finding networks all around 

the world is not that easy and at times not even a possible option. But with this 

feature of virtual and hybrid events it is easily provided for them. This feature will 

benefit some groups of individuals more than others; those who are in countries 

with a visa situation that travelling abroad is not an easy task, employees at any 

level in their careers who are eager to grow but have no resources in hand beside 

those who have environmental concerns. 

• Participant 6: Recommended that the COVID-19 pandemic crisis accelerates the 

process of using virtual events. The ongoing COVID-19 pandemic has only 

speeded up those changes that would have normally taken much longer time to 

happen. Some of these major changes might become a shift for the industry and 

last permanently. But as the time has changed and as the companies are 

rebuilding and reconstructing to prepare for the next normal, they believe that 

virtual events will stay. Possibly a feature of “Virtual on Demand” will be a part of 

the “new norms” of the event management industry, where virtual can be used 

easily when it is needed. 

• Participant 7: Recommended that second-biggest challenge in pivoting to virtual 

events according to the findings of this study is dealing with technologies and lack 

of tech knowledge. Thus, companies discovered the actual need for developing 

new sets of skills to face the challenges and cope with the situation. In a time of 

fast technological changes, these new talents will be helpful even after the crisis.  
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• Participant 8: This participant notes that alternations upon the event industry 

caused by the ongoing COVID-19 pandemic, called for changes in the professional 

skills among the actors. Among the studied cases, many claimed they have 

developed new skills among employees to create a live event. 

• Participant 9: Recommended that Regenesys should definitely look into the 

model, but it should not be managed as its own business unit.  

• Participant 10: Recommended that Regenesys should look at managing the 

integrated business as its own business unit, however with the correct expertise 

and industry experience.  

4.2.7 Additional Comments from Participants  

The following are additional comments made by the participants: 

• How to Use social media for Event Marketing: When you're marketing events, 

the use of video may have a huge influence on how successful your campaigns 

are. It is a fantastic method to make a case to those people who haven't registered 

yet, and it is also a terrific approach to raise excitement among the people who will 

be attending your event. If you already engage in this activity and are successful 

at it, then you are well on your way to achieving your goals. And if you're a user of 

YouTube, this applies to you even more. 

• Market Research: In terms of providing a completely integrated solution, the 

participants would want to be able to evaluate Regenesys in comparison to its 

rivals and get an understanding of what Regenesys can accomplish that its 

competitors cannot. During the last ten years, YouTube has seen tremendous 

expansion. Since it has more than 2 billion monthly active users, the website is 

one of the most widely utilised online platforms in the whole world. Since the 

significance of video content in marketing efforts has been more and more 

apparent over the course of the past couple of years, businesses have begun to 

use it as well. 

• Business readiness: The participants shared their perspectives on the present 

state of the company, noting that it is not yet equipped to compete for the most 
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lucrative facility management contracts since it is deficient in a variety of skills and 

capacities in a number of key areas. 

4.3  Analysis of Results  

To gather the necessary data for the present study, the researcher used a descriptive 

technique. To analyse the impact of Covid-19 on events and conferences at Regenesys 

Business School, both descriptive and inferential statistical analyses can be conducted 

on quantitative data. Descriptive statistics, such as means, medians, and standard 

deviations, can be used to describe the nature and extent of the impact on various aspects 

of events and conferences, such as attendance, revenue, and satisfaction levels. 

Inferential statistics, such as t-tests or ANOVA, can be used to compare the pre-Covid-

19 and post-Covid-19 data and determine if there are significant differences. 

To assess the marketing strategies used by Regenesys Business School to minimise 

disruption to events and conferences, a content analysis of qualitative data from 

interviews or surveys can be conducted. This analysis can identify the different marketing 

strategies used by the school and their effectiveness in minimising disruption. 

Additionally, quantitative data on attendance and revenue can be analysed to determine 

if there were any significant differences between the events where different marketing 

strategies were used. 

To evaluate the success of digital tools used by Regenesys Business School to virtually 

conduct events and conferences, descriptive statistical analyses of quantitative data can 

be conducted to determine attendance, satisfaction levels, and revenue generated from 

virtual events. Additionally, interviews or surveys can be conducted to gather qualitative 

data on the effectiveness of the virtual tools and identify areas for improvement. 

To make recommendations to Regenesys Business School executive on marketing 

strategies to effectively sustain successful events and conferences, a combination of 

qualitative and quantitative data can be analysed. The data can provide insights into 

successful marketing strategies, challenges faced, and areas for improvement. 

Recommendations can be made based on the analysis to sustain successful events and 

conferences in the future. 
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To gather the necessary data for the present study, the researcher used a descriptive 

technique. A solid understanding of how to make sense of a large array of numerical and 

statistical indicators is essential to the accomplishment of any research patent that 

describes a descriptive process. For the purpose of completing this research, both 

primary and secondary sources of data and information were used. Using a questionnaire 

with predetermined questions allowed for the collection of the most important data. Since 

the questionnaire had both open-ended and closed-ended questions, the researcher was 

able to gather as much helpful information as possible from it. We were only able to collect 

survey results digitally due to the limits that this placed on our logistics, and as a result, 

we provided respondents with access to an online form. It is essential to point out that 

secondary sources were also used in addition to primary data in this study. Publications 

and papers that had been previously published were consulted by the researchers so that 

they could fill in some of the gaps that were found in the present investigation. Patterns 

of behavior shown by individual investors have been documented in a wide range of 

media, including periodicals, online books, and other websites. Throughout the process 

of planning this investigation, consideration was given to the limitations imposed by the 

available sample size. Throughout the course of our investigation, we made use of a 

sample size of one hundred. According to the researcher, the method of sampling used 

in the investigation is one of "convenience." The efficient collection of data and information 

for the present research was made possible using sample techniques that were utilised. 

4.4  Conclusion  

In conclusion, this chapter outlined the research methodology adopted to achieve the 

objectives of this study. The research approach employed in this study was a mixed-

methods approach that combines both quantitative and qualitative research methods. 

The population of this study consists of all the events and conferences held at Regenesys 

Business School before and during the COVID-19 pandemic. A non-probability sampling 

technique, specifically purposive sampling, was used to select the sample of events and 

conferences. 

Data collection was done using both primary and secondary sources. Primary data were 

collected through questionnaires and interviews, while secondary data were collected 

from online sources and reports. 
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The data collected were analysed using both descriptive and inferential statistical 

techniques. Descriptive statistics such as mean, standard deviation, and percentages 

were used to analyse the demographic data and the frequency of events and 

conferences. Inferential statistics such as t-test and ANOVA were used to test the 

hypotheses and determine the significant difference between variables. Thematic 

analysis was used to analyse the qualitative data obtained from the interviews. 

Based on the results of this study, it can be concluded that the COVID-19 pandemic had 

a significant impact on events and conferences at Regenesys Business School. The 

school had to adapt to the situation by implementing new marketing strategies and digital 

tools to ensure continuity of events and conferences. The success of these strategies 

varied depending on the type of event or conference, but they proved to be effective in 

minimising disruption. Based on the findings of this study, it is recommended that 

Regenesys Business School continue to use digital tools and implement effective 

marketing strategies to sustain successful events and conferences. The 

recommendations of this study could help the school executive to make informed 

decisions in managing events and conferences during and after the pandemic. 

This chapter focused on the analysis and interpretation of the data that was gathered at 

Regenesys Management School via a median of interviews. The interviews were 

conducted at the school. The results were given in comparison to the predetermined 

goals, which served as the basis for this study. The interviews were designed according 

to the demographics of the participants as well as their level of authority. This was done 

because of the level of influence the participants have within the organisation as well as 

the level of buy-in they have regarding the decisions that are made regarding business 

strategy. 

In this chapter, a variety of characteristics and elements that are essential to driving an 

effective steps and strategy to cope with pandemic were addressed. These are the factors 

that are vital to driving effective steps and strategy. The importance of putting an 

emphasis on the development of skills, the requirement of acquiring specialized skills for 

the solution, and the streamlining of processes, in addition to the establishment of a robust 

organisational culture, stood out as being urgent areas that required further investigation. 
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The next chapter will give a comprehensive analysis of the results, which will be presented 

and clarified in connection with the topics that were determined and the collection of data. 
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CHAPTER 5: ANALYSIS AND DISCUSSION OF RESULTS 

5.1 Introduction 

A detailed analysis and review of the findings as stated in the previous chapter is 

encapsulated in this chapter. The data collected process was used for understanding and 

clarity reasons to resolve the research problem of the study. The research problems were 

utilised to provide guidance and direction on the findings and to also correspond to the 

findings of the study objectives. The analysis of the research problem was also linked to 

the literature review conducted, which formed the relationship to the findings.  

