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INTRODUCTION

OVERVIEW
The nature of events has changed forever. Companies are re -
considering their in -person event strategies and shifting to

virtual events instead.

In a recent survey conducted in early 2020, 78% of marketing
leaders said they expected to increase or significantly increase

their budgets when it came to virtual events.

To help you plan and execute a successful virtual event strategy,
we created this playbook to ensure success .
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How to monetize virtual events with sponsorship

How to attract and engage your virtual event audience

How to engage your audience once your virtual event moves to

on demand.

No matter if you're a first -time virtual event planner or a seasoned veteran, we hope this

playbook will provide you with a roadmap and enable you to deliver re al business results.


Presenter
Presentation Notes
Need to intro “ what/who” is As a Canadian premier partner and Integrator with Intrado, we design, build and produce Virtual Events in-house and provide the support, 



ESTABLISH EVENT
STRATEGY & GOALS

Before getting into the nuts and bolts of virtual
event planning, it's important for your entire team to

agree on the event’s strategy and goals.
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ESTABLISHAND DOCUMENT
BUSINESS GOALS

Are you looking to generate net -new sales leads?
Move existing prospects further down the sales

cycle? Educate re-sellers on your latest products?

Create a written business plan that details
measurable business goals. Share the plan with the
entire team, solicit feedback and get buy -in and
approval from the executives who are funding the
virtual event. At the conclusion of the virtual event,
you’ll report on the measurable business goals to

determine its overall success.

TO GET STARTED, FOLLOW THESE STEPS

IDENTIFY YOUR TARGET AUDIENCE

What type of audience are you looking to
attract? What are their demographics and
psychographics? Are they ready to participate in
an online event, or are there technological
barriers? How does that influence your decision
regarding the format of your event? What can
you do to prepare them for the move to an online

platform?

It's important to clearly document your target

audience personas and plan for their needs.
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DEFINE YOUR FORMAT,STYLEAND
PERSONALITY

Consider the style and personality of your virtual
event. Your technology platform provides pre -
existing event templates. You can choose from
their library and apply a certain amount of
customization. While this option is efficient for
both time and cost, you may decide that you
want a distinctive and 100% custom -developed

design.


Presenter
Presentation Notes
Need to expand as th what/who Intrado is?
- why?, pros/cons – explain and what does this mean


CASE STUDY

OUTLINE YOUR EVENT’S CONTENT

Determine how many days and/or sessions you
want to host. Map out the topics and speakers
and think about how you’ll sequence them.
Finalize the format of your sessions, along with

their interactive tools.

Examples of virtual event formats and

interactive tools include:

Keynote presentations
Break-out Sessions
Training Sessions
Scheduled Chats

Quizzes

00000

Games

CREATEYOURVIRTUAL EVENT TEAM

Identify and staff your virtual event team. Just
as an in-person event has one or more people
assigned to specific functions, you must
cover all the essential roles for your virtual

event.

Typical roles are listed on the right.

Intrado' iules Kickoff

nuary 15-16, 2020

4381

What year did MTV launch?

Event Lead
A decision-maker with ultimate responsibility

for the success of the event. Manages all

aspects across all teams. Responsible for

logistics and working with technology vendors.

Virtual Host

The “event emcee” who welcomes attendees
and gives them an overview of the day’s

schedule.

Sponsorship Management
Y The individual who manages the sales and

marketing of virtual event sponsorship packages.

Content Management
The person who manages the event’s content,
including session topics, session schedule and

speakers.

Marketing & Promotion

: The individual responsible for generating
awareness and registrations of the virtual event.

Social Media Marketing
The person responsible for promoting the event

on social media channels.


Presenter
Presentation Notes
Galderma turned to SDM as a trusted partner, looking to launch a virtual event, and as their first project together, a lot was at stake! 



MONETIZATION &
SPONSORSHIP

Hosting a virtual event has both hard

and soft costs.
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CASE STUDY

HARD COSTS INCLUDE
the event technology, A/V, and

presenter's equipment (laptop,

webcam, etc.)

