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Experiental  Marketing 

in the t ime of Covid-19

Welcome to The Park’s view on the future of 

experiential marketing - a report that looks 

at how brands can continue to grow and 

prove what they’re about during the time of 

COVID-19 and beyond.

This is a document timed to coincide with 

the UK’s first steps along a continuum 

that has strict lockdown at one end and 

normal life at the other. We’re not scientists 

so are not going to predict how long that 

journey will take, nor exactly what “normal” 

will be when we get there. We’ve also not 

produced a laborious document full of 

things you’re sick of thinking about, we’ve 

focused on things you might not have  — 

the Psychology of experiences and social 

distancing, the look and feel of future event 

spaces, and the opportunities to develop 

and combine them with virtual and digital 

experiences. This is meant as a positive, 

hopeful document.

The report starts with a simple table 

overview of what we know about current 

and future restrictions on our lives, and what 

it means for experiential marketing. We will 

then look at four key areas for the future of 

experiential marketing, authored by some 

of the people from The Park with input from 

industry experts and research from YouGov. 

We hope you find this report useful and 

insightful, and above all we hope you and 

your families are safe and well.
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Stage of 
restriction When? Physical 

implications Leisure & Hospitality Retail Travel Experiential 
activity implications

Severe

Stage now past. Could be 
reimposed with any second 

peak of infections, 
potentially at a localised 

level depending on roll out 
of test, track and trace.

Non-key workers must 
stay at home. Only leave 

for exercise, food or 
medical supplies.

All closed except for some takeaway 
food and drink.

All non-essential 
retailers closed.

Only essential domestic travel.
No international travel.

Virtual events. Digital initiatives. 
Influencer partnerships. 

PR stunts (with no attendees).

Light

Through June. Potentially 
reimposed alongside any 

further outbreaks or 
increased strain on the NHS 

e.g. winter flu season.

Return to work if cannot 
WFH, advanced social 

distancing and hygiene 
measures. Over 70s and 

clinically vulnerable 
encourged to stay at 

home. Limited outdoor 
gatherings including with 

people outside your 
household.

Pubs, cafes, and restaurants,  remain 
closed, except for takeaway and 

some outdoor activity. Nightlcubs, 
cinemas and hairdressers closed. 

Gyms closed, limited personal 
training allowed outdoors with social 
distancing. Outdoor sports facilities 

open. Professional sport behind 
closed doors. Outdoor markets 
reopen. Small weddings allowed.

Reopen with social 
distancing, reduced 

capacity, and increased  
hygiene processes.

Private transport allowed. Public 
transport with reduced capacity, 
staggered work start times, and 
enhanced social distancing and 

hygiene (face coverings and hand 
sanitizer encouraged). 14 day 

quarantine for anyone arriving from 
abroad. Hotels remain closed in UK.

Activity from severe stage continues. 
Made-for-content experiential activity 

with limited attendees, and socially 
distanced crews can potentially re-

start. Retail experiential activity 
acknowleding new environment. Small 

scale outdoor experiential activity. 
Media launches.

Loose 

No earlier than July. This 
stage is likely to have the 

most phases to it as 
officials grapple with the 
risk to "R" vs reward to 

public life for each measure. 

More people return to 
work and more offices 
reopen with restricted 

capacity. Larger gatherings 
permitted, particularly 

outdoors.

Pubs, restaurants, cafes, cinemas, 
gyms and hairdressers reopen with 
social distancing, reduced capacity 
and integration of test, track and 
trace.Top level professional sport 
continues behind closed doors for 
significant amount of time. Small  

festivals allowed.

All re-open.

Increased public transport capacity. 
Increased international travel, 
potentially with "air bridges" 

between select countries. Gradual 
reopening of hotels and private 

holiday lets.

Larger experiential activity could re-
start. Particularly activity held outdoors. 

Indoor branded events adhering to 
social distancing and hygiene 

requirements, with attendance carefully 
managed and test, track and trace 
integrated, to re-start later in this 

stage. Some sampling could restart. 

Return to 
"normal" 

(some form of 
vaccination or 

treatment)

Currently unclear, but best 
case likely to be late 2020, 

early 2021. Possibly 
significantly later.

