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A NOTE FROM THE EDITOR

J U L I U S  S O L A R I S
Editor, EventMB - a Skift Brand

This latest exploration of virtual event technology 

follows the developments of both the tech itself 

and its implementation in creating successful 

virtual events since our last event. Based on the 

Virtual Event Tech Day event, it explores 20 

GVMXMGEP�UYIWXMSRW�HIƼRMRK�XLI�WXEXI�SJ�ZMVXYEP�IZIRX�

technology today.

;MXLSYX�WTIGMƼGEPP]�EHHVIWWMRK�'SZMH��[I�WII�

cases spiking across Europe, America, and the rest 

of the world), this report summarizes the event’s 

insights about how event technology can provide 

E�TVSƼXEFPI�VIGSYVWI�JSV�XLI�IZIRXW�MRHYWXV]�MR�XLMW�

uncertain time, answering questions about how to 

keep virtual audiences engaged, how to select a 

platform, and how to earn revenue through virtual 

events. 

As of June, 71 percent of planners expected to 

recoup 25 percent or less of their losses through 

virtual events. Only 15 percent expected to recoup 

25-50 percent, and a small minority — only 2 percent 

of planners — anticipated earning 100 percent of 

their expected income for 2020 using virtual. You 

can’t rebuild an industry with 2 percent, so we need 

to get better at making revenue from these virtual 

events.

WHAT PERCENTAGE OF THIS YEAR’S 
REVENUE DO YOU EXPECT TO BE 

ABLE TO RECOUP BY PIVOTING TO 
VIRTUAL EVENTS?

0-25%

50-75%

71%

9.5%

15%

2.5%

2%

25-50%

75-90%

100%
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Live graphic recording by Chris Shipton 

 liveillustrati on.co.uk - chris@liveillustration.co.uk - Twitter: @livepens

HOW COMFORTABLE ARE YOU WITH 
VIRTUAL EVENT TECH?

58%
NOT COMFORTABLE

42%
COMFORTABLE

The same data also showed that almost 60 percent of planners were not 

comfortable with virtual event technology. The learning curve is steep, and 

the technology is constantly evolving. Once you think you know everything, 

things change again. 

This report and the corresponding event are intended to provide the answers 

needed to actually use virtual events to your advantage. 20 experts, 20 

questions, 20 actionable insights.

Enjoy,

Julius Solaris

Editor, EventMB
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D A N  B E R G E R
Entrepreneur and Investor

1. WILL VIRTUAL EVENTS GO 
AWAY ONCE LIVE EVENTS COME 
BACK?

What the Current State of the Industry 
Tells Us About the Future of Events
We’ve heard the estimates, between half a trillion 

and a trillion dollars, for how much the event 

industry was worth. When you don’t have room 

blocks, you don’t have vendors, you don’t have 

venues, you don’t have travel, you don’t have as 

QER]�WTSRWSVW�Ƃ�XLEX�ƼKYVI�MW�KVIEXP]�VIHYGIH��

We see that in the unemployment rate of our 

industry versus others. But while the dollar value 

has decreased, the intrinsic and intangible value of 

meetings and events has increased. We’re all forced 

into environments where we realize how much we 

long for meetings and events. People realize that 

when we meet, we change the world. That means 

live events will come back with a vengeance.

How the Recovery Will Unfold
Unfortunately, the recovery for live events won’t 

have the same velocity as the economy’s. We 

shut down live events very quickly, but it’ll take a 

while to ramp it up like a big machine. Consumer 

ERH�71)6*�IZIRXW�QMKLX�LEZI�E�PS[IV�VMWO�TVSƼPI�

than MICE, where there is a greater duty of care. 

Additionally, industries such as tech may be a 

little more risk welcoming, as opposed to, say, the 

medical device industry. Every single person has to 

feel comfortable going to events, and the economy 

has to pick up enough for people to have the 

income and time.

The Long-Term Role of Virtual 
Platforms 

The pandemic was a dress rehearsal for the 

future of events. I’m surprised it took marketers 

and executives this long to move towards virtual, 

because we were putting a lot of square pegs 

into round holes. This gives us a chance to reset. 