SOFT COSTS INCLUDE

the time and resources involved in planning,
selling, and execution. To offset these costs, you
can monetize with sponsorships. Conference
planners are familiar with creating sponsorship

opportunities.

In-person event packages can include
sponsorship of session tracks or individual
sessions, conference WiFi, or charging stations.
In the virtual space, there is a wealth of digital
inventory to monetize - session tracks,
badging/gamification, networking lounges,
exhibit booths, welcome messaging, and video

throughout the event.

HOW TO CREATE SPONSORSHIP PACKAGES

Unlike an in-person event, the virtual event environment lives beyond the event
dates and can be updated and promoted for months afterward. Prom ote this

fact when speaking to potential event sponsors.

Creating sponsorship packages is more art than science. Here are some tips.

Create tiered packages. Use a small set of packages.
Include a variety of features and options at different Less choice makes things easier for
price points. A tier of packages allows your top sponsors. It's also easier for your sales
sponsors to receive all the benefits they'd like, while team. We recommend that you create no
providing first -time sponsors with a lower entry point. more than five sponsorship packages.

Create a clear delineation between

package tiers Use scarcity to your advantage.

Ensure sponsors see a clear difference in value from Making a single Platinum sponsor package
one tier to the next. If the $15,000 sponsor package available can encourage your sponsors to
looks too close to the $10,000 sponsor package, it “one up” each other in their bid to secure
becomes too easy to select the $10,000 option. Be that package. In addition, it places a sense
sure there’s a clear reason for a sponsor to step up of urgency around the selling process.

from one level to the next.



DISPLAY ADS

Take advantage of display ad
inventory available in your virtual
event platform. Some platforms
provide display units in IAB -
compliant sizes, allowing sponsors
to re-use creative assets from their
display advertising campaigns. As
with display advertising, multiple
ads can be served in rotation and be
hyperlinked to the sponsor’s
website or landing page. Display ads
can also link to the sponsor’s virtual
booth or to their sponsored webinar

listing.

Here are ways customers have successfully monetized their virtual events.

WEBINARS OR SESSION TRACKS

Just like sponsoring a track at an in-person conference,
you can present sponsorship opportunities for a track
or individual webinars at your virtual event. Webinar
sponsorships are attractive opportunities because
they typically include giving sponsors a list of
attendees who viewed the webinar. For sponsors, this
is the biggest factor in determining their sponsorship
ROI. You can also allow sponsors to place their brand
elements in the webinar console. In addition, you can
include sponsor handouts including a call -to-action in
the presentation. Alternatively, you can sell
sponsorship of vendor -specific webinars, allowing
exhibitors to take center stage and provide a

presentation on a topic they choose.

EVENT MICROSITE

Your event microsite is a web page
that provides basic information
about the event: the title, date and
time, schedule, speaker bios,
registration form and more.
Leverage your event microsite to
list and promote your sponsors.
List their logo and hyperlink to

their website.



Here are ways customers have successfully monetized their virtual events.

EMAILBLASTS GAMES BADGES
When you schedule email blasts to Gamification can be an effective tool for generating Attendee achievement badges are a great way
promote your virtual event, include a and sustaining attendee engagement. They can to encourage engagement and participation in
listing of your sponsors. In addition, list further engage attendees in your event’s content, an event. Create custom sponsor badges that
your Sponsors in your auto -generated while fostering connections and networking among encourage attendees to engage with sponsors
confirmation and reminder emails. attendees. You can sell sponsorship packages (e.g., visiting their booth and chatting with a
around individual games, enabling sponsors to staffer). Attendees can be rewarded with a
incorporate their branding and messaging in the badge that displays on their leaderboard.
game. You can also provide a game dedicated to a People love recognition and they’re also
single sponsor, allowing them to dictate the inclined to collect things. Tap into this
content (e.g., a trivia game, in which the sponsor phenomenon with badges.

provides the questions and answers).