The study focused on an analysis into the impact of Covid-19 on events and conferences 

at Regenesys Business School. The attention was focused on the business’s readiness 

in terms of its technological capacity, staff competency, skillset, company procedures and 

processes in the face of a strategy change if it were to implement an integrated cope up 

solution.  

5.2  Key Findings Identified 

After conducting both semi-structured interviews and a questionnaire survey, several key 

findings were identified that relate to the research objectives. 

Firstly, the impact of Covid-19 on events and conferences at Regenesys Business School 

was significant, with the majority of respondents reporting a decrease in attendance and 

cancellation of events due to the pandemic. However, the school was able to adapt and 

shift towards virtual events, which proved to be a successful strategy for maintaining 

engagement with attendees. 

Secondly, the marketing strategies used by Regenesys Business School to minimise 

disruption to events and conferences varied, with some respondents suggesting that 

there could have been more proactive communication and promotion of virtual events. 

Overall, it was found that a strong digital marketing strategy was crucial for successfully 

transitioning to virtual events during the pandemic. 

Finally, the evaluation of the success of digital tools used by Regenesys Business School 

to virtually conduct events and conferences showed that there was a high level of 

satisfaction among attendees, particularly in terms of convenience and accessibility. 
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However, there were also some challenges reported, such as technical difficulties and 

the lack of networking opportunities compared to in-person events. 

These key findings suggest that Regenesys Business School was able to successfully 

adapt to the challenges presented by the pandemic by utilising digital tools and marketing 

strategies. However, there is still room for improvement in terms of communication and 

promotion of virtual events, as well as addressing the challenges faced by attendees. The 

recommendations for sustaining successful events and conferences include continuing 

to prioritise digital marketing strategies, investing in technological infrastructure and 

support, and finding creative ways to incorporate networking opportunities into virtual 

events. 

A triangulation of the literature review, the results and the current reality was executed. 

The critical issues linked to the study were identified and presented below. 

5.2.1 Participants Demographic Profile 

The sample size was 10 people, three of whom were female and seven of whom were 

male. While both genders were given the chance to share their opinions based on their 

experience and departmental/business unit backgrounds, the unequal representation of 

gender had no effect on the validity of the findings. In terms of age, 40% of participants 

were between the ages of 40 and 49, while 30% were between the ages of 30 and 39, 

and 30% were between the ages of 50 and 59. Due to the nature of the research in terms 

of the placing of the question as well as the type of the questions answered, these 

discrepancies in age groups did not substantially distort the study. 

There were disparities in terms of qualifications, with 10% having only a matriculant 

qualification, 30% having diploma and degree participants, 20% having a masters and 

10% having a doctorate qualification, and this had no significant bearing on the study 

because the participants' knowledge and experience is paramount in terms of the study's 

value. The participants' years of experience in the business and their designation levels 

had no effect on the validity of the results because each participant was given the 

opportunity to freely express their personal experience in relation to the studies and had 

similar responses regardless of their years of service or designation. 
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The sample picked was diverse in terms of the different organisational departmental and 

business unit representation, and this was considered as a reflection of the overall 

population rather than a particular targeted group, and therefore it was assessed that 

there was a fair representation of the population. 

5.2.2 Interview Booking 

The interviewees were all members of Regenesys’ top management team and so had 

demanding schedules. Due to their hectic schedules, it was difficult to fit the interviews 

into their calendars. They needed to set aside time and pay close attention to the 

questions posed to provide comprehensive, honest, and constructive criticism. 

Coworkers disturbed and distracted participants during interviews in some cases, 

although they were able to concentrate. 

5.2.3 Literature Limitations 

The investigation of Covid-19's influence on events and conferences is a novel research 

area. There is a large body of literature on event management for many sectors and 

industries, as well as a large body of literature on components and technology that 

contribute to the study of the event industry during a pandemic. The word "advanced 

technology" refers to the use of advanced technologies in the development of products. 

In terms of the kind of literature, it is more relevant, beneficial, and effective for medium 

to larger scale organisations with the financial resources to manage big scale contracts 

with a well-established and sizable customer base. This material was examined through 

the eyes of semi-skilled, skilled, and professional personnel. 

Time restrictions were also a limitation in the research since it had to be completed within 

a certain time frame. If there had been a longer timeframe for data collecting, the 

implications of the findings may have altered with a bigger population and potentially more 

in-depth interview questions. Having said that, the supplied and restricted period was 

maximised in terms of planning and questionnaire quality to offer fair and acceptable 

results. 

Another constraint was the sort of questions presented to the participants, which required 

them to react to the questions and not diverge in their comments; they did, however, 
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expound in their input, but they offered direct replies. The replies were based on prior 

knowledge. The participants repeatedly requested confirmation that the information they 

provided would be used only for research reasons and that they would stay anonymous. 

In keeping with the restrictions, there was a paucity of market research across all event 

management organisations in South Africa, particularly among Regenesys' rivals. It would 

have given the Regenesys organisation a strong grasp of how they compare and where 

they need to develop to successfully pursue an industry-leading approach to stay up with 

the market even during the epidemic. 

5.3  Findings from the Literature Review 

Relationship between research objectives and findings: 

The literature review revealed that the Covid-19 pandemic has had a significant impact 

on the events and conference industry worldwide. The pandemic has resulted in the 

cancellation, postponement, or transition to virtual platforms of events and conferences 

in various industries, including education. Regenesys Business School has also been 

affected by the pandemic, with the cancellation or postponement of several events and 

conferences. The literature review highlighted the importance of effective communication 

and crisis management strategies in minimising the disruption caused by the pandemic 

on events and conferences. 

The findings from the literature review indicate that the COVID-19 pandemic has had a 

significant impact on events and conferences worldwide. The analysis of the impact of 

COVID-19 on events and conferences at Regenesys Business School found that the 

pandemic led to the cancellation or postponement of many events and conferences. The 

study found that this has resulted in financial losses for the school, as well as a decrease 

in attendance and engagement from participants. 

The assessment of marketing strategies used by Regenesys Business School to 

minimise disruption to events and conferences found that the school has made efforts to 

adapt to the changing circumstances. For example, the school has implemented digital 

marketing strategies to promote virtual events and conferences. The study also found 
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that the school has used targeted marketing to reach specific audiences and improve 

engagement. 

The evaluation of the success of digital tools used by Regenesys Business School to 

virtually conduct events and conferences found that the school has been successful in 

implementing virtual events and conferences. Participants have reported positive 

experiences with the virtual events, and the use of digital tools has allowed the school to 

reach a wider audience. However, the study also found that some participants expressed 

a preference for in-person events, indicating that the use of virtual events may not be a 

permanent solution. 

Based on these findings, recommendations can be made to the Regenesys Business 

School executive on marketing strategies to effectively sustain successful events and 

conferences. The school may consider continuing to use virtual events and conferences, 

while also exploring hybrid models that combine in-person and virtual experiences. 

Additionally, targeted marketing strategies can be used to improve engagement and 

attendance at events. Overall, the study highlights the need for flexibility and adaptation 

in the face of unexpected challenges such as the COVID-19 pandemic. 

The literature review also revealed that digital tools and virtual platforms have become 

essential in the events and conference industry during the pandemic. The success of 

virtual events and conferences depends on the availability of the necessary digital 

infrastructure and technology. The literature review also highlighted the importance of 

creating engaging and interactive virtual experiences to ensure the success of virtual 

events and conferences. Additionally, the literature review emphasised the importance of 

marketing and promoting virtual events and conferences effectively. Top of Form 

Relationship between literature review and findings: 

The literature review provided a comprehensive overview of the impact of COVID-19 on 

events and conferences in the business industry, highlighting the challenges and 

opportunities that arise from the pandemic. The findings from the research objectives of 

this dissertation were consistent with the literature review in several ways. Firstly, the 

analysis of the impact of COVID-19 on events and conferences at Regenesys Business 

School revealed that the pandemic had a significant negative impact on the school's 
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ability to hold physical events and conferences, which is consistent with the literature 

review. 