Restrictions lifted. Full return. Full return. Full return. Full return.
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As marketing and experience 
professionals there are three key areas to 
focus on: Desire, Novelty and Fear.

The effect of government guidance on 

what people are and aren’t allowed to do is 

clearly important, and is covered extensively 

elsewhere in this document, but an equally 

important factor in assessing the outlook for 

branded experiences in the time of Covid-19 

is what people will want to do. This is where 

an understanding of human nature can 

prove useful.

Despite what many commentators will have 

you believe, there is no true precedent for 

what we’re currently living through. Not 

World War II, not the Great Depression, 

not the Spanish Flu. We cannot make 

predictions about how people will feel 

through Covid-19 and beyond with certainty. 

But what we can do is look for signs and 

signals and make educated hypotheses.   

We can take some guidance from Isaac 

Newton and assume that there will be 

reactions to the current actions that we’re 

living through.

 

There are many psychological aspects to 

the situation currently, and as it evolves. 

This piece will focus on those that are most 

likely to affect branded experiences and 

events, and how brands can use them for 

their business and/or societal benefit. But 

that isn’t to dismiss the importance, and 

effect on society, of mental health issues, 

loneliness, fear of personal and family 

wellbeing, and the potential two-tier society 

split between those with greater or lesser 

restrictions (based on age and health) and 

greater or lesser risks of serous ill health 

(based on employment, location and 

demography).

Psychology 
of Experiences

Introduction
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The current situation has clearly created 

some feelings of disconnection-

psychologically and physically  - some of 

which have been met in new ways (Zoom 

quiz anyone?) and many that may have not. 

But focusing on the desire for connection 

in the sense of belonging would be to 

miss the point. Research from YouGov has 

shown that only 13% of people feel the 

lockdown had a negative effect on personal 

relationships vs 44% feeling it had a positive 

effect (43% no effect/don’t Know). In fact, 

the only aspect the majority felt had got 

worse was their social life (59%). So, it is a 

specific type of connection that is missed- 

not the relationships themselves, but the act 

of socialising. 

While it will be some time, we expect, 

before close physical contact is allowed, 

we can at least start to meet some of 

the psychological desires as we emerge 

from the most severe restrictions on our 

liberties. Behavioural science tells us that 

the scarcity of something increases the 

appeal of it. Will the scarcity of events and 

opportunities to socialise increase their 

appeal? Our hypothesis is yes. But also, we 

predict there will be an increased desire for 

adventure, escapism and excitement; some 

of the desires that sit behind the catch-all 

of “socialising”. And three things bitterly 

lacking in recent months. This provides 

an opportunity for brands to provide 

something genuinely desired.
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Desire 

13%
13% of people feel the 

lockdown had a negative 
effect on personal 

relationships. 

44%
44% of people feel the 

lockdown had a positive 
effect on personal 

relationships. 

59%
59% of people feel the 

lockdown had a negative 
effect on their social life.
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It’s telling that YouGov’s tracker tells us 

that “Boredom” and “Frustration” are the 

nation’s strongest emotions currently felt 

by the British people. These have replaced 

“Stressed” and “Scared”, the leaders earlier 

in the pandemic, and give a clear indication 

of the shifting mood and desires of the 

nation. The psychological impacts of the 

monotony and routine of the current 

situation are complex and interesting.

The human need for routine caused a lot of 

the unsettling feeling people experienced 

early in the pandemic- as routines were so 

largely disrupted. But now, that has been 

replaced by extreme routine, where even 

weekends feel largely similar to weekdays 

to many people.  This is creating a rebound 

towards a desire for novelty. A desire for 

things that make the world feel different, to 

confirm that we have left the restrictions. 

This explains the appeal of Londoners 

buying takeaway pints to drink in the park 

at five times the price of a can from a 

supermarket for the same purpose. 

As we move through the looser stages 

of lockdown there is an opportunity for 

brands to provide novelty through physical 

and digital experiences in increasingly 

adventurous ways. Novel experiences, 

after a time of monotony, sating a desire 

for freshness, colour and variety. An 

opportunity for brands to do things, not say 

things, to allow people a break from being 

told what to do.