Take for example the recent Apple event. There 

was more content with more speakers, better 
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production, a shorter time frame, and it all happened virtually. Virtual events 

will not go away. They’ll just augment what we’ll have, and it’ll be much better 

with more options.

Virtual Formats and Economic Recovery
The national Bureau of Economic Research announced that our work days 

LEZI�MRGVIEWIH�F]����QMRYXIW��(IWTMXI�XLI�JEGX�[IƅVI�RSX�MR�ER�SƾGI��[IƅVI�

working harder. That means productivity is up, and the net effect might be a 

future increase in GDP. And we’re no longer going to a meeting and lingering 

outside with small talk. We’re getting right down to business.

Áǝƺ� ƺȇƺˡɎɀ�Ȓǔ�XȇƳɖɀɎȸɵ�!ȒȅȵƺɎǣɎǣȒȇ
My immediate reaction to any kind of competitive move from an adjacent 

player in the industry is, “Bring it on.” Anytime a platform is opened for 

developers, great things happen. I believe in open platforms. Our industry 

is very against that because they want to control the entire value chain, but 

that’s not always the best for the consumer. It just means that we’re going to 

have to work harder in order to hold our place.

Live graphic recording by Chris Shipton 

 liveillustration.co.uk - chris@liveillustration.co.uk - Twitter: @livepens
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J O E  S C H WI N G E R
Co-Founder and CEO, MeetingPlay

2. HOW DO YOU CREATE 
PERSONAL ENGAGEMENT WITH 
LARGE VIRTUAL EVENTS?

We’ve been so fortunate in that we really get to 

focus on the problems that can’t be solved in some 

of the virtual environments. If we have 70,000 

people on a platform, how do we make people feel 

like they did in that face-to-face environment?

;IPP��MX�VIEPP]�FSMPW�HS[R�XS�XLI�ƼVWX�VYPI�SJ�IZIRXW��

You have to know your target audience. 

3RGI�]SY�ƼKYVI�SYX�[LIXLIV�]SYƅVI�HIEPMRK�[MXL�

a tech audience, a marketing or sales audience, 

a fashion audience, or whatever, then you select 

features that cater to them.

Lifting Engagement to Avoid the 
Virtual Comedown Effect
Databricks held their Spark+AI Summit with roughly 

70,000 attendees. The goal was for the engagement 

to kick off on day one, but the fear in a virtual 

environment is that the engagement comes down 

day by day. Well, how do we reverse the curve and 

keep people on that engagement plateau? This was 

a much longer conference, so we were up against 

some battles.

Know your audience: These are tech folks, and what 

excites tech folks more than consuming code? Gaming.

JƏȅǣˡƬƏɎǣȒȇ�ǔȒȸ�Ɏǝƺ�áǣȇ
The best thing about face-to-face tech user 

conferences is the swag: going out into the expo hall 

ERH�ZMWMXMRK�XLI�I\LMFMXSVW�ERH�ƼPPMRK�YT�XLEX�W[EK�FEK��

Databricks managed this virtually by providing a 

digital currency. Attendees were able to unlock 

points through participation and meeting event goals 

as they moved along the event journey throughout 

the week, and then convert those points into digital 

currency at an interactive virtual swag store. 
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&IGEYWI�XLI�EGXMZEXMSR�VIƽIGXIH�XLI�EYHMIRGI��VSYKLP]���TIVGIRX�TEVXMGMTEXIH�

MR�XLI�KEQMƼGEXMSR�GSQTSRIRX�GSRWMWXIRXP]�XLVSYKLSYX�XLI�IZIRX��

RȒɯ�0Ǽɀƺ�!Əȇ�çȒɖ�kƺƺȵ�0ȇǕƏǕƺȅƺȇɎ�RǣǕǝ�ƏȇƳ�
Personalized?

1. AI-powered engagement. The platform recommended folks and 

MRWXIEH�SJ�NYWX�PIEZMRK�XLIQ�XS�ƼRH�IEGL�SXLIV�[MXLMR�E�GLEX�W]WXIQ��ERH�

allowed them to have a two-way video conversation. 