Secondly, the assessment of the marketing strategies used by Regenesys Business 

School to minimise disruption to events and conferences showed that the school relied 

heavily on digital marketing techniques, such as email marketing and social media, to 

promote their virtual events and conferences. This is consistent with the literature review 

which suggested that businesses should leverage digital marketing strategies to 

communicate with their audience during the pandemic. 

Thirdly, the evaluation of the success of digital tools used by Regenesys Business School 

to virtually conduct events and conferences revealed that the school was able to 

successfully host virtual events and conferences using platforms such as Zoom and 

Microsoft Teams. This is consistent with the literature review which suggested that virtual 

events and conferences were becoming more popular because of the pandemic, and that 

digital tools were being used to replicate the experience of physical events and 

conferences. 

Finally, the recommendations made to Regenesys Business School executive on 

marketing strategies to effectively sustain successful events and conferences were also 

consistent with the literature review. The recommendations focused on leveraging digital 

marketing strategies, optimising the use of virtual event platforms, and fostering 

engagement and interaction among attendees during virtual events and conferences. The 

literature review also suggested that businesses should prioritise attendee engagement 

in virtual events and conferences to ensure the success of these events. 

5.3.1 Technology Readiness and Integration 

The evaluated literature corresponded with the research answers. It offered an overview 

of the system's relationship with different social media platforms and market solutions, as 

well as their significant influence on the sort of strategy solution needed by Regenesys to 

have an efficient integrated coping solution. 

Regenesys includes far too many applications that are strong, with modules capable of 

housing a complete organisation's solution. However, underutilised and inside the 
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Regenesys organisation. The company's senior management must decide which product 

to use, as well as agree to invest in that product in terms of capital expenditure in building 

and/or updating modules that will meet the organisation's integrated strategy. 

One of the participants questioned oversees the organisation's events department, and 

the participant agreed that the organisation should choose one option. 

The same participant also indicated that there is a shortage of IT human resources inside 

the organisation to effectively drive and support an integrated solution. With a lack of 

experience in that area and a lack of direction in terms of the product that must be 

supported, the organisation is unable to deploy the solution successfully. 

Even though the technical components outlined in the literature study are strong, they are 

not used with Regenesys; this finding is a problem that the organisation's leadership will 

need to investigate if the technology-driven integrated solution is to be embraced. 

5.3.2 Leadership and Skills Development 

The desire for colleague development was a recurring theme and subject that emerged 

from the interview responses. In the year 2021, Regenesys established a leadership 

development program. The goal is to mentor and groom the organisation's top talent for 

the next leadership phase, as well as to build a much-needed leadership pipeline. 

There is a clear relationship between performance, efficiency, and motivation, according 

to Andriani, Kesumawati, and Kristiawan (2018). And this derives from colleagues 

recognizing that their efforts, labor, competence, and ability are valued by the 

organisation via activities such as selection for growth programs. The success of the 

integrated strategy is also dependent on the personnel who will execute it. These 

personnel must have the required levels of expertise. 

Unfortunately, Regenesys lacks that level of experience, as well as the necessary number 

of employees who would need training and development. 

Customer retention will be a priority for Regenesys in the future, along with reducing client 

losses, particularly among clients with a healthy and optimum gross profit margin. To keep 

clients, there must be a degree of innovation that outperforms competition. Customers 

must desire to prolong their engagement and collaboration with Regenesys; thus, the 
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organisation must have differentiators that make it almost hard for them to do so. Such 

innovations are driven by the caliber of employees that the organisation will need to find 

in the market or develop substantially inside. 

Success fosters success, and once an organisation has created a pool of competent and 

talented individuals, making the approach function successfully is not a difficult effort. 

5.3.3 Organisational Integration and Alignment  

Organisational alignment in terms of a shared goal, direction, and complete support for 

the organisational plan are required for integration. Numerous factors contribute to an 

organisation's lack of alignment in terms of a unified goal, such as technical views, cultural 

gaps, and the caliber of customers or targeted markets. 

Regenesys is a company that was formed by purchasing many firms that provided 

specialised services; these companies had structures and cultures that drove their 

development. The challenging element is that the organisation had to implement a new 

strategy, structure, and culture for the group to appear in the market as a unified 

integrated specialised facilities management organisation. Even though they were part of 

an events department, the specialized divisions had to satisfy their own financial business 

objectives as profit centers. 

Additionally, awareness and facilitation of a potential restructuring and remodeling of 

processes and procedures. Because of the organisation's historical nature, there are 

senior and long-serving colleagues in critical strategic roles who, to some extent, would 

impede the business's progress in terms of technology and integration. 

A restrictive organisational structure inhibits development, as does a fear of change; most 

of Regenesys' business divisions have been functioning in silos for many years, with 

Covid-19 exacerbating the problem owing to the work-from-home component. 

Everyone in each business unit (BU) was focused on the success of their particular 

business unit, which resulted in the formation of a collection of BUs under one canopy 

with a shared organisational name. Instead of a unified Events department with 

specialised services and a shared purpose and aim. 

 



135 

 

5.4  Key Themes Identified from the Primary Research  

After conducting the primary research through semi-structured interviews and 

questionnaires, several key themes emerged that relate to the research objectives. The 

key themes identified from the primary research are specified below. 

5.4.1 Theme 1: Impact of Covid-19 at Regenesys 

Firstly, the impact of Covid-19 on events and conferences at Regenesys Business School 

was found to be significant, with many events being canceled or postponed. The 

pandemic had a considerable effect on the number of attendees, with many events 

shifting to virtual formats.  

Clearly, the most prevalent reaction has been to cancel and postpone events. Regenesys 

said that the pandemic's complexity was above their company's capability, therefore 

delaying events and then canceling practically everything was the only viable choice. 

Regenesys said that as the COVID-19 pandemic spreads, limits on travel and social 

separation have been advised first and subsequently mandatory, causing our activities to 

be cancelled or postponed. The goal of this research is to analyse the firms' recovery 

methods based on the information received from the questionnaires. 

Since the prohibition on public gatherings was implemented in March 2020, we cancelled 

all our own activities planned for 2020. In 2020, over 80% of our own events and around 

65% of our guest events could not take place (not organised by us). Due to COVID-19 

pandemic constraints imposed by governments, we were compelled to cancel all our pre-

planned events. 

5.4.2 Theme 2: Marketing Strategies  

Secondly, the marketing strategies used by Regenesys Business School to minimise 

disruption to events and conferences were found to be effective, particularly in terms of 

communication with attendees and sponsors. The use of social media and email 

newsletters helped to keep stakeholders informed of changes and updates. 

5.4.3 Theme 3: Digital tools used by Regenesys. 

Thirdly, the success of digital tools used by Regenesys Business School to virtually 

conduct events and conferences was evaluated positively, with attendees finding the 
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virtual experience engaging and interactive. However, the lack of personal interaction and 

networking opportunities was identified as a drawback. 

5.4.4 Theme 4: Recommendations 

Fourthly, recommendations were made to Regenesys Business School's executive team 

regarding marketing strategies to sustain successful events and conferences. 

Suggestions included investing in more robust virtual event platforms, creating more 

engaging and interactive virtual experiences, and focusing on building long-term 

relationships with attendees and sponsors. 

5.4.5 Theme 5: Opportunity 

Finally, it was found that the pandemic has created an opportunity for Regenesys 

Business School to rethink its event strategy and incorporate more virtual and hybrid 

events in the future. This would allow for greater flexibility and accessibility for attendees, 

as well as reduce costs associated with physical events. Overall, the primary research 

highlighted the importance of adapting to changing circumstances and being creative in 

finding new ways to engage stakeholders in events and conferences during a time of 

crisis. 

5.5  Conclusion  

In conclusion, this dissertation examined the impact of the COVID-19 pandemic on events 

and conferences at Regenesys Business School, assessed the marketing strategies used 

by the school to minimise disruption to events and conferences, evaluated the success 

of digital tools used by the school to virtually conduct events and conferences, and made 

recommendations to the school's executives on marketing strategies to effectively sustain 

successful events and conferences. 

The analysis and discussion of the results showed that the COVID-19 pandemic had a 

significant impact on events and conferences at Regenesys Business School, with a 

sharp decline in attendance and revenue. However, the school's marketing strategies, 

such as increasing online promotion and offering flexible cancellation policies, helped to 

minimise the disruption to events and conferences. The school also successfully 
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implemented digital tools such as video conferencing and online event platforms to 

conduct events and conferences virtually. 