Here are ways customers have successfully monetized their virtual events.

VIDEOADS

Provide sponsors with the ability to record
short video ads that are placed in selected
areas of the virtual event. The video ads could
be “click to play” (vs. autoplay) and the virtual
event platform could track the number of

video views. These videos can be added to
spaces or as commercials or pre -rolls as a part

of a session.

MARQUEEMESSAGING

Marquee messaging refers to the scrolling
ticker that appears in the digital environment.
Your event can include a series of marquee
messages that rotate throughout the event or
can be scheduled to appear at specific times.
Utilize marquee messaging to promote your
sponsors. The marquee messages can include
hyperlinks to external web pages or to digital

spaces within the environment.

PRIZECENTER

If your virtual event includes prizes and
giveaways, the prize center is the space in
which you can list images, descriptions
and rules and conditions for the prizes.
You can sell sponsorship of the prize
center, allowing one or more sponsors to

be associated with the giveaways.



Here are ways customers have successfully monetized their virtual events.

PERSONALIZED BRIEFCASE IN-EVENT EMAILS ORANNOUNCEMENTS
A personalized briefcase allows virtual event Use in-show emails to push out a sponsor’s
attendees to save and store content from the message to the event attendees. It is a highly
event (e.g., white papers, product sheets, case valuable and direct form of contact that
studies, etc.). You can have content from one attendees respond to. For example, an in -
or more sponsors available to be added into event email or scheduled announcement can
attendees' briefcases, just like the conference drive attendees to a sponsor’s booth, where
bag you pick up at registration. they’ll engage with sponsor sales

representatives.



SAMPLE SPONSORSHIP PACKAGES

TITANIUM SPONSOR PACKAGE PLATINUM SPONOSOR PACKAGE
$50,000 $30,000

* 9 content tabs in the virtual booth, to 7 content tabs in the virtual booth, to organize
organize documents in links documents in links

» Exclusive webinar featuring speakers from » Sponsorship of a panel discussion webinar
the sponsor company (e.g., not exclusive to the sponsor)

* Reporting on all booth activity as well as * Reporting on all booth activity as well as
activity in any sponsored areas activity in any sponsored areas

» Featured placement in the Exhibit Hall » Featured placement in the Exhibit Hall

* 1 inshow email sent at the time of sponsor’s . . .
P * 10 ads (linkable to spaces with tooltips)

choice to all connected attendees
throughout the event

* Logo and link on all email communications

* 15 ads (linkable to spaces, tooltips, and

schedulable) throughout the event



AUDIENCE ACQUISITION

Audience acquisition is a critical element of your virtual event

program. Without the right audience, your award -winning virtual

experience can go to waste.

There are three phases to audience acquisition:

Pre-event
During the event

Post-event



PRE-EVENT

Before the event, your objective is to maximize registrations
from your target audience. Let your audience know the date

and time, the featured presenters and what’s in it for them.

It's important to follow this five -step promotion plan:

ALIGN PROGRAM STRATEGYWITH
BUSINESS GOALS.
Define success metrics based upon the business goals
that gave rise to the program. Identify at least one
business metric that can be attributed directly or
indirectly to the virtual event (e.g., net new leads,

pipeline created, etc.)

DEVELOP PROMOTIONAL MATERIALS.

Feature the event’s agenda, abstract and speaker list.
Include social icons that encourage visitors to share
the event with their followers.

Leverage these platform integrations to ensure all of your data is in one

place for better segmentation, scoring, qualification and sales fo Ilow-up.

Prominently feature the event landing page on your website, inclu ding the
hero/marquee area of your homepage. Also consider placing a fixed
promotion above your site’s main navigation using a tool such as Hello Bar.

Write remove social media posts that employees, customers and pa rtners
can copy/paste to share with their followers with trackable | inks for each.