Novelty

Psychology of Experiences

BOREDOM & FRUSTRATION

STRESSED & SCAREDV S

Aragon House:

A woman picks up takeaway pints from 

a pub in London.

Credit: Rick Findler
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Clearly, not all of the psychological effects 

of COVID-19 provide needs to be met or 

desires to be satisfied. British people’s fears 

and worries about COVID-19 under-index 

in the global charts compared to the death 

toll and infection cases but there is, and 

will remain, a multi-faceted sense of fear 

that must be acknowledged and overcome. 

And fear is an incredibly powerful emotion, 

our ancestors’ healthy dose of fear is a key 

reason we’re on the earth today.

Many people will look at the world 

differently, and see a world of risk, germs 

and viruses.  Many will fear a return to a 

hard lockdown. Some people will overcome 

these quickly, others slowly, some not at 

all. But within all of these groups are the 

people described above, people that desire 

the connection, socialisation and novelty 

that events and experiences can provide. 

As professionals it is our responsibility 

to balance these two aspects. To provide 

opportunity, reassurance and safety.

Exceptional Health & Safety practices 

will be essential for physical events and 

experiences and are covered at length 

elsewhere in this document. There is 

also much we can do to provide mental 

reassurance. Crucially, by acknowledging 

fears and providing clarity about how 

they will be overcome.  By utilising the 

Social Proof phenomenon- the effect of 

seeing other people do something on our 

likelihood to do it- to normalise events and 

experiences. And, maybe most importantly, 

by providing experiences that are so 

desirable, with so much flexibility and 

security that the deep-held evolutionary 

fight or flight response is controlled.

Encouragingly, research from YouGov shows 

that the amount of people intending to do 

things like go to gigs, events, pubs, cinemas 

and nightclubs more after the lockdown 

outnumber the amount intending to do such 

things less (the majority intend to take part 

in these activities at a similar level to prior 

to the pandemic).

In summary, there is reason for hope, and 

there is reason for concern. But above 

all, it is important to consider how people 

are feeling about events, experiences and 

socialising as opposed to just focusing on 

what the government might say they are 

allowed to do. That way we will be able to 

create activity they truly want, and maybe 

even need.
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Technology has been embraced by 

the experiential industry for a number 

of years and has played a vital role in 

delivering some of the most cutting edge 

and stand out campaigns, work that has 

elevated the whole experiential sector 

and helped us compete against other 

marketing techniques. VR and AR allows 

us to take people into different worlds, to 

experience what they normally can’t and 

create an entirely contained experience, 

we know how powerful it can be when 

it’s done well. There was however a bit of 

a saturation point a few years ago when 

clients demanded VR experiences for the 

sake of it and as such work that didn’t 

embrace the possibility of the technology 

was rolled out, it all became a bit samey and 

boring. We’re fundamentally about creating 

amazing, shareable experiences for people, 

sometimes technology can help, sometimes 

it’s not the best route to go down. People 

still crave physical interactions with others 

but obviously the world we currently find 

ourselves in doesn’t allow that, it’s digital or 

nothing right now. 

Tech & Virtual

Introduction
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Virtual Reality:
An interactive public 
exhibition.

Credit: UCLA Institute 
for Digital Research and 
Education
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Our lives have changed forever and a 

number of sectors have been massively 

affected, in particular the entertainment 

industry has been hit hard. Festivals have 

all been cancelled, no one is able to attend 

gigs, the theatre, art galleries or museums 

at the moment and they’ve had to adapt. 

We’ve been looking carefully at what these 

businesses have been doing digitally while 

their doors are closed and there have 

been lots of lessons learned. They are now 

competing for someone’s laptop time rather 

than footfall; people still have numerous 

things vying for their attention and choices. 

As a team we loved heading to Melbourne a 

few weeks ago to tour the National Gallery 

of Victoria’s Keith Haring exhibition, it was a 

seamless experience, you could get close 

to the artwork and it was accompanied 

by a brilliant audio tour, it was almost like 

being there. The great digital experiences 

have layers, it’s not just a case of pointing 

a webcam at something. As a team, we’re 

really looking forward to Lost Horizon 

Festival in July which is a virtual festival from 

the team behind Glastonbury’s Shangri-La. 