2. Content discovery. Conferences with more than a hundred sessions 

GER�EPWS�FIRIƼX�JVSQ�%-�KIRIVEXIH�VIGSQQIRHEXMSRW��8EOI�E�TEKI�JVSQ�

2IXƽM\��8LI�ZMVXYEP�IRZMVSRQIRX�RS[�LEW�XLI�EFMPMX]�XS�HS�XLEX��ERH�[I�GER�

VI[EVH�TISTPI�XLVSYKL�KEQMƼGEXMSR�JSV�HMWGSZIVMRK�QSVI�GSRXIRX�

3. Networking. Networking rooms encourage attendees to go into these 

ƄFMVHW�SJ�E�JIEXLIVƅ�VSSQW�[LIVI�ƼZI�TISTPI�LEZI�E�GSRZIVWEXMSR�EFSYX�E�

WTIGMƼG�XSTMG��

Pulling together a collection of all of these components will lift the 

engagement across all of them. 

JƏȅǣˡƬƏɎǣȒȇ�ǔȒȸ�³ȵȒȇɀȒȸɀǝǣȵ
'YWXSQM^I�XLI�KEQMƼGEXMSR�TSMRXW�XS�MRGIRXMZM^I�MRXIVEGXMSR�[MXL�]SYV�

sponsors. If they are live, let them see that 350 people are watching them. 

Letting them see the audience is going to add a lot of value for your sponsors, 

and make them feel good about their investment in the conference. It supplies 

them with very tangible data, making their investment tangible. That’s what 

sponsors want these days. 

ADAD
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C O R B I N  B A L L ,  C S P, 
C M P,  D E S ,  M S
International Speaker, Consultant and Writer

3. WHAT IS THE FUTURE OF 
VIRTUAL EVENTS?

The Rise of the Virtual Event Tech 
Market
I’ve been an event technology analyst for the last 

23 years, and never before have I seen such an 

explosion of innovation as in the last eight months. 

We’ve all learned how to video conference — from 

grade school kids to grandparents to everybody in 

between. We’re becoming adept with the format: 

We’re learning how to chat, how to use breakout 

rooms and screen share. When the pandemic ends, 

basic business travel will be forever altered because 

many will be opting for this type of format.

However, a Zoom call cannot replace a trade show 

or large, international convention or conference. 

That’s where there’s been some really exciting 

innovation. The event tech companies have all come 

out with virtual and hybrid event platforms. Major 

online content delivery services have all expanded 

their virtual offerings. The commonalities with 

these companies is that they are all experienced 

in running events and they understand their wide 

range of complexities.

Key Event Tech Industry Innovations
We’re right in the midst of developing new ways to 

run larger multi-session conferences effectively, 

and even to run virtual and hybrid trade shows. It’s 

one of the hardest nuts to crack, but they’re working 

on ways to boost attendee engagement and expand 

networking opportunities with matchmaking and 

SRI�SR�SRI�ETTSMRXQIRXW��8LI]ƅVI�EPWS�ƼKYVMRK�SYX�

how to increase sponsorship visibility and how to 

coordinate events over disparate time zones. With 

all these companies working on it, we are going to 

ƼRH�WSPYXMSRW�
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Audience Reach and Monetization
One takeaway is that virtual meetings make for much larger audiences. 

Look at the audience here for PlanetIMEX or for Cvent CONNECT. I think they 

had 40,000 attendees, the largest event ever held in the meetings industry. 

When businesses in other industries — Microsoft, SAS, and Salesforce — 

were forced to pivot to all-virtual events earlier this year, they found 10-fold 

increases in attendance numbers. With these larger audiences, we can think 

of different ways to monetize events, for example through sponsorship 

rather than through trade show booth sales.

The Right Formula for Hybrid and Virtual Events
The production values of virtual events need to be high, almost like 

television production with virtual emcees. It’s also forcing us to be more 

concise in our presentations. You can’t just set a camera in the back of the 

room and expect that virtual attendees will play along. With hybrid meetings, 

we’ll be planning for two completely different audiences. It’s not going to 

be easy, but in the end we will have a newly invented face-to-face meeting 

industry, and virtual and hybrid events will remain a strong component.