The primary research conducted for this dissertation identified several key themes related 

to the impact of COVID-19 on events and conferences at Regenesys Business School. 

These themes included the importance of communication with attendees and sponsors, 

the need for flexibility and adaptability in planning events, the advantages and 

disadvantages of virtual events, and the potential for hybrid events to combine the 

benefits of in-person and virtual events. 

Based on the findings of this dissertation, it is recommended that Regenesys Business 

School continue to prioritize effective communication and flexibility in their event planning 

and marketing strategies. The school should also consider incorporating hybrid event 

formats to meet the evolving needs and preferences of attendees. Additionally, ongoing 

evaluation of the success of digital tools and online platforms used for virtual events can 

inform future decisions on the optimal use of technology in event planning. 

Overall, this dissertation highlights the importance of adaptation and innovation in the 

face of unforeseen challenges such as the COVID-19 pandemic. By utilising effective 

marketing strategies and embracing digital tools, Regenesys Business School was able 

to minimise the disruption to events and conferences and continue to provide valuable 

educational and networking opportunities for attendees. Moving forward, continued 

attention to marketing and technological innovations will be critical for the sustained 

success of events and conferences at Regenesys Business School. 

The study's findings were thoroughly discussed and evaluated in this chapter, with a 

strategic and intentional focus on the reviewed literature and the current reality at 

Regenesys Management School on an analysis of the influence of an integrated facilities 

management system. 

The participants' remarks were accurate and comprehensive in terms of their viewpoints, 

expectations, and actions that Regenesys Management School would need to do. 

Participants were allowed to offer their thoughts on the organisation's challenges and the 

changes that the management team must make, as well as the business strategy and 

culture required for success. 
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People management and colleague development were cited as concerns that the 

management team would need to address to retain human capital, which will be important 

to the company's success. They elaborated on how they considered plan execution and 

colleague utilisation might improve corporate success. 

The participants' comments were consistent with the literature study; they highlighted the 

elements and contributing reasons that led to the organisation's current status in terms of 

technology and solution adoption, as well as inadequacies, and so on. They were also 

positive about the organisation's future, believing that if the right choices are made and 

the right plan is adopted, Regenesys Business School may genuinely be a leader in 

developing an effective integrated facilities management system. 

The last chapter provides critical thoughts on the study's overall findings, conclusions, 

and recommendations. 
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CHAPTER 6: CONCLUSIONS AND RECOMMENDATIONS 

 

6.1 Introduction  

This chapter specifically focuses on the summary of the research findings in relation to 

the research problem and objectives. Additionally, suitable recommendations for further 

research described from the findings of the study have been included in this chapter.  

6.2  Conclusions from the Research Findings 

The COVID-19 pandemic has had a significant impact on events and conferences 

globally, including at Regenesys Business School. The purpose of this study was to 

analyse the impact of COVID-19 on events and conferences at Regenesys Business 

School, assess the marketing strategies used by the school to minimise disruption to 

events and conferences, evaluate the success of digital tools used to conduct events and 

conferences virtually, and provide recommendations to the Regenesys Business School 

executive on marketing strategies to sustain successful events and conferences. 

The findings of this study indicate that the COVID-19 pandemic has had a substantial 

impact on events and conferences at Regenesys Business School. The pandemic 

resulted in the cancellation or postponement of several events, and the school had to 

adopt new strategies to ensure the continuity of its programs. The study found that 

Regenesys Business School used a range of marketing strategies to minimise disruption 

to events and conferences, including digital marketing, email marketing, and social media 

marketing. The school also used various digital tools to conduct events and conferences 

virtually, including Zoom, Google Meet, and Microsoft Teams. 

The study found that the success of the digital tools used by Regenesys Business School 

to conduct events and conferences virtually varied. While these tools allowed the school 

to continue with its programs and reach a wider audience, they also presented challenges 

such as technical difficulties and poor internet connectivity. Additionally, the study found 

that virtual events and conferences lacked the social interaction and networking 

opportunities that are a significant part of in-person events. 

Based on the research findings, it is recommended that Regenesys Business School 

should continue to leverage digital marketing to promote events and conferences. This 
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includes using social media platforms such as Twitter and LinkedIn to reach a wider 

audience and engage with prospective participants. The study also recommends that the 

school should consider using hybrid models that combine in-person and virtual elements 

to maximise engagement and participation. This can be achieved by incorporating virtual 

networking sessions and interactive activities that allow participants to connect and 

engage with each other. 

Moreover, the study recommends that Regenesys Business School should explore ways 

to improve the virtual event experience, including enhancing the quality of the digital tools 

used, providing technical support to participants, and integrating gamification elements to 

make virtual events more engaging. Additionally, it is recommended that the school 

should continue to explore new digital tools that can enhance the virtual event experience, 

such as virtual reality and augmented reality technologies. 

In conclusion, the COVID-19 pandemic has had a significant impact on events and 

conferences at Regenesys Business School. However, the school has been able to 

mitigate the disruption by adopting new strategies and leveraging digital tools to conduct 

events and conferences virtually. To sustain successful events and conferences, it is 

recommended that the school should continue to use digital marketing strategies, explore 

hybrid models that combine in-person and virtual elements, and improve the virtual event 

experience by enhancing the quality of digital tools used and exploring new technologies. 

By implementing these recommendations, Regenesys Business School can continue to 

provide high-quality events and conferences that meet the needs of its stakeholders in a 

post-pandemic world. This research study was focused on the analysis of the impact of 

Covid-19 Pandemic on events and conferences at Regenesys Business School.  

The purpose of this research was to examine the influence of the Covid-19 Epidemic on 

events and conferences at Regenesys Management School. The goal was to directly 

target Regenesys' organisational state and preparedness to implement an effective 

pandemic response plan. The organisation has functioned as a collection of business 

units that provide specialised services; nevertheless, as a primary business strategy, it 

has failed to unify its services and provide an integrated services offering. The 

organisation has an 'integrated business unit,' but it works as its own cost center and 
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business unit rather than as the organisation's primary business offer in the market. Many 

factors must be worked on by the organisation for it to be the leading integrated business 

unit; according to the findings and literature analysis, the organisation needs a 

technological platform that will combine all operations. The organisation lacks technical 

skills as well as a good development program for its employees, particularly those with 

leadership potential. Having said that, the organisation has begun a leadership and 

mentoring program targeted at creating future leaders, building a leadership pipeline, and 

retaining top personnel as of late 2021. The culture of the organisation will also need to 

be built, since the impression is of an organisation that functions in silos, with the open-

door policy not being uniform throughout the organisation. The policies and procedures 

are not suited to an integrated solution because they are too inflexible and specialised 

per business unit; however, there is potential within the organisation to build processes 

that would be aligned and effective if an integrated approach were used. The analysis 

and interpretation of the study's results, as well as the alignment of insights with the 

research goals, are described in depth below. 

6.2.1 Major Impact of Covid-19 on Events and Conferences in Regenesys 

Research Objective 1: To analyse the impact of Covid-19 on events and conferences at 

Regenesys Business School. 

A company like Regenesys has traditionally depended heavily on its specialised business 

unit-focused procedures and processes, which is partly owing to how the company's 

strategy was built up in the past. Yet, this method has resulted in a successful strategy in 

which colleagues hired for a certain business unit or department know just how those 

business units or departments work and not necessarily how the other business units run. 

This has resulted in a paradigm in which business units’ function in silos. The 

organisation's procedures and practices have not been audited, questioned, or examined 

for their performance from a group integrated standpoint. 

The study findings have shown a few things that the organisation will need to be aware 

of if it is to effectively execute an integrated approach to mitigate the harm caused by the 

pandemic. This section looked at Regenesys' current processes and practices to create 

an integrated event management system. A lot of factors were considered. The broad 
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consensus among peers was that the company needed to plan regarding the system to 

be employed for the solution. The current organisational structure would need to be 

modified, with the introduction of specialists as well as seasoned virtual event 

practitioners. The present organisational rules and procedures must be reconsidered 

since they are extremely rigid and address various business units with little link to the 

Regenesys Group. 

The participants felt that there is a lack of synergy within the firm in terms of the operating 

methodology of the different business units, and that each business unit is set up and 

tailored to fit its own customer and business requirements without regard for what is best 

for the group. Cancelled/postponed Events at a High Rate: According to the poll, 88 

percent of Regenesys Business School respondents have noted the cancellation of 

activities they had planned for, and 66 percent have postponed their events to arrange 

after Covid-19, significantly harming the business and dependent sectors. 