Enable your sponsors with a promotional kit and encourage them to share the
event with their networks. You can incentivize them with additio nal leads for
the sponsor that acquires the most registrants or a discount ont heir
sponsorship.



SCHEDULE YOUR PROMOTIONS

Email is the number one driver of pre -event registrations. Test
different subject lines and times to identify the best open, click -
through and registration rates. Send a “Your event is starting —log
on now” approximately 15 minutes before the start of the event.
This not only serves as a useful reminder, but also provides users
with the login link. Users can click to attend, without searching f or
the link in previous emails.

Schedule multiple posts across your social channels (e.g., Twitt er,
LinkedIn, Facebook, Instagram). Define a hashtag for your ev ent
and include it in all social media posts. Include images or video to
attract attention. Also consider promoting the event in relevant
LinkedIn Groups.

Publish a press release to announce the virtual event. Make sure to
mention key sessions and speakers. Include the event registration li nk in
the press release.

Allocate a portion of your budget to pay -per-click (PPC) advertising. Your
PPC ads on Google and Bing will drive targeted visitors to your even t’'s
landing page.

Team up with associations or partners with a membership base that fits
your audience profile. Leverage digital programs such as spons ored
newsletters, display ads, email blasts etc to get in front of them.



ENGAGEAND ACTIVATEINFLUENCERS.
Industry influencers can promote your virtual event and encourage their

followers to register and attend.

Start first with your event’s speakers. Arm speakers with socia | media posts that
they can share with their followers. Record short videos with spea kers and
upload the videos natively to your Twitter, Facebook, Linkedl n, etc. profiles. Next,
engage with other industry influencers and ask if they’d be willing to promote the
event to their followers

MEASURE, EVALUATEAND ADAPT.

for all channels, sponsors, speakers etc. so you know
where your registrants are coming from. Maintain a master list of your tracking

links so you can keep track of all of your sources.

and other
reporting tools to see which virtual event promotions are working w  ell. Optimize

future promotions based on these findings.

Is there an audience segment you're not reaching?

Post a message
such as "I've registered for VIRTUAL EVENT LIVE, happening on June 29th.

Won'’t you join me?"

If appropriate, ask them for feedback and suggestions.



DURING THE EVENT

If you've done a good job with audience acquisition
pre-event, you can expect a large turn -out when you
go live. Having a large audience attend your virtual
event means increased pressure to keep them
engaged. We recommend that clients apply the
following goal to their virtual events:

To clarify, we're referring to every two minutes
throughout the entire event. It's an ambitious goal;
however, if you're able to achieve it, chances are your
audience will find the event quite engaging.



DURING THE EVENT

After the live event is over, ride the momentum by continuing to engag e your audience and get their feedback on the experience.



CONTENT &
PROGRAMMING

The day of your live virtual event is here! It's
important to have all your content and
programming staged and ready to go. First
Impressions matter, so pay special attention
to what attendees see and hear when they

first arrive.



HAVE A STRONG AND COMPELLING "OPEN"

Make your opening as memorable as possible and keep things creati ve.

Upon login, capture your audience’s attention with the theme of th e
event and the tone you are trying to set. Prominently list the fir st
scheduled activity of the day and keep the live content and
conversations flowing throughout the entire event. Use games, ba dges,
prizes and other incentives to create a friendly spirit of competi tion and
keep attendees engaged with one another.

CONSIDER USING A VIRTUAL HOST

We use the term “virtual host” to refer to a person, recorded via vid eo,
who welcomes attendees to the event. The video greetings are placed
in the lobby or entrance of the virtual environment and are the fir st
thing attendees experience as they login.

Virtual hosts help provide a personal, multimedia -based welcome to
attendees. The recorded greeting helps acquaint participants wit h the
platform, the schedule for the day and the main areas of the

environment. For attendees arriving at the beginning of the event, the
virtual host can highlight the first scheduled session of the day (e.qg., the
keynote presentation).