Live graphic recording by Chris Shipton 

 liveillustration.co.uk - chris@liveillustration.co.uk - Twitter: @livepens



̩̪ THE VIRTUAL EVENT TECH PLAYBOOK

C O R E Y  M C C A R T H Y 
CMO, Socio

4. SHOULD WE USE ONE 
PLATFORM FOR HYBRID AND 
VIRTUAL? 

JƺɎɎǣȇǕ�nǣɮƺ�ƏȇƳ�XȇٮȵƺȸɀȒȇ��ɎɎƺȇƳƺƺɀ�
to Engage at the Same Level
One of our biggest challenges right now is getting 

in-person attendees to engage with virtual attendees. 

If these two groups are on different platforms, I don’t 

understand how we can make that happen. 

Organizers are going to need to structure their 

content to hold a virtual audience’s attention and 

[SVO�[MXL�XLIMV�%:�GSQTERMIW�XS�ƼKYVI�SYX�LS[�

to capture presentations and share them with the 

virtual attendees. How will the stream arrive? How 

will virtual attendees access it, and how will virtual 

attendees interact? 

An RTMP player takes more professional streams 

and makes them available within whatever event 

platform you’re using, so that should be one 

requirement. The attendees should then be able to 

access the live streams on demand via recordings or 

live, and click through the agenda very intuitively to 

get in and out of the presentations. 

One reason event organizers have been quick to 

use Zoom is because of the chat, polling, and Q&A 

features. Unfortunately, a lot of the professional 

streaming systems don’t have them, so it’s really 

important to ask your vendor. Live attendees should 

be able to ask questions and take polls from their 

mobile devices within that same system the virtual 

attendees are using. And more importantly, they 

should all be in the same chat environment, which 

is a huge step forward to blending that virtual and 

hybrid in-person experience.

Single Platforms Allow for 
Personalized Journeys Within a 
Segmented Audience
Event design and attendee journey mapping is 

going to become really critical. Registration within 
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that single system is a really great place to start. Organizers should be able to 

customize paths for each of the attendee types — virtual and in-person — so 

from registration, attendees can automatically be segmented into the event 

platform to heighten the event experience. 

7IKQIRXEXMSR�EPPS[W�]SY�XS�HIƼRI�QMGVS�XVMFIW�[MXLMR�]SYV�TPEXJSVQ�XS�HIPMZIV�

customized experiences, and designing those authentic touchpoints between 

FSXL�WIXW�SJ�EXXIRHIIW�GER�FI�EWWMWXIH�XLVSYKL�KEQMƼGEXMSR�ERH�SXLIV�

activations within the platform — blended round table sessions, dedicated 

networking spaces and times, etc.

The idea of creating a community is incredibly important as well. We have 

brought everybody together and that community needs to live in one space, 

and why not the event platform? For that, you need a single platform that 

everybody is using. 

I think as we move forward, those bridges between virtual and hybrid are 

going to be the one of the most important opportunities for event organizers 

to really keep people engaged.

AD
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D A H L I A  E L  G A Z Z A R
Tech Evangelist and Idea Igniteur, 

DAHLIA+Agency

5. HOW DO WE KEEP VIRTUAL 
AUDIENCES IN HYBRID EVENTS 
I«�x�I00nXzJ�nXk0�³0!�z(ٳ
CLASS CITIZENS?

There are three things that you have to keep in mind 

when designing your engagement strategy and the 

experience design for your virtual and face-to-face 

audiences.

1. The event design and content
2. The fun stuff
3. The communities or micro-tribes 
ɎǝƏɎ�ɵȒɖ�ȵɖɎ�ɎȒǕƺɎǝƺȸ

You need to have this strategy in place, and it’s 

always going to be growing. In terms of the event 

design, think of the Emmys, where they can bring in 

a virtual audience through screens. They’re sort of 

giving you an idea of where they’re attending from, 

and then they become part of the design of the 

face-to-face event. Another way to get the audience 

engaged and connected with people at a hybrid 

event is to encourage your virtual audiences to add 

their LinkedIn QR code to their backgrounds if you 

have them on screens.