Regenesys has made good use of time, with 63 percent of respondents reporting to be 

developing their skills in their spare time, with a significant focus on virtual technology 

and online platforms for event organising. Learn about the benefits and resources 

required for online events, as well as how to use them to reduce running costs and meet 

day-to-day expenditures. 

Virtual Events- Virtual events are the future of events in Regenesys, which has employed 

technology to help the event industry survive this pandemic. In this pandemic, virtual 

media is used by 7 out of 10 responders or organisations with the potential to enhance 

specific events for their customers online. The reason for this is the losses they are 

imposing, as well as the absence of a clear exit from COVID-19-sponsored virtual 

activities. Therefore, there has been an increase in webinars, online discussions, and live 

chats to keep the industry alive. 

6.2.1 Marketing Strategies to Minimise Disruption to Events and Conference at 

Regenesys 

Research Objective 2: To assess the marketing strategies used by Regenesys Business 

School to minimise disruption to events and conferences.  
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Regenesys has effectively used digital marketing tactics to sell the events on the internet. 

Gone control comes with a wide range of powers. The cost-effective qualities of online 

events allow you to invest more in digital marketing, allowing you to reach customers 

across several time zones. 

Regenesys reached a larger audience through using digital media marketing techniques 

such as Google advertisements, LinkedIn ads, Instagram ads, and others. This kind of 

advertising allows us to target and tailor our audience based on demographics, 

psychographics, behavior, and geographic segmentation. 

One of the most effective methods to engage your audience, convey honest tales, be 

clear on your message, and establish your brand was via effective content marketing. 

External factors may have an influence on applicants' perceptions of your institution. Yet, 

regardless of the external problems, you might overcome them provided your business 

school had a strong enough brand that helped it stand out. 

Content marketing enables you to define and promote your brand, allowing you to 

overcome challenges such as the current pandemic by having candidates associate your 

brand with the key themes you want to promote a strength in finance or entrepreneurship, 

a drive toward societal impact, or even a feeling such as positivity or openness. Most 

content marketing, especially if the goal was brand growth or brand recognition, may have 

a longer time horizon. But, in today's atmosphere, content marketing was critical for 

advertising your school and maintaining your brand in the thoughts of potential students. 

The Covid-19 epidemic had also had a significant influence on education in Regenesys, 

as schools shuttered, and governments closed their borders in reaction to lockdown 

measures. While they were fast to substitute face-to-face lectures with online learning, 

these closures impacted learning and exams, as well as overseas students' safety and 

legal standing in their host country. Maybe most crucially, the situation calls into question 

the usefulness of a Regenesys education, which incorporates networking and social 

possibilities in addition to instructional material. 
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6.2.2 Success of Digital Tools to Virtually Conduct Events and Conferences 

Research Objective 3: To evaluate the success of digital tools used by Regenesys 

Business School to virtually conduct events and conferences. 

Regenesys hosted another kind of virtual event, webinars, and was well-versed in the 

best webinar software. Webinar technology allowed large groups of people to see 

audiovisual content from a single presenter or conductor. Webinar software was an 

enormously important tool for placing a critical component of events online, and it was 

often used for online events such as training, briefings, and product presentations in a 

variety of industries. Webinar software may be used to broadcast keynote speeches, 

breakout sessions, panels, and any other one-to-many event presentation. Event 

organisers may use webinar software to ensure that attendees could attend several 

keynotes, sessions, breakouts, and panels, as well as ask questions, just as they would 

at an in-person event, with appropriate agenda planning and setup. There were a variety 

of webinar options available, so event organisers should take advantage of the free trials 

offered by many of the main webinar providers to assess which tool would be most useful 

for their event. Adobe, for example, was temporarily offering health care practitioners, 

educational institutions, and organisation’s free access to its webinar platforms.  

The webinar software category on g2 has seen a large spike in traffic as companies 

sought technology that would enable them to continue working and communicating 

effectively throughout the covid-19 epidemic. While webinar software may let 

organisations broadcast events that would normally take place on stages, conferences 

were more than simply keynote speeches and breakout sessions. For many participants, 

the most valuable aspect of a conference was networking. Conferences gave a unique 

opportunity to meet customers and prospects face to face. 

Event technology has often struggled to capture the special nature of live events. At 

conferences, new alliances and business transactions may form spontaneously and 

organically as attendees are walking about exhibit halls, attending seminars, or even 

waiting in line for lunch. Some of these conversations could be reproduced utilising video 

conferencing and conference intelligence software, which benefited conference 
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participants in communicating. Nevertheless, merging a new product and experience with 

the rest of the virtual conference content may be problematic. 

As corporations managed to move to virtual events in the aftermath of the Covid-19 

tragedy, a new generation of online event software was developing. Numerous event 

software vendors were adding new features to their platforms to help impacted 

businesses and event organisers. 

6.3  Recommendations 

Based on the research findings, the following recommendations are suggested to 

Regenesys Business School to sustain successful events and conferences: 

Develop a Comprehensive Hybrid Model: Regenesys Business School should consider 

adopting a hybrid model that combines in-person and virtual elements to enhance the 

quality of the events and conferences. This will allow participants to attend the event in 

person while also providing an option for virtual attendance. The hybrid model will help to 

increase participation and improve the overall experience of the event. 

Enhance the Quality of Digital Tools: Regenesys Business School should invest in 

improving the quality of digital tools used for virtual events and conferences. The school 

should ensure that the tools are user-friendly and have features that enhance the virtual 

experience. Technical support should also be provided to participants to ensure a 

seamless experience. 

Leverage Social Media Platforms: The school should continue to leverage social media 

platforms such as Twitter and LinkedIn to promote events and conferences. The school 

should develop a comprehensive social media marketing strategy that includes creating 

event pages, using hashtags, and promoting events through sponsored posts. 

Conduct Pre-Event Surveys: Conducting pre-event surveys can help the school to better 

understand the needs and preferences of the participants. This will help to tailor the event 

to meet the specific needs of the participants and improve the overall experience. 

Partner with Other Institutions: Regenesys Business School should consider partnering 

with other institutions to co-host events and conferences. This will help to increase the 

reach of the event and provide a platform for collaboration and networking. 
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Explore New Technologies: The school should continue to explore new technologies that 

can enhance the virtual event experience. Technologies such as virtual reality and 

augmented reality can be used to create immersive experiences for the participants. 

Integrate Gamification Elements: Regenesys Business School should consider 

integrating gamification elements into virtual events and conferences to make them more 

engaging. Gamification elements such as leader boards, quizzes, and challenges can 

help to create a sense of competition and increase participation. 

6.3.1 Recommendation 1: Invest into Human Capital and the Right Tools 

For an organisation like Regenesys to effectively develop and accept an ambitious 

integrated model, the appropriate people must be in charge. A robust combination of 

organically created top talent and experience attracted into the firm will be required. This 

combination will allow the company to attract the correct sort of customers who are 

aligned with the organisation's vision while also assuring the creation of a long-term skills-

transfer and leadership pipeline inside the organisation. 

6.3.1.1 Benefits from the Recommendation 

From the proposed recommendation the following benefits can be expected: 

• An increase in loyalty to the part of the talent that has been recognised since they 

will be able to see a bright future for themselves inside the company. 

• An improvement in their overall performance as a direct result of their awareness 

that the organisation places a high value on them. 

• An integrated solution that includes coworkers who are totally dedicated to the 

success of the solution and who are eager to continue improving the solution. 

• Colleagues who are trustworthy and dependable 

• A more capable and high-caliber colleague as a direct result of the ongoing 

development 

• Ongoing sharing of knowledge and expertise within the organisation. 

6.3.1.2 Resource Requirements 

It is necessary to have access to the following resources to guarantee the proper 

implementation of the suggested recommendation: 
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• Financial resources: educational options that are appropriate and of high quality 

• Strategic mentorship pairings: Ensuring that mentees are matched with mentors 

who will best groom and develop them for the growth routes that lie ahead is the 

primary objective of strategic mentoring pairings. 

• Environments to test development effectiveness: The chosen co-workers will 

need to be given the flexibility to demonstrate what they have learned through the 

courses and mentoring via real-life tests, such as managing teams, presenting 

business case projects to the executive team of the company, and other similar 

activities. 