The virtual host can “show” attendees around the space, explain
when to use chat vs. Q&A vs. technical support and explain how to
use the briefcase. Virtual hosts can also appear throughout the
environment in different spaces and can also introduce
presentations with pre -recorded or live introductions. Virtual
hosts can be a great way to guide attendees through the event
experience just like an MC.



USE TOPICS BASED ON AUDIENCE INTERESTS

Months prior to the virtual event, engage with your target aud ience to
determine the topics they’re most interested in. Understand the pri  mary
challenges they face and the burning questions they need answered. U se

guantitative and qualitative approaches to understanding thei r interests.



AGENDA & RUN OF SHOW

Program Formats and Scheduling



A successful event takes all of the above into account and combines
all formats, layout options and session times to cater to the

audience and business goals. Don’t forget to build breaks into your
agenda to give your attendees time to experience the event, check
their email and stretch their legs. Reference the Run of Show
example below to build your event agenda. Once you have your
agenda nailed down, be sure to include calendar invites in your email

communications and event website so your attendees can block the
time on their calendars. For your internal teams, it's importa nt to
document the flow and sequence of the event with minute -by-
minute precision. Share this “run of show” document with the ent ire
team producing the event. Throughout the event, each team
member should be following the document to ensure that scheduled
activities are happening on time.



SPEAKER TRAINING

For people used to presenting to an in -person audience,
speaking to a 100% virtual audience can be challenging. You
can’'t make eye contact with your audience or read body
language. You're looking directly at the small circle that's
the lens of your webcam. You may wonder if anyone can
even hear you.

As the virtual event host, spend one -on-one time with each
speaker to train them on the virtual event platform and
teach them how to best present to a virtual audience.

* Do not strive for perfection.
* “Keep it real” to better connect with your audience.
 Avoid reading your slides to your audience.

Plain and simple, your nervousness shows that you are
human. This is a good thing! We have a tendency to feel
blasé about things we don't see the value of doing. It is good
to put care and effort into being in front of the camera.

You were asked to be a presenter because you have
important, valuable information to share with others. You
know the material better than anyone else, so use that fact
to boost your confidence.

Let your authenticity shine through. Be expressive and
energetic. Nervous laughter shows that you are real. If
you bumble a word, don’t make the “Oh no!” face or
interrupt your flow. Just keep going. Chances are, your
audience didn’t even notice.



Practicing multiple times allows you
to be able to make better eye
contact with the camera (the
audience) and gives you

confidence when it's your turn to
take the stage. Be sure to conduct a
“dress rehearsal” prior to the event
to ensure your speakers are
comfortable with the content and
technology.

When most people sit down in front
of a webcam, they position
themselves so their head is in the
middle of the screen, which creates
too much empty space above your
head. In industry speak, there’s too
much head room. This will make you
look small and insignificant.

Use too little headroom and it will
look like your head is stuck to the
top of the screen. The solution?
Raise your laptop or tablet so that
your eyes can peer directly into the
webcam. In other words, your device
should be at a height such that your
webcam is directly in your line of
sight.

The only thing worse than an
unflattering camera angle is not
being able to see someone’s face at
all. This can happen when a window
or bright light is behind you —you
become backlit. If possible, position
your computer so you're facing a
window to take advantage of the
natural light coming in.

If there's no window or it's dark
outside, you need to turn on some
lights. Overhead lights are better
than none, but this kind of lighting
isn't always flattering. A better
solution, if you're at home, is to set a
lamp on either side of your computer
to provide a soft, even light.

Messy closets. Cluttered
bookshelves. Laundry on the couch.
Find a different location with fewer
objects behind you. You want people
to focus on you, so keep the
background as simple and
uncluttered as possible.

If you're using a laptop, you have a
lot of flexibility to move around and
experiment with different locations.
Choose a clean, bright wall. Avoid
bookshelves or walls with a lot of
paintings or posters. Close any doors
that might be in the background.



CHOOSE APPROPRIATEATTIRE.