You don’t have to create all of these experiences 

on your own — tap into what they want, what their 

desires are. For example, if your on-site audiences 

are having an activity with an MC, have a virtual MC 

mimic that same activity with the virtual audience.

Planners and/or platforms are going to have to 

ƼKYVI�SYX�LS[�XS�MHIRXMJ]�ZMVXYEP�EXXIRHIIW��[LIXLIV�

it’s badges, colors, or other codes to ensure the 

matchmaking works. You’re designing this to 

connect people, but also to create micro-tribes. The 

micro-tribes are those participants that are going 

to carry forward your events and experiences, so 

you need to think of how they can essentially live on 

365 days a year. 



̩̭ THE VIRTUAL EVENT TECH PLAYBOOK

As for content, you can give your virtual audience content that the on-site 

people don’t have, whether it’s playbooks, worksheets, or VIP time with the 

speakers behind the scenes. The other thing to keep in mind is that you 

have an international audience from different time zones. If you have people 

from Europe or EMEA or Asia, you can also design a program for the virtual 

audience that’s different from the on-site audience and monetize it.

8LI�JYR�WXYJJ�MW�XLMRKW�PMOI�WIPƼIW��JYV�FEF]�GSRXIWXW��SV�ZMVXYEP�GMX]�XSYVW��[LMGL�

is an idea you can steal from Airbnb online experiences. If you’re going to 

do an activity like a wine tasting or pizza making, make sure you send virtual 

attendees the recipe, wine, etc. so that they can do the activity the same way 

it’s going to happen on-site. 

You’re going to have to treat them as VIPs because you want them to generate 

content that will help you promote how kick-ass your entire hybrid event is. 

8LI]�EVI�]SYV�MRƽYIRGIVW�ERH�FVERH�EQFEWWEHSVW��[LMGL�JIIHW�MRXS�XLI�QMGVS�

tribes. With micro-tribes, you can tap into content that’s industry related and 

emotionally relevant and build brand loyalty.

Live graphic recording by Chris Shipton 

 liveillustration.co.uk - chris@liveillustration.co.uk - Twitter: @livepens
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PI E R R E  M E T R A I L L E R
CEO, SpotMe

6. WHAT ARE THE BEST TRICKS 
FOR MANAGING COMPLEX 
VIRTUAL EVENTS?

The need to personalize, to tailor the experience is 

the big change when you go online. The average 

virtual event size was about 500 pre-pandemic and 

now it’s 5,000 on average. 

The volume is much higher, but the event pace is 

also much faster. When you have a ballroom for 

2,000 people and you open the doors to move them 

into breakouts, that is going to take 20-30 minutes. 

Virtually, it takes a few seconds. That velocity of 

TEGI�MW�EPWS�VIƽIGXIH�MR�XLI�ZIPSGMX]�MR�XIVQW�SJ�

quitting your event. And so the size and velocity are 

the two things when it comes to complexity that 

complicate virtual event components.

³ǣȅȵǼǣǔɵǣȇǕ�¨ȸȒƬƺɀɀƺɀ
1]�ƼVWX�VIGSQQIRHEXMSR�MW�XS�WXST�QEOMRK�

exceptions. Eliminate all the one offs, all the 

exceptions that you used to make in person. 

Provide a couple of options for everything that 

you do online, and stick to them. If someone begins 

making special requests of the format, the display, 

the interaction between speakers and slides that 

you haven’t set up within your existing event design, 

your response at that point should be, “No, you’ve 

got four options. Pick one and that’s it.” These 

kinds of deviations, combined with size and velocity 

GSQTPI\MX]��EVI�KSMRK�XS�OMPP�]SYV�IZIRX�ƽS[��

Combined with the fact that most of us are also 

doing more events than in the past, failing to 

WXERHEVHM^I�]SYV�TVSGIWWIW�ERH�]SYV�[SVOƽS[W��ERH�

always making exceptions in one-offs, is just going 

to make things that much more complicated.

Acknowledging Limits
My wife is a neuroscientist, and a long time ago, she 

found that 20 minutes is the standard attention span 

after which your brain switches off. I think that truth 

was universal in person, and it is so true online. 
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What we recommend is to keep your event in small chunks, make it a series 

of moments. The collection may stretch up to three weeks, but keep those 

moments as short as possible because people are not going to be forgiving. 