6.3.1.3 Suggested Implementation Plan 

The following implementation strategies must be used to guarantee the effective 

execution of the proposed recommendation: 

• Identified colleagues must be contacted well in advance of any program's start 

date. This allows them to psychologically prepare for the program and ensure that 

they have adequate time. 

• Regenesys must choose at least one colleague from each business unit and 

department to participate in the leadership seminars. 

• The organisation must also guarantee that the mentees are not partnered with their 

direct line manager, allowing them to learn a distinct business viewpoint from a 

different business leader. 

• Throughout the leadership program, each mentee will create a business case that 

will help or improve the company's integrated facilities management strategy. 

• The curriculum must be constructed in such a way that students have enough time 

to complete course work while also being conscious of their day-to-day duties for 

the organisation. 

• Online meeting platforms will be used for program sessions as well as mentor-

mentee meet-ups. 

6.3.2 Recommendation 2: Enhance a Key Account Management Approach 

It is suggested that the integrated business unit transition away from having its own profit 

center. And eventually become the Regenesys group's sales and business development 



148 

 

arm, selling the solution to clients and reintroducing it into the company that was harmed 

by the pandemic, where the different business divisions would handle their individual 

services.  

6.3.2.1 Benefits from the Recommendation 

From the proposed recommendation the following benefits can be expected: 

• A substantial rise in sales enquires.  

• Increased feedback from prospective clients owing to the aggressive sales 

approach. 

• Regenesys would be in the hunt for the largest and most profitable facilities 

management contracts throughout South Africa and Africa. 

• Redirecting and repositioning of skills and capabilities  

• Financial and market share growth  

• Recruiting top skills and talent into the organisation  

• Strong key accounts expertise inside the organisation 

6.3.2.2 Resource Requirements 

To ensure successful execution of the proposed recommendation the following resources 

are required: 

• Head-hunting of expert key account managers/executives: To obtain a head start, 

the company would need to recruit industry knowledge who could immediately draw 

blue-chip customers to Regenesys. The appropriate recruiting agencies would need 

to be used. 

• Budget: The organisation would need to free up budget via agreements with 

shareholders, etc., to hire the appropriate key account executives, with the 

expectation that they would be a good value for money in terms of the sales that they 

can bring to the company. 

• Clientele database: The organisation would want an overview of all customers in the 

South African environment who would require an integrated facilities solution to assist 

the organisation in recognising the key account expertise necessary. 
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6.3.2.3 Suggested Implementation Plan 

To ensure successful execution of the proposed recommendation the following 

implementation plans need to be applied: 

• Business restructure: the integrated business unit would need to be dismantled and 

its employees reallocated throughout Regenesys business units and divisions. 

• Business Units Managing Directors to driving customer service: After the main 

account team has delivered the client, it is critical for the different business units, led 

by their managing director, to supply the necessary quality services. In terms of client 

retention, the position of the key account manager would be simplified. 

• Identify sectors to play in: Before onboarding these key account executives, the 

company must have a clear direction in terms of the marketplaces and sectors in which 

it intends to operate. By doing so, it would immediately position itself to recruit the 

appropriate key accounts expertise. 

6.3.3 Recommendation 3: Technology Systems Integration 

Regenesys now has an excessive number of software platforms used for diverse 

purposes such as events, finance, procurement, human resources, and operations. All 

those procedures have made it tough and complex for IT to properly manage the 

applications of each system. And the multiple systems have indirectly contributed to the 

organisation's silo approach. Lot of goods should be shared across business divisions 

and should be run on a single software platform. 

6.3.3.1 Benefits from the Recommendation 

From the proposed recommendation the following benefits can be expected: 

• A company that is aligned in terms of the system and goods used (sensors, for 

example) to provide an effective integrated solution. 

• A cost-effective operating model, with cost savings resulting from the decrease of 

projects and multiple incompatible items. 

• Reduced pricing on bulk purchases from the chosen supplier that will provide the 

technological goods. 

• Training on the software solution and the indicated products would be simplified. 
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• Operating processes and rules might be simplified. 

6.3.3.2 Resource Requirements 

The following resources are necessary to guarantee the effective implementation of the 

suggested recommendation: 

• Budget: Budget for the chosen software solution as well as the goods that the 

organisation will use such as building management systems etc. 

• Solid and powerful software platform: The system selected must be usable and 

handle all essential functions across all business divisions. 

• Operations manual: An easy-to-read and comprehend documentation on the 

company's software systems and products. 

6.3.3.3 Suggested Implementation Plan 

To The following implementation strategies must be used to guarantee the effective 

execution of the proposed recommendation: 

• Software Training Sessions: All Regenesys colleagues who will be using the 

platform, which is the majority, will need to be taught on the program. To facilitate 

knowledge transfer of the system's operating manuals, a specialist from the 

software vendor would be required. 

• Product installation by trained technicians: To minimise product damage or 

insufficient installation, all items must be installed by either Regenesys trained 

technicians or the providing company's personnel. 

6.3.4 Recommendation 4: Collaboration with Technological Businesses 

The next step is to establish digital facilities or work with technical companies to create 

digital events. Many of those who were able to set up digital meetings stated they worked 

with a technology company. Regenesys regarded this partnership as an opportunity to 

speed, expedite, and get assistance from IT specialists, which they want to continue in 

the post-Covid scenario. Some others suggested that instead of investing time and money 

in upskilling their employees, organisations could hire consultants or work with digital 

start-ups. 



151 

 

6.3.4.1 Benefits from the Recommendation 

From the proposed recommendation the following benefits can be expected: 

• High-quality operations and service delivery  

• Sales objectives surpassed every fiscal year  

• A renowned and appealing brand in the  

• Dedicated and focused colleagues. 

6.3.4.2 Resource Requirements 

To ensure successful execution of the proposed recommendation the following resources 

are required: 

• Adaptivity: There needs to be a contractual commitment by the leadership 

structure of the organisation that the incentives would indeed be paid out. 

• Flexibility: One of the most important aspects of collaborating well is being open 

to and accepting of new ideas. 

• Budget: The organisation would need to ensure that it does indeed remunerate 

colleagues who have met and exceeded their targets.  

6.3.4.3 Suggested Implementation Plan 

To ensure successful execution of the proposed recommendation the following 

implementation plans need to be applied: 

• Feedback Sessions: This would be a win-win for the business and the colleagues 

there would need to be quarterly feedback sessions between the business’s senior 

team and the respective colleague on the tracking of the targets.  

• Caped limits: For the business to not be financially compromised in events where 

all colleagues meet their targets there would need to be caped limits of what the 

colleagues can earn in incentives.  

6.3.5 Recommendation 5: Adaptable Conference Rooms or Digital Studios 

Finally, there are adjustable conference rooms or digital studios designed expressly for 

creative and efficient virtual or hybrid events. Digital equipment, sophisticated digital 

devices, displays, proper lighting, microphones, seating, and sound systems are among 
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the most frequent facilities. Regenesys claims to have constructed their own new digital 

studios at Covid-19 to hold a better event for their clients and provide a better experience 

for them. A hybrid and virtual meeting studio built using digital technology. Studio spaces 

that are fully outfitted for streaming, recording, and hybrid events. Regenesys has 

invested in digital broadcast studios to deliver our venue to clients who have shifted to 

virtual meetings, and we are also considering future investments in hybrid meetings. 

6.3.5.1 Benefits from the Recommendation 

From the proposed recommendation the following benefits can be expected: 

• The business would gain valuable insight and data.  

• Integration of online and physical channels to create a more balanced platform is 

one potential option. Even once the present crisis subsides and events resume 

their old in-person forms, virtual events are likely to persist. 

• By transforming their physical events into virtual ones, new expressions in the 

event business emerged, such as online conferences, virtual meetings, live 

streamed events, hybrid events. 

• The technology integration would also be given an environment where it could be 

tested to its full potential, again the business would gain needed insight of possible 

issues that could come to the fore in much pressurised environments.  

• Humans are adaptable to new surroundings, yet they still have a deep urge to 

interact with one another. People cannot remain isolated from the outer world 

indefinitely. 

6.3.5.2 Resource Requirements 

To ensure success of the execution of the proposed recommendation the following 

resources need to be executed: 

• Budget: The organisation would need to procure the required software system 

and products and apply them to their full effect. 

• Human resources: People that are capable of learning, managing, and installing 

the products in the selected region would need to be either relocated or recruited.  
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• IT infrastructure: The basic and necessary infrastructure would ned to be in place 

to enable the model to operate.  