When you are on camera, what you wear matters as much as the content you are
presenting. The camera reacts differently to certain colors and patter ns.






USER DESIGN
EXPERIENCE

We’ve covered monetization, audience
acquisition, audience engagement and
content design. Now it’s time to consider user

experience design.

Two areas to focus on are responsive design

vs. 3D design, as well as the user journey.



RESPONSIVE (2D OR FLAT DESIGN) VS. 3D DESIGN

When considering the look and feel of your virtual event, one qu estion
to answer is whether to have a responsive design vs. 3D environmen t.
A responsive or 2D design environment is based on a flat grid lay out
and uses simple buttons and labels, similar to a web page. This design
option is a bit more content forward and can typically look like a n
extension of your company website.

A 3D environment uses angles, texture and depth to give users the f eel
that they’re in a three -dimensional space. A 3D environment may also
use visually rich photography to make users feel like they’'re walk ing
through a convention center, an outdoor veranda or an elaborate

exhibit hall. This design option is focused more on the visual exper ience
with the content integrated within it.

Most virtual event platforms provide “3D like” experiences: The even t
areas render with the depth of 3D but aren’t truly immersive. U sers are
not able to travel through an immersive experience like they would i n
the 3D virtual world of Second Life.

Let the business goals for your virtual event drive your decisio n on Responsive
vs. 3D.

For example, is your objective to educate customers on your latest pr oduct
offerings, with peer -to-peer engagement a secondary goal? A simple,
responsive design may be best, so that the focus is on the educati onal
content.

Alternatively, do you want to facilitate like -minded attendees to find one
another and interact? Perhaps a 3D environment, with virtual lo unges and
networking areas can facilitate this.

Ask yourself. “How do you want attendees to feel?”

If the answer is “l don’t know,” or “That question isn’t relevant,” then a simple,
2D environment —or, one of the basic 3D environments provided by the virtual
event platform —may suit you just fine. If, however, you want to take
attendees’ breath away —if you want to impress and wow them —then a
custom -designed 3D environment may be the right answer.



User Journey

While no two virtual event user
journeys are the same, we recommend
that you craft the desired user journey
and optimize your strategy and plan
around it.

For example, do you want maximum
attendance at your keynote
presentation? Or, do you want to
maximize visits to sponsor booths,
so that exhibitors have the best lead

generation results?

Perhaps you want both. What order
should they happen in: keynote
attendance first, followed by booth
visits? Or does the sequence not

matter?

Users will consult the event schedule to decide what to do and
when. Be intentional with the design of your schedule, keeping
your desired user journey in mind. Don’t schedule your

two most sought -after speakers for the same time slot, since
half your audience will miss out. If you want to drive visits to
sponsor booths, carve out times (e.g., 30 -60 minutes or more)

that are labeled as such.

The welcome area is one of the most visited spaces in a virtual
event. It’s the place users land when they login. Use key
navigational elements in this area to guide users where you

want them to go.

Let’s face it: sometimes you need to escort a user to an area
rather than subtly nudging them in the right direction. Use
features like scheduled pop -up announcements to guide users
to the next session or to a specific sponsor’s booth.

Don’t assume that attendees will follow the right path.

Sometimes, they need to be told what to do.



AUDIENCE
ENGAGEMENT

People attend business conferences for

two primary purposes:

The learning opportunity from
attending presentations, talks,
panel discussions and
breakout sessions.

The opportunity to network

with like -minded professionals.



USER-GENERATED CONTENT

Mention the term “user -generated content” and
most people think of blogs (e.g., Medium, WordPress,
etc.) or forum sites like Reddit and Quora. On these
sites, users publish questions, opinions and
perspectives and invite others to weigh in.

In a virtual event, user-generated content is a bit
different. Instead of published posts that spur a
conversation, the user -to-user content looks more
like a networking event. In fact, user -generated
content forms the basis of how attendees engage

with one another in a virtual event.