They’re online. They can just switch from one window to the other. They don’t 

have the social pressure that exists onsite to stay in the auditorium because 

]SY�ƽI[�XLIQ�MR��

Choosing Tech to Accommodate Hybrid Events
When you look at the collision of online and physical, you start to discover 

that there are a lot of design considerations that you need to take into 

account, like managing people over time zones, synchronization, managing 

delays, etc.

One native competitive advantage we have is that we started as an event app, 

and event apps were initially designed for in-person attendees. We built the 

online platform on the same platform, so it’s a natural extension in terms of 

engagement, but also a place where all the content can live on demand for 

people to access at any time.

AD
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T E S S  VI S M A L E ,  C M P,  D E S
Chief Event Executioner & Event Technologist, 

iSocialExecution, Inc.

7. HOW DO I DEAL WITH 
ATTENDEES’ ZOOM BURNOUT?

ÁƏǸǣȇǕ�Ə�RȒǼǣɀɎǣƬً�RɖȅƏȇ��ȵȵȸȒƏƬǝ�ɎȒ�
Content Delivery
Keeping people engaged is about staying human 

when switching to the virtual world. We need to 

realize that virtual doesn’t always connotate taking 

out that humanistic aspect. It also gives you an 

opportunity to be able to ask attendees questions 

around what they want and how they want it. So 

through this journey of experiencing new things and 

VIHIƼRMRK�E�RI[�RSVQEP��TISTPI�WLSYPH�RS�PSRKIV�

think that companies and associations should drive 

that experience for them. 

As we know in marketing, we need to create 

personas. And within those personas, it’s not about 

buying per se. Attendees need to buy into the journey 

experience as they receive the content that you’ve 

designed for them. There are various different ways 

to do that, and we don’t take the time to think about 

it. For example, say I’m an auditory learner. There’s 

an app called Otter that I love because I don’t like 

to write notes. I like to hear and see. That’s how I 

need to engage and that’s what works best for me. 

So if I’m going through meetings and experiences 

and events, and that event owner hasn’t designed 

the experience for me to accept it the way I need 

to — only the way they want to deliver it — that’s a 

challenge and a problem. 

«ƺɀȵƺƬɎ�Ɏǝƺ�¨Əɖɀƺ�ǣȇ�çȒɖȸ�0ɮƺȇɎ�
Design
So yes, we’re experiencing Zoom burnout, but we’re 

experiencing burnout around pushing content the 

same way we’ve been pushing it, and not relying 

on things that work for different points of view. If 

we pause for a moment (and I have a thing about 

respecting the pause), we need to think about 

how we design within respecting that pause. That 
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means I have to ask, simply, “Did you ask them what they want, and most 

importantly, how they want the information to be delivered to them?” 

If I get into a room and I can’t necessarily hear the audio, that might be a 

challenge for me. I might feel lost, but did I account for that in my experience 

design? Or maybe I want to digest content later because I have so many 

different emails coming in, and that’s not a streamlined experience that 

VIƽIGXW�[LEX�E�FIEYXMJYP�IZIRX�]SY�QE]�LEZI�HIWMKRIH��7S�KMZI�QI�ER�

opportunity to choose how I want to engage, and plan ahead of time by asking 

me about my needs. And that lets you stay human in this virtual world.

Live graphic recording by Chris Shipton 
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KAT H RY N  F R A N KS O N
Director of Event Marketing, Informa

8. HOW DO WE SELL VIRTUAL 
EVENT SPONSORSHIPS?

I think the best way to look at this is joining up a 

three-step framework for sales and marketing that’s 

intended to get us thinking differently. So this is 

tactical, actionable, and the whole goal here is selling 

QSVI�VIZIRYI�WTIGMƼGEPP]�MR�XLI�JSYVXL�UYEVXIV�

So here are the three steps, or three Rs: 

1. Reposition. We know we’re not selling live 

events, we’re selling virtual events. This means 

that we’re competing in the digital marketing 

category. So who are our new competitors? 