• Electricity: Basic power to the electric systems.  

6.3.5.3 Suggested Implementation Plan 

To ensure successful execution of the proposed recommendation the following 

implementation plans need to be applied: 

• Synergy between the operating system and the users: Users from Regenesys 

would need to be trained on the system.  

• Skills and Knowledge Transfer: The plan in commencing the operations in the 

selected region would need to clear from day one in terms of ensuring that all staff 

are trained on the various facilities management service lines through the  use of 

technology.  

• Client-centric focus: There would need to be a clear client-centric focus in terms 

of the operating procedures geared at delivering services that the customer wants 

and not what Regenesys things the customer wants.  

6.4  Limitations of the Study 

Since the study was undertaken for Regenesys Business School, the emphasis could 

only be on the Regenesys organisation, and comparisons to other management 

organisations in terms of strategies, processes, and procedures from a holistic market 

viewpoint could not be made. 

Apart from confining the study to Regenesys Business School, there were also 

geographical constraints in that the researcher conducted interviews with the Regenesys 

leadership, the bulk of whom were headquartered in Johannesburg, South Africa. This 

constituted an indirect barrier to getting foreign perspectives and understanding into the 

study issue. 

Time was also a constraint, since the research was done over a 6-to-9-month period, 

resulting in a restricted number of people who could be interviewed for the study. More 

specific industry knowledge could not be obtained due to this constraint. 
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The last restriction was cost limits, which prevented some integrated software solutions 

and products from being acquired and tested, which would have benefited in giving clarity 

and insight into the study's efficacy. 

Given the constraints stated here, more study is urged to better investigate the influence 

of the Covid-19 epidemic on events and conferences in Regenesys. In conclusion, 

Regenesys Business School should adopt a hybrid model that combines in-person and 

virtual elements, enhance the quality of digital tools used for virtual events and 

conferences, leverage social media platforms, conduct pre-event surveys, partner with 

other institutions, explore new technologies, and integrate gamification elements to 

sustain successful events and conferences in the post-pandemic era. By implementing 

these recommendations, the school can continue to provide high-quality events and 

conferences that meet the needs of its stakeholders. 

6.5  Areas for Further Research 

The following areas of further research are suggested to build upon the findings of the 

current study: 

1. Long-term Impact of Covid-19: The current study focused on the short-term impact 

of Covid-19 on events and conferences at Regenesys Business School. Further 

research could explore the long-term impact of the pandemic on the events 

industry and how Regenesys Business School can adapt to the new normal. 

2. Comparative Analysis: A comparative analysis of the impact of Covid-19 on events 

and conferences across different industries and regions could provide a better 

understanding of the challenges faced by Regenesys Business School and help 

to identify best practices for managing disruptions. 

3. Participants' Perception and Satisfaction: Future research could focus on the 

participants' perception and satisfaction with virtual events and conferences. This 

would provide valuable insights into the effectiveness of digital tools used by 

Regenesys Business School and how to improve the virtual event experience. 

4. Marketing Strategies: Further research could focus on the effectiveness of different 

marketing strategies used by Regenesys Business School to promote events and 
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conferences. This would help to identify the most effective strategies and refine 

the school's marketing approach. 

5. Impact of Hybrid Model: The current study recommended the adoption of a hybrid 

model for events and conferences. Further research could evaluate the impact of 

the hybrid model on participation, engagement, and satisfaction. 

6. Cost-Benefit Analysis: Future research could conduct a cost-benefit analysis of 

virtual and in-person events and conferences. This would help to determine the 

cost-effectiveness of different event formats and assist Regenesys Business 

School in making informed decisions about resource allocation. 

7. Technology Adoption: Further research could explore the factors that influence the 

adoption of new technologies for virtual events and conferences. This would help 

to identify barriers to adoption and inform strategies to promote technology uptake. 

8. Impact on Networking and Collaboration: Events and conferences provide 

valuable opportunities for networking and collaboration. Future research could 

evaluate the impact of virtual events on networking and collaboration and identify 

strategies to enhance these aspects of virtual events. 

In conclusion, the above areas of further research could provide valuable insights into the 

impact of Covid-19 on events and conferences, the effectiveness of marketing strategies, 

the success of digital tools, and the adoption of new technologies. These insights would 

assist Regenesys Business School in refining its event management approach and 

sustaining successful events and conferences in the post-pandemic era. 

6.6 Conclusion  

In conclusion, this study aimed to analyse the impact of the Covid-19 pandemic on events 

and conferences at Regenesys Business School, assess the marketing strategies used 

to minimise disruption, evaluate the success of digital tools used for virtual events, and 

make recommendations for sustaining successful events and conferences. 

The study found that the Covid-19 pandemic had a significant impact on events and 

conferences at Regenesys Business School, with many events being cancelled or 

postponed due to safety concerns and restrictions on public gatherings. However, the 
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school adapted to the new normal by adopting virtual event formats and a hybrid model, 

which allowed for the continuation of some events. 

The marketing strategies used by Regenesys Business School to minimise disruption 

included social media marketing, email marketing, and personalised invitations. These 

strategies were effective in promoting events and increasing attendance, particularly for 

virtual events. 

The success of digital tools used for virtual events was evaluated based on factors such 

as attendance, engagement, and participant feedback. The findings revealed that virtual 

events were successful in reaching a wider audience and providing greater convenience 

for participants. However, there were challenges associated with virtual events, such as 

technical difficulties and reduced opportunities for networking and collaboration. 

Based on the research findings, several recommendations were made to Regenesys 

Business School executives to effectively sustain successful events and conferences. 

These included investing in new technologies for virtual events, adopting a hybrid model 

for events, refining marketing strategies to maximize attendance, and enhancing 

networking and collaboration opportunities for virtual events. 

This chapter discusses the Regenesys Business School's improvement suggestions, 

advantages, and resources necessary to execute the recommended changes. It also 

discussed the study's weaknesses and areas that needed further investigation. 

The organisation must support and pilot the integrated solution, as well as a technology-

integrated strategy. The trial's success might transform the organisation's strategy and 

potential reach into other industries and consumers. The investment in the organisation's 

colleagues is a vital factor that might make or break the likelihood of the business's 

effective integrated management strategy. Rewards for high-performing colleagues are a 

crucial component of staff retention since employees remain where they feel valued and 

appreciated. 

Continuous development initiatives would be required to build internal talent and establish 

a healthy leadership pipeline. A key account management integrated strategy would be 

beneficial if used effectively and with the necessary skills and skill set inside the 
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organisation. In contrast to other kinds of events that use virtual and physical forms, hybrid 

events thrived during the Covid-19 crisis by providing a secure and flexible platform that 

could be tailored to almost all the consumers' needs. According to the conclusions of this 

study, hybrid events were widely used at Regenesys Management School during the 

Covid-19 outbreak and, as most participants agreed, would remain an important 

component of the whole event department. Regenesys thinks that hybrid events are the 

future of the event industry since they combine the greatest characteristics of virtual and 

real events. The experience, which is linked to the level of audience involvement in the 

present event, is crucial for events to function well. By having an audience there at the 

venue in addition to those present online, the level of interaction in a hybrid event may be 

boosted. Moreover, technology will be used to help, add value, and improve the 

experience for both on-site and online attendees. Hybrid events combine the reach and 

flexibility of virtual events with the connection and engagement of in-person events. 

Studying the websites of many event planning and trade exhibits inside Regenesys 

reveals that many of those with plans for the next months have virtual and hybrid meetings 

booked for the whole year 2021 and even 2022. This result also indicates that virtual and 

hybrid will be around at Regenesys Management School for a little while longer. 

The rapid occurrence of the Covid-19 pandemic, which placed the whole event sector in 

considerable uncertainty, may have had the greatest influence on the event department. 

Apart from that, in Regenesys, even though no official lockdown had been declared by 

governments, severe gathering laws forced the cancellation of practically all public 

activities. Therefore, several enterprises in the events sector lost their revenues which 

led to workers' layoffs or converting to part-time. 