Virtual Reality Digital Experiences:

Keith Haring & Jean-Michel Basquiat: Crossing 
Lines, Virtual Gallery Tour.

Lost Horizon Festival digital render.

Credit: 
National Gallery of Victoria
Lost Horizon
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As well as bringing existing events to life 

digitally there are also new worlds emerging, 

the most interesting is Party Royale which 

is a spin off from the blockbuster that is 

Fortnite. In Party Royale you can do lots 

of weird and wonderful things that you 

could never get away with in the real world 

such as ride a solid gold quad bike while 

dressed as a banana and lobbing burgers at 

your mates. While that might not appeal to 

everyone there is also a huge concert arena 

where you can hang out, it was launched 

with a show featuring DeadMau5 and Steve 

Aoki and has lots of other events lined up as 

well as film premieres. The people behind 

Party Royale are Epic Games and they are 

leading the VR charge, they’ve also recently 

announced their new Unreal 5 Engine 

due to launch in 2021 that will take the VR 

experience on the PlayStation 5 to the next 

level. 

With regards to VR there has been a 

significant spike in audiences streaming VR 

content and watching 360° video, record 

numbers of people are using social VR 

platforms, and most VR headsets have sold 

out or are incredibly hard to find (admittedly 

the supply chain issues caused by the 

current pandemic have contributed to 

this). We’re bored, we’re stuck at home, VR 

can however take us to another world and 

people are embracing it. 
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Party Royale:

Party Royale is an experimental and evolving space in 

Fortnite. The space is designed so you can hang out 

with friends, play games and enjoy live entertainment.

Credit: Epic Games

Unreal 5 Engine:

Unreal Engine is the world’s most open and advanced 

real-time 3D creation platform for photoreal visuals and 

immersive experiences.

Credit: Epic Games
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Although it’s slowed down, the experiential 

world hasn’t stopped either, it’s simply 

adapted and there are still campaigns being 

delivered.  We’ve always been a creative 

bunch and had to solve a logistical challenge 

or two, we’ve just got a few more challenges 

to consider right now. Asics had a new shoe 

to launch recently and embraced VR. The 

shoe had been in development for over a 

year and still needed to launch with a bang 

after the global press launch planned in 

Japan had to be cancelled. The agencies 

involved pulled together an amazing virtual 

experience where the world’s media were 

still able to tour the Asics innovation lab, 

speak to the team behind the shoe and 

then complete a number of challenges to 

experience the benefit the shoe provides. 

The media coverage was still generated, and 

the shoe was launched successfully without 

having to fly media to Japan. 

There have been other brands who have 

tried to embrace technology and not faired 

quite so well, recipe box provider Gousto 

ambitiously attempted to bring the nation 

together for a virtual dinner party hosted by 

various celebrities including Nick Grimshaw, 

unfortunately it didn’t quite go alright on the 

night and attendees were met with frozen 

images if they were even able to access it 

at all.  

Asics shoe launch:

Japanese footwear brand Asics launched its latest 

collection of sneakers using virtual reality.

Credit: Asics and Solarflare.
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In terms of where we go from here it’s going 

to be very interesting. We’re now used 

to experiencing things from our laptops, 

some habits we’ve developed during this 

period will remain. Technology is only 

going to get better, cheaper and easier to 

use and people aren’t going to abandon 

it but fundamentally we still crave human 

connections. 

Virtual reality in particular faces an 

incredibly exciting future, there may well 

be a point not too far from now when the 

virtual experience is better than the real 

thing, especially when it comes to watching 

major sporting and music events. As well 

as providing us with amazing entertainment 

smart brands are going to unlock the 

potential of virtual experiences to help 

us perform everyday tasks, the banking, 

healthcare, and retail sectors are particularly 

focused on this. 

Ultimately, we’re going to have even more 

choice on where we focus our attention and 

the best experience will win, that could be 

digital or physical but it needs to be brilliant 

or it will be ignored. 
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Panasonic VR launch 2020:

Panasonic Corporation has announced the development of 

the world’s first High Dynamic Range (HDR) capable ultra-

high definition (UHD) virtual reality (VR) unit.