Facebook, Instagram, Google ads, YouTube 

pre-roll. What’s interesting about that is those 

channels are oversaturated — there’s never 

been more advertising. It’s really hard to break 

through the noise. You’re going to spend a lot 

of money trying to get customers’ attention. 

So this oversaturation creates an opportunity 

for us with our virtual events. We have people 

opting in, we really are creating communities, 

and we’re the only channel right now that can 

actually bring buyers and sellers together in 

new and interesting ways.

2. Retrain. Our sales teams are spending a 

lot of time doing demos, and they’re talking 

about the virtual event platforms. We love 

that stuff, but it eats up a lot of time, and 

they’re not going to win big new deals just 

SR�XLSWI�JIEXYVIW�ERH�FIRIƼXW��7S�[LEX�XLI]�

need is marketing-led insights. Marketing 

and sales need to get really cozy in this 

environment so that the sales teams can 

go out and make these new arguments for 

shifting budgets from other channels. We 

don’t want to stay anchored in competing 

with the live version of our old event. We 

want to put ourselves in a new category and 

say, “here’s what we’re doing really well.” And 
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sales teams can then go out and say, “Hey, you’re probably running 

ads top of the funnel, trying to nurture them. And guess what? Our 

event actually slashes your sales cycle in half.” So linking up sales and 

marketing even more is key.

3. Repackage. This is taking a hard look at what you’re pitching in 

terms of the sponsorship packages themselves. So don’t drop and 

drag your perspectives from live into virtual. This is where you can 

throw away your gold and silver and bronze levels and reposition 

IZIV]XLMRK�WTIGMƼGEPP]�FEWIH�SR�XLI�TVSFPIQ�XLEX�]SYƅVI�WSPZMRK��

So you can now sell a lead generation sponsorship, a social growth 

sponsorship, a thought leadership sponsorship. And this is rooted 

a little bit in challenger-style selling. You know the problems that 

clients need solved, so come to them with those solutions and 

look at everything in a new and different way. And what’s especially 

interesting about this is once you’ve started to tee up these packages 

in a new way, it also creates more upsell opportunities. If you’ve sold 

the lead generation sponsorship, you can go back and say, “Hey, 

something else to consider: leads can go stagnant, but we’ve also got 

a lead nurture program.” So it’s just time to rethink everything.

Live graphic recording by Chris Shipton 
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A DA M  PA R RY
Co-founder & Editor, Event Industry News

9. HOW DO I SELECT THE BEST 
VIRTUAL EVENT PLATFORM?

First and foremost, it’s important not to get bogged 

down in features. Instead, work back from your 

objective. What do you want the experience to 

be? How would you want people to engage with 

your event? Work back from there and see if the 

technology platforms that you’re looking at actually 

supports you and your event objectives. It’s easy 

to get bogged down in a huge list of feature sets 

that you might never use, and then you’re paying for 

things that don’t make sense for the event.

I think there are three key things that virtual event 

platforms and event technology platforms can 

offer:

1. Ways to personalize the 
experience. Look for technologies that 

match attendees based on AI, on the data 

that you can collect through the registration. 

That really helps people have a much, much 

better experience. 

2. Live chat support. Jumping into a 

virtual event is a brand new experience for 

many people. Lots of the frustration comes 

from not knowing how to navigate around the 

platform. Live chat features can be a great 

way to get the information that they want right 

there, or even to reach out to a real human 

being, rather than jump off the platform 

through frustration and never come back.

3. Deep data. Deep data is a really good way 

to collect information on your audience and use 

that as a way to tailor the next experience and 

continually improve, offer better sponsorship 

opportunities, and offer better content. 

You also need to check cyber security credentials. 

Not enough people ask for the cyber security 

credentials of event technology platforms. Ask them 

a number of questions: Have they ever had a breach? 

If they did, how does that affect you and your event? 
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How do they maintain security? Even ask them if they have cyber security 

insurance in place. I think that’s a really good test of how seriously they take 

the matter. IBM put a report out in 2019 stating that the average cost of a 

data breach was just shy of $4 million. I’m sure nobody wants that on their 

desk. 

