
From risk to resil ience –
Fixing and 

futureproofing 
your event



Imagine... 
a world where all of a sudden “event” only means “online event” 

a whole new world to operate in

where people only talk about airtime, IEM, transcoder, RTMP and simulive

and you feel like the only one lost in the (virtual) room?

Sounds familiar...? 



FROM THIS



TO THIS





• Global community of security practitioners

• Protection of assets:

• People

• Property

• Information

• 34,000 Members | 240+ Chapters 

• Founded in 1955

• US HQ + European office in Brussels (Exempla)

ASIS INTERNATIONAL



• Hyperconnected business environment

CONTEXT : NEW SECURITY LANDSCAPE

• Converged risks

• Skill gap and relevance issue for physical security managers







• Opportunity for ASIS to be a leading platform => New global strategy

2016 – A NEW PERSPECTIVE FOR ASIS

• New CEO and HQ management team

• Intense competition from corporate event organisers

• Financial challenges



• Security industry embracing digitization

EXEMPLA’S REVIEW

STARS ALIGNED = GO!

• Core event audience = European security managers faced with cyber-physical 

converged risk 

• ASIS Strategy to "own" this emerging discipline



• What constitutes success?

CHANGE WITH A FRAME

• Strategic plan with yearly performance assessment 

• Room for evolution and improvement

• Shared success ASIS - Exempla



Questions? 



• Content focus on business impact and relevance for security leaders

PROGRAMME CHANGE – CONTENT STRATEGY 
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• Content focus on business impact and relevance for security leaders

• Diverse session format offer 

PROGRAMME CHANGE – CONTENT STRATEGY 

• From random presentation patching to intentional building of a structured content

• Evaluation & evolution



PROGRAMME CHANGE – CONTENT STRATEGY 



• Value = position sponsors as thought leaders in front of top level audience

SPONSORSHIP & EXHIBIT OFFER REDESIGN

• Bridge the gap between content and commercial 

• Sponsors’ goals





• Bridge the gap between content and commercial 

• Value = position sponsors as thought leaders in front of top level audience

• Sponsors’ goals

• Evolution 

SPONSORSHIP & EXHIBIT OFFER REDESIGN



• Learning paths & options

AUDIENCE FOCUS – CUSTOMER EXPERIENCE 

• Participant’s goals : education + networking

• High quality experience – all participants are VIPs



• Financial sustainability

KEY PRINCIPLES
& HEALTHY TENSION

• ASIS community 

• Content & experience quality



Questions?
Want to share your experience?



SUCCESS ENABLERS



• Preparedness
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• Preparedness

• Circle of trust
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• Preparedness

• Circle of trust

• Relevant event for relevant professionals
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• Preparedness

• Circle of trust

• Relevant event for relevant professionals

• Agility = seize the opportunity

SUCCESS ENABLERS
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THANK YOU! Bénédicte Losseau

benedicte.losseau@exempla.be

Peter J. O’Neil

Peter.oneil@asisonline.org



# P C M A E M E A  
# C O N V E N I N G E M E A

T A G  U S  O N  Y O U R  S O C I A L S  
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