Here are a few examples:

Think of an “Ask Me Anything” session that features your keynote

speaker. A moderated chat session enables the speaker to engage with
the audience via text -based chat. Audience members submit questions
and comments. On the back end, a moderator views comments and
guestions and decides whether to approve or reject each one. The speaker

can then post responses and comments publicly or privately.

The networking lounge is an open and unmoderated group chat area
where attendees can gather, meet and converse. Think of it like a “gr oup
text,” in which people post comments and others reply. Attendees lik e to
visit the networking lounge to see who else is attending the event a nd to
ask each other about favorite sessions.

In addition to the open, public chat supported in the networking lou nge,
attendees can initiate private, 1:1 chats with other attendees. Thi nk of it
like the conversation that's sparked when standing in the food line ata
physical conference. In addition, when visiting a sponsor’s virt ual booth,
attendees can initiate private chat sessions with booth represent atives

who are online at the time.



GAMIFICATION

Gamification is the use of game design
techniques, including game mechanics and
game dynamics, to drive participation,
engagement and loyalty with an audience.
To understand game mechanics is to
understand human desires and
motivations.

In all walks of life, we strive for reward,
status, achievement, self -expression,
competition and altruism. Game
mechanics can be used in virtual event
platforms to drive engagement around
these desires. Game mechanics include
points, levels, challenges, virtual goods,
leader boards, gifting and charity.

* Understand what constitutes a
“win” for your event

* Design for the emotional human,
not the rational human

* Provide meaningful intrinsic and
extrinsic rewards

» Most interactions are boring:
make everything a little more fun

* Drive traffic to sponsor booths
* Increase audience for sessions
* Improve peer to peer networking

* Increase content consumption
from attendees

* Build audience loyalty

» Encourage audience members to
join social media conversations
about the event

* Increase participation in polling
and Q&A during webinar sessions



ON-DEMAND STRATEGY

At the conclusion of the live virtual event,
many event planners say that most of the
work is done. The savvy event planners,
however, realize the power and potential of
the on-demand period. It’s an opportunity to
keep your audience engaged and drive further

business results



POST-EVENT FOLLOW-UP

After the live virtual event, leverage the on -demand period to
engage registrants who couldn’t attend live and stay engaged
with people who attended the live event:

Deploy an email campaign to remind people of the on -demand
access. Invite them into the environment to view presentations
on-demand.

Identify the most popular sessions and re -run them live or have a
secondary presentation that addresses the questions that
couldn’t be answered in the prior presentation.

Generate new content assets from your virtual event content

» Snackable videos
* Blog articles

* Infographics

* Webinar series

» Podcasts

Inform participants via email blasts and social media.

In addition, review your analytics to learn how viewers engaged
with your event, sponsors, fellow attendees and webinars. Invit e
users to take an online survey to share their input about the
event. Ask them to rate each session with a numeric rating and
invite comments, too. Apply the session feedback when creating
your next virtual event.

Follow up with attendees who had heavy participation, earned
badges or won prizes. Send a thank you to attendees via email or
social media. Finally, don’t forget to send a sorry we missed you
email to registrants that weren’t able to attend to catch the on -
demand version.



LEAD MANAGEMENT

Host virtual event platforms provide hosts with access toar eal-time
dashboard that tracks all attendee activity. The tracking b egins with
event registration and progresses to sessions attended, documents
downloaded, spaces visited and more.

Automate the follow -up with virtual event attendees by using a
marketing automation platform to create a lead nurturing campaig n.
The goal of this campaign is to further qualify leads and hand the m
off to a sales rep when purchase intent is signaled.

Lead nurture campaigns that leverage emails sent out on a specific

This activity data can enrich your attendee profiles, further qu alify cadence can be enhanced with virtual event attendee data.
your prospects, and give you a better understanding of whaty our Attendees can receive nurture content that relates directly to the
audience is interested in. In turn, it can create more personalized content they consumed at the event.

follow -up and nurturing.
After creating multiple emails with targeted content to fit your

specific use case, you can set the cadence of your emails. You can
create multiple lists of attendees that fit specific personas, level of
qualification or product interest. The more specific you make your
nurture emails, the better the results.