The detrimental effects of the Covid-19 epidemic on the event business were obvious; 

the scenario for event planning in Regenesys was severe and dramatic, and the study's 

findings corroborate this. This research sought to delve further into Regenesys' event and 

conference department on a strategic basis. Apart from comprehending what happened 

in the firm during the Covid-19 pandemic crisis by analysing shifts and trends in the event 

industry with the use of data obtained for the aim of this study, papers and articles on the 

issue were also analysed. 
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APPENDIX A: INTERVIEW COVERING LETTER 

INTERVIEW COVERING LETTER 

Dear Participant, 

My name is Anita Tirkey, and I am a registered at Regenesys Business School currently 

completing my Master of Business Administration (MBA) degree in Johannesburg. The 

research topic is titled: 

 The Impact of Covid-19 Pandemic on Events and Conferences at Regenesys Business 

School 

As part of my degree, I am required to complete a dissertation and have chosen to 

research the impact of the Covid-19 pandemic on events and conferences at the 

Regenesys Business School.  

Through participation in this survey, you will not only be helping me with my study, but 

you will also be making a valuable contribution towards the understanding of the Covid-

19 pandemic on employee morale and job satisfaction.  

This survey should take us not more than twenty minutes to discuss and complete. The 

information you provide is completely anonymous and will be compiled together and 

analysed as a group.  

Results from my study will be made available by the Regenesys School of Business.  

If you have any concerns about this study, you may email the research department of 

Regenesys Business School at research@regenesys.co.za or call them at +27 11 669 

5000. 

If you require additional information or have questions, please contact me at the number 

listed below. 

Yours Sincerely, 

Anita Tirkey 

Mobile: +27 68 419 5103 

Email:  tirkeyanita1310@gmail.com 
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APPENDIX B: INTERVIEW SCHEDULE 

 

 INTERVIEW SCHEDULE 

Participants Code: ……. 

Interview instructions: 

• Please for Section A insert an X in the appropriate box. 

• For the remainder of the Sections B, C and D answer the questions as accurately 

as possible. 

• Remember that this information is kept confidential at all times. 

 

Section A: Demographic Characteristics 

A1. Gender Profile of Participant 

Female  Male  

 

A2. Age Grouping of Participant 

Below 20 years  

20 to 29 years  

30 to 39 years  

40 to 49 years  

50 to 60 years  

Plus 60 years  

 

A3: Ethnicity Status of Participant 

 

African  
White  
Coloured  
Asian  

 

A4: Highest Educational Qualification of Participant 

Grade 12  

Certificate   

Diploma   

Degree   

Master’s Degree  
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Doctorate  

A5. Working Experience of Participant with Regenesys Business School 

 

0 - 1 year  
1 to 3 years  
4 to 6 years  
7 to 10 years  
10 years plus  

 

A6. Designation of Participant 

 

 

Section B: Impact of Covid-19 on Events and Conferences 

Objective 1. To analyse the impact of Covid-19 on events and conferences at Regenesys 

Business School. 

The questions below are aligned to the above objective and were designed to analyse 

the impact of Covid-19 on events and conferences at Regenesys Business School. 

B1: Impact of Covid-19 on Students 

Question B1: Do you think Covid-19 had an impact on students? Please explain. 

………………………………………………………………………………………………………

…………………………………………………………………………………………………… 

B2: Close of Business Schools due to Covid-19 

Question B2: Do you think the decision to close business schools during the time of 

Covid-19 was the correct decision? Please explain. 

………………………………………………………………………………………………………

……………………………………………………………………………………………………… 

B3: Increase of Study Fees During Covid-19  

Question B3: Do you think that the increase in study fees by the business schools in the 

time of Covid-19 was the correct policy? Please explain. 

Executive  

Senior Management  

Middle management  

Junior management  

Supervisor  



165 

 

………………………………………………………………………………………………………

………………………………………………………………………………………………………  

B4: Impact on Student Studies During Covid-19 

Question B4: Do you think there was an impact on the studies of the students during 

Covid-19? Please explain. 

………………………………………………………………………………………………………

…………………………………………………………………………………………………….. 

B5: Implementation of Webinar during Covid-19 

Question B5: Do you think that the implementation of webinar during Covid-19 is right 

for the future of students? Please explain. 

………………………………………………………………………………………………………

……………………………………………………………………………………………………… 

Section C: Marketing Strategies to Minimise Disruption to Events and Conferences 

Objective 2. To assess the marketing strategies used by Regenesys Business School to 

minimise disruption to events and conferences. 

The questions below are aligned to the above objective and were designed to assess the 

marketing strategies used by Regenesys Business School to minimise disruption to 

events and conferences. 

C1:  Satisfaction Level with Online Teaching During Covid-19 

Question C1: What was your satisfied level with the “online teaching” concept in this 

Covid-19 situation? Please explain. 

………………………………………………………………………………………………………

……………………………………………………………………………………………………… 

C2: Continuous Usage of the Online Teaching Concept 

Question C2: Do you think that the online teaching concept will continue after the Covid-

19 crisis?  

………………………………………………………………………………………………………

……………………………………………………………………………………………………… 
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C3:  Marketing Challenges During Covid-19 

Question C3: Do you think marketing was challenging for business schools during Covid-

19? Please explain. 

………………………………………………………………………………………………………

…………………………………………………………………………………………………….. 

C4: Access to Online Education 

Question C4: Do you think that most of the students do not have access to online 

education because they do not have the tools? Please explain. 

………………………………………………………………………………………………………

……………………………………………………………………………………………………… 

C5: Suitability of Online Learning Concept for Students 

Question C5: Do you agree that the online learning concept is suitable for all kinds of 

students? Please explain. 

………………………………………………………………………………………………………

……………………………………………………………………………………………………… 

Section D: Success of Digital Tools to Virtually Conduct Events and Conferences 

Objective 3: To evaluate the success of digital tools used by Regenesys Business School 

to virtually conduct events and conferences. 

The questions below are aligned to the above objective and were designed to evaluate 

the success of digital tools used by Regenesys Business School to virtually conduct 

events and conferences. 

D1:  Online Events Initiative During Covid-19 

Question D1: Do you think that during Covid-19 online events is a good initiative from 

schools?  

………………………………………………………………………………………………………

……………………………………………………………………………………………………… 

D2: social media as a Marketing Tool during Covid-19 

Question D2: Do you think that during Covid-19 Business Schools using social media as 

their marketing tool to promote their events and conferences was beneficial?  
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………………………………………………………………………………………………………

……………………………………………………………………………………………………… 

D3: Usage of Business School Blog during Covid-19 

Question D3: Do you think that during Covid-19 Business Schools using Blog was 

interacting with students?  

………………………………………………………………………………………………………

……………………………………………………………………………………………………… 

D4: Impact on the Use of Facebook and YouTube Advertisements 

Question D4 Do you think that during Covid-19 Business Schools using Facebook and 

YouTube was helpful to promote events and conference? Please explain. 

………………………………………………………………………………………………………

……………………………………………………………………………………………………… 

D5: Impact on the Use of Zoom, Ms Teams, and Google meet 

Question D5: Do you think that during Covid-19 business schools making use of Zoom, 

Ms Teams and google meet during Covid-19 was fruitful? Please explain. 

………………………………………………………………………………………………………

……………………………………………………………………………………………………… 

Section E: Recommendations by Participants  

Finally, do you have any suggested recommendations to make that would add value to 

the organisation and this research study? 

………………………………………………………………………………………………………

………………………………………………………………………………………………………

……………………………………………………………………………………………………… 

 

Thank you for your participation in this research study it is much appreciated. 
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APPENDIX C: CONSENT FORM FOR PARTICIPANTS  

INFORMED CONSENT 

I, ________________________________, hereby confirm that I:  

 

1. Have been informed by the researcher, Anita Tirkey, about the nature, conduct, 

benefits, and risks of this study.  

2. Have also received, read, and understood the Letter of Information regarding the 

study.  

3. Have also been informed that the results of the study, including personal details 

required by the study will be anonymously processed into a study report.   

4. Agree that the data collected during this study can be processed in a computerised 

system by the researcher. 

5. Am aware and understand that I may, at any stage, without prejudice, withdraw 

my consent and participation in the study. Where I have had questions regarding 

the study, these have been answered by the researcher to my satisfaction.  

6. Understand that significant new findings developed during this research which may 

relate to my participation will be made available to me.  

Additional consent, where applicable 

I hereby provide consent to: 

• Audio-record my interview: YES/NO/NOT APPLICABLE 

• Video-record my interview: YES/NO/NOT APPLICABLE 

I declare that my participation in this study is entirely voluntary. 

 

Full Name of Participant   Date    Signature 

 

Full Name of Researcher   Date    Signature 
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