Credit: Panasonic Corporation
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As we enter a new age of experience, public 

venues remain shrouded by a cloud of 

uncertainty. With each daily briefing and 

changing levels of restriction, venues have 

never been under such pressure to adapt. In 

our current economic climate, a pandemic 

redesign would be unobtainable for most, 

and the question we should be asking is 

what small changes can help create the 

greatest impact?

Looking forward into the future of venue 

design, adaptability and pandemic 

prevention must be the driving force for 

change. Such adaptability to accommodate 

for future waves of pandemic, changes 

in experiences and consumer attitudes. 

As cities change and the world begins to 

resurface, venues need to embrace a new 

tool kit of options that are more flexible, 

holistic and responsive.

Introduction

Outlined in this chapter are eight 
examples of the changes we might see 
in venue design.

Village Underground:

Village Underground is a multi-functional 

space for creativity & culture in the heart 

of East London.

Credit: Village Underground
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Eliminating the need to interact with 

surfaces will allow visitors to navigate 

the space with a reduced chance of 

contamination.

Using automation and recognition, we will 

see lifts ordered through a mobile app, 

doors opening with motion sensors and 

blinds operated by a footswitch.
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Queuing will form a large part of guest 

experience and will need adapting to 

entertain longer wait times.

Bringing interactive elements into the queue 

will entertain visitors. Could they engage 

with digital screens, sound installations or 

unlock clues about the experience?

The reward should be visible from the 

queue entrance. If guests are in sight of 

their destination or other marker points, this 

will increase anticipation and excitability.

1. Engaging Queues

2. Contactless Journey

Situation Room:

A spatial experience where guests can interact with the 

curved forms, digital screens and sound art as they enter 

the space.

Credit: Mark Fornes, New York.
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Interior finishes will be designed to reduce 

contamination with surfaces resistant to 

bacteria and viruses.

The number of flat and exposed surfaces 

must be reduced to limit contamination. 

We could see a return to copper and 

brass finishes due to their antimicrobial 

properties.

Fibrous and porous materials such as 

cardboard can be used as a lightweight 

and structural alternative to typical hard 

surfaces and structures. These unique 

properties are also shown to reduce the 

survival rate of the virus - the carboard can 

then be recycled.

Antimicrobial coatings will be commonplace 

for eliminating viruses on material surfaces 

such as doorknobs, countertops, and flat 

walls. These coatings are enhanced by 

a range of silicone treatments, chemical 

compounds and self-cleaning nano-

technology.

3. Material finishes and surfaces

Copper Door Finish:

Antimicrobial Copper 3D Printed onto 

Metal Surfaces.

Credit: Digital Engineering

Harmonics in Space:

An interactive cardboard installation where guests can 

sit or interact with their colourful environment.

Credit: Fred Butler, Now Gallery.
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Public toilets will see a change in spatial 

arrangement and an increase in technology 

to reduce contamination.

Motion sensor taps and soap dispensers will 

be implemented throughout public toilets. 

Increased technology may also result in 

foot-operated flushes and self-closing seats 

to limit surface interaction.

The proximity of male urinals makes it 

particularly difficult to ensure social 

distancing and could be scrapped as we 

move towards a gender-neutral alternative. 

One-way gender-neutral facilities could 

see men and women queuing at one door 

and exiting on the other side with individual 

cubicles in between. Where possible single-

person toilets offer the greatest security.

4. Public Toilets

As more experiences are streamed online 

or involve advancded technology, spaces 

must be designed to accommodate new 

tech-based requirements.

Muffled and reverberating sounds can be 

reduced with acoustic panelling and soft 

surfaces which absorb echoing sound. 

These finishes ensure that sound is of the 

highest quality for recording purposes 

and provide greater sound experience for 

guests dispersed across the space.

Increased lighting, both natural and artificial 

is essential in producing high-quality 

content to be shared online.

5. Design for the Virtual Environment

Acoustic Panneling:

Various acoustic panelling used for sound 

diffusion across both corporate and 

music venues.

Credit:
Archiexpo
Snape Meltings Concert Hall, Suffolk.
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Restricted within our towns and cities, 

guests will find comfort in designs that 

reference nature and serenity.

For colours to gain popularity, they must 

reflect consumer attitudes. In this time of 

uncertainty, we could see a transition into 

colour choices which provide a sense of 

comfort, warmth and reassurance - yellows, 

pastels and soft colour palettes.