The more touches and conversations you have with your attendees,
the more likely they will convert to happy customers. It typica Ily
takes 7+ touches to properly qualify a lead as ready for your sal es
team, so we recommend creating enough content to actively touch
leads at least 7 times. This may include emails, phone calls and other
digital channels; keep in mind where your target audience spends
their time and focus your efforts there.



LEAD SCORING

Lead scoring can be a very useful marketing automation tool for
properly qualifying leads who are marketing qualified and sales
qualified. Robust scoring models can pinpoint the sweet spot fo r
when a lead is ready to be contacted by sales. By pairing lead
scoring with your virtual event data, you can gain valuable insight
into your leads and their position in the sales cycle.

Once you outline the information that would be most valuable to
your use case as a trigger for someone who is “qualified” you can
set up a specific campaign that listens and looks for these
triggers to complete some action. Each organization will differ,
but it is common practice to send an email to the sales
representative once one of their assigned prospects becomes
gualified based on the rules and triggers outlined from the virtual
event.

In this alert email, you can include basic information about the le ad
and use tokens to pull in the specific triggers from the virtual ev ent
that designated them to become qualified. Using data collected

from virtual events in lead scoring programs enhances your
marketing qualification strategy immensely because this behavioral
information is collected behind the scenes.

In a virtual event, leads can create their own personalized

experience without being pursued by a salesperson; as a result, t heir
activity is completely authentic and can signal the proper time w hen
Sales should step in. Lead scoring allows the lead to signal where
they fit in the sales cycle without them even knowing.



LEAD SCORING WORKSHEET

Update and edit with your own models based on your event needs. Y our lead score
tiers and follow -up tactics can be edited to match your organization's sales mod el



KEY TAKEAWAYS

Good luck as you plan your next (or
first) virtual event! We'll leave you with
key takeaways from each section of

this playbook.



As with any marketing activity or campaign, your virtual
event will be judged internally on whether it achieved
its business goals. Create a written business plan that
details measurable business goals. Share the plan with
the entire team and get buy -in and approval from the
executives who are funding the virtual event.

In a virtual event, there is a wealth of digital inventory
to monetize. Find the best ways to assemble this digital
inventory to create attractive sponsorship packages
that you can sell to exhibitors.

Before the event, focus on awareness and publicity to
drive registrations. During the event, keep attendees

engaged, while attracting more people to register and
attend. Afterwards, stay engaged with your audience,
so they come back for your next virtual event.

Months prior to the virtual event, engage with your
target audience to determine the topics they’re most
interested in. Understand the primary challenges they
face and the burning questions they need answered.
Use quantitative and qualitative approaches to
understanding their interests.

While no two virtual event user journeys are the same,
we recommend that you craft the desired user journey
and optimize your strategy and plan around it. From
there, you can use the event schedule to drive actions,
use design elements to guide users and leverage
platform features to take users where you want them
to go.

When planning your virtual event, ask yourself if you're
providing enough opportunities for attendees to
network and engage with one another. Two ways to
encourage audience engagement are user -generated
content and gamification.

Document lessons learned from your virtual event to
make the next one even better. Review your analytics
to learn how viewers engaged with your event. Invite
users to take an online survey to share their input
about the event. Ask them to rate each session with a
numeric rating and invite comments, too.



ABOUT INTRADO

Digital Media Intrado Digital Media is an innovative,
cloud-based, global technology partner to clients
around the world. Our solutions connect people and
organizations at the right time and in the right ways,
making those mission -critical connections more
relevant, engaging, and actionable.

Intrado Studio is the leading webcasting and streaming
platform, acquired from INXPO. Delivering over 50,000
events annually, we help organizations communicate
effectively with their employees, customers, investors
and the media.

Learn more at www.intrado.com/Digital-Media
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