As we transition back into public spaces, 

we must look to design spaces that offer 

sanctuary and reassurance, so people feel 

comfortable visiting. Using the green hues 

of nature and maximising natural light will be 

effective in creating a peaceful environment, 

particularly for city dwellers.

6. Biophilic Design

In the face of a pandemic, modular and 

lightweight structures offer the greatest 

flexibility to adapt to a changing urban 

environment.

As venues begin to adapt to smaller event 

sizes and government rules and regulations, 

they must remain flexible in their spatial 

offering. Building lightweight partition walls, 

screens and multiple entries and exit points, 

low-cost materials such as plywood, mesh, 

and sheet off-cuts could become the norm.

Portability and prefabrication away from 

the site create a viable option for venues 

shaking up their spaces to adapt to changes 

in experiential events. 

7. Modular and lightweight structures

1 Hotel Brooklyn:

The hotel’s entrance lobby is draped in foliage 

which brings natural hues into the hospitality 

environment.

Credit: 1 Hotel Brooklyn, New York.
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As we transition back into venues and 

public spaces, we’ll need visual cues for 

social distancing.

Venue interiors will be designed with 

universal cues to assist in creating 

comfortable social barriers without being 

distracting or non-approachable. 

Circular shapes and forms will represent 

social distancing as opposed to the 

authoritative black and yellow tape.

Customer services and products will be 

positioned further apart to prevent people 

from crowding to see something.

8. Design for Social Distancing

Here Comes the Sun blanket:

The picnic blanket would allow people to 

“socialise safely and confidently” outdoors once 

Covid-19 lockdown restrictions have been lifted.

Credit:  Paul Cocksedge

Modular and lightweight structures:

These examples represent structures 

which can be adapted to varying 

spatial requirements.

Credit: ESE Direct
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The Covid-19 pandemic will change the 

way we plan and execute events in the 

UK forever. New processes and legislation 

will lead to events and experiences being 

under more scrutiny than ever with event 

planners, workforce, venue owners, councils 

and attendees all impacted by the new 

physical world and its adapted ways of 

living and socialising. There will also be 

new opportunities for event planners and 

agencies as the restrictions will no doubt 

open new and interesting ways of putting 

on engaging events and experiences.    

We’ve taken a look at the landscape for 

events moving forward and some of the 

big considerations and H&S requirements 

that will impact the industry and venues in 

particular.

Healthy & Safety

Introduction

The Park | Experiential Marketing in the time of Covid-19

Security staff will be controlling how many 

people enter as per usual but will also need 

to ensure that social distancing measures 

are adhered to with barriers likely used to 

implement the two-metre rule. One-way 

systems could be put in place and usual 

facilities such as cloakrooms are likely to 

be ditched in favour of locker systems to 

restrict the amount of physical contact on 

your belongings.

Event Lockers:

Locketgo operates these smart across many  types 

of venue  – sports stadiums and concert halls, and 

temporary venues such as music festivals and other 

outdoor mass-event venues.

Credit: Locketgo
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Ensuring best in class hygiene and cleaning 

inside spaces will be a major part of the 

reopening plan for venues across the UK, 

with cleaning stations and hand sanitiser 

positioned throughout. 

Hand washing is key to beating the virus and 

we are likely to see portable units, clearly 

signed and in large numbers becoming the 

norm.

Digital sanitiser stations will distribute 

sanitiser on a practical level and also offer 

advertising opportunities on screen at 

exhibitions, conferences etc. The way that 

technology and H&S merge to create new 

products will be very interesting to watch.

We could see temperature checking 

facilities put in place with the isolation and 

removal of anyone in the work force that 

does test positive.
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Health & Safety

2. Hygiene

Digital Sanitiser & Temperature checks:

Sanitiser units and temperature checks will become the 

norm when entering venues.

Credit:
Hygiene Solutions
BBC News

3. Promotional staff 

Promotional staff will see their roles 

extended and include more focused 

H&S responsibilities such as providing 

disinfectant wipes or spray and tissues for 

guests while they will also regularly clean 

key ‘touch points’ such as door handles, 

lift buttons, keypads and stair or escalator 

handrails.



4. Signage
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We will see higher quantities of H&S 

signage in venues to remind guests of the 

safety messaging. These will need to be 

highly visible and clear with no room for 

misinterpretation and factored into the 

planning and design stage of events moving 

forward. It will be important to get the 

correct balance of meeting clients brand 

guidelines while delivering key life-saving 

messages and distancing rules on branding 

and signage.

At Pay Points flexi-plastic physical barriers 

will be used to provide a screen for staff 

working on ticket offices and bars, and 

every other till point will be closed if they 

are located near each other. Cashless 

purchases, and any self-checkout 

touchscreens or keypads should be wiped 

between each use to minimise the risk of 

customers transferring the virus between 

each other.

When it comes to food distribution the 

traditional canape tray service will be 

ditched for static canape stations where 

guests will be required to use disposable 

gloves and hand sanitiser before handling 

food. Sit down dinners are also likely to see 

YO Sushi style conveyor belts to distribute 

food. 
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Health and Safety Signage:

Signage placed throughout Westage Shopping Centre in 

Oxford.

Credit: COVID Secure Signage

5. Pay Points

YO! Sushi:

The chain specialises in delivering Japanese street food 

and sushi to guests via a ‘kaiten’ conveyor belt.

Credit: Yo! Sushi

6. Food distribution



There will also be a greater involvement 

from the emergency services during the 

planning and execution phases. Chris 

Woodford, Director ACT National Health and 

Safety comments:

“The main implication will be the appetite 

by the emergency services to be involved, 

other than in the approval process.  No 

event is going to get approval if they 

cannot be self-sufficient and robust to 

the extreme in respect of all achieving all 

licensing objectives.  Reliance on an already 

stretched NHS will take time to adjust to”.

There are also some other key areas that 

ACT National Health and Safety have 

identified as crucial to the new physical 

world which are: 

The industry will need to move quickly in 

order to make sure that all aspects meet and 

exceed current guidance, as that changes 

fairly regularly.
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Testing and Tracing is also going to become 

part of our daily dialogue. Using both apps 

and manual systems, anyone in England 

who tests positive for coronavirus will be 

contacted via text, email or phone and 

asked to go to the NHS Test and Trace 

website where they will be asked to submit 

details of people whom they’ve been in 

close contact with. Physical barriers:

Plastic barriers have been installed in supermarkets around 

the country for public and workplace safety.

Credit: Getty Images 
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7. Test & Trace

8. Emergency Services

9. Safety Issues
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10. Staff Briefings

There will be a bigger emphasis on staff 

H&S briefings. We will need to be robust 

on not only general safety, but specifically 

Covid-19 related safety and ensure that all 

workforce understand the new procedures 

and regulations.

Risk Assessments and Method Statements 

will be more important than ever.  There will 

be a greater emphasis on this document 

and the importance of a detailed, suitable 

and sufficient risk assessment cannot be 

stressed enough.

Staff welfare will be a focus. Working with 

staffing agencies and understanding how 

staff travel to work, where they have been, 

who they’ve been in contact with will be 

questions that will have to be asked in the 

future. Event planners will have to plan for 

staff becoming ill with Covid 19, and have 

contingency plans for getting them home 

safely.

Discrimination is going to be key in respect 

of the workforce.  Certain members of the 

workforce will be more vulnerable than 

others and organisers are going to have to 

be mindful of this and have clear policies in 

place.

13. Discrimination

COVID-19 posters:

A series of COVID-19 posters designed for the workplace.

Credit:
FECC
Gallagher Basset

11. Risk Assessments

12. Staff Welfare
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These are just a snapshot of considerations 

and implications that we’re likely to see but 

with things changing on an almost daily 

basis, it will be a time for the events industry 

to remain nimble, adaptable and responsible 

in order to continue to create fun, engaging 

but ultimately safe experiences and events 

for everyone involved.
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EXPERIENTIAL 
MARKETING 
IN THE TIME OF 
COVID-19

Thank you for reading our report, we’ve really 
only scratched the surface so would be very 
happy to discuss it in the specific context of 
your business challenges and/or present our 
fuller findings. 

If you’d like to know more, please get in touch 
at jack@thepark.london