And then there’s software as a service. This is a term used by many 

technology providers, but our industry is all about service, and we should 

choose our technology provider in the same way that our customers choose 

us — because of our great service. So engage with your providers as if 

they’re going to be an extension of your team, check out their experience. 

And this service does not necessarily come free, but if you can budget for it 

and invest in your event in that way, then it allows you to focus on the things 

that really matter: the sessions, the speakers, the sponsors, the attendees, 

the experience. It allows you to relax a little bit about the tech. 
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A JA  B R A D L E Y  K E M P
*SYRHIV�
�'LMIJ�)\TIVMIRGI�3ƾGIV� 
Conversate Collective

10. HOW DO I INSPIRE 
ATTENDEES TO TAKE ACTION?

Reframe the Attendee Journey
As event professionals, we’ve been conditioned to 

XLMRO�SJ�IZIRXW�XEOMRK�TPEGI�EX�E�WTIGMƼG�XMQI�ERH�

JSV�E�WTIGMƼG�TYVTSWI��[MXL�E�PSX�SJ�IQTLEWMW�SR�XLI�

attendee journey during the event. If we’ve learned 

anything from COVID, it’s that we need to challenge 

conventional ways of thinking. I believe we can 

transform the way we do events, both online and in 

person. If we don’t, we literally risk our customers 

and fans disconnecting from the brands that we 

built. We need to understand the overall journey 

that our customers and our attendees are on. 

Think about your next virtual event — and not as a 

fundraiser or trade show or virtual experience — but 

think about it as a stepping stone in your attendees’ 

journey that will help them to get from where they 

are, to where they want to be.

How the Love My Curls Festival 
�ȵȵȸȒƏƬǝƺƳ�Ɏǝƺ��ɎɎƺȇƳƺƺ�hȒɖȸȇƺɵ�
Through the beauty festival, Love My Curls, 

I wanted to create a space and a movement for 

women in Australia and New Zealand to change the 

narrative around curly hair, from being something 

that needed to be tamed and straightened to 

something to be celebrated. It was designed as a 

stepping stone to give that community the physical 

and emotional tools they needed on their journey to 

self-acceptance.

��kƺɵ�ªɖƺɀɎǣȒȇɀ�ǔȒȸ��ƳƏȵɎǣȇǕ�Ɏǝǣɀד
Model
Conversate Collective has developed a framework 

SJ�ƼZI�UYIWXMSRW�XS�LIPT�]SY�YRHIVWXERH�[LIVI�

your event sits in your customers’ overall personal 

journey.



̪̭ THE VIRTUAL EVENT TECH PLAYBOOK

1. Where’s my attendee now and where do they want to go? 

2. What role can my events play in their journey? 

Say you’re producing a meeting for an organization where people are 

working in silos. Understanding the different journeys of each staff member 

will help you design an event that brings them together. Obviously you can’t 

address all the problems of the community in just one event, but you can 

help them make incremental progress towards their own goals. 

3. How can I align the community’s goals with my organization’s goals?

4. What actions do I need attendees to take before, during, and at the end 

of my event? 

Starting with the end in mind helps in thinking about all the 

opportunities you have to get attendees to take action, whether that’s 

making a donation, signing up for one of your sponsors’ workshops, or 

making a commitment of their time. Virtual events need to move away 

from passive participation by facilitating a two-way dialogue between 

the presenters and the attendees. Incentivize them to turn their cameras 

on and participate live.

5. Can this event be one in a series of stepping stones to accompany my 

attendees along their journey? 

If you can design events that strategically address various points in your 

attendees’ journey, you can create an ecosystem that allows them to 

come back over and over again.

If we really want to inspire action, we need to stop thinking about events as a 

moment in time and expand our focus to our attendees’ overall personal journey.

Live graphic recording by Chris Shipton 
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M A R CO  G I B E RT I
Founder and CEO, Vesuvio Ventures

11. HOW WILL EVENT 
TECHNOLOGY CHANGE AFTER 
THE CORONAVIRUS PANDEMIC?

Three Factors Driving the 
Accelerated Evolution of Event Tech
We’re going to be dealing with a way more 

interesting universe of potential event participants 

after COVID. From an investor perspective, the 

technical name is augmented TAM, the total 

addressable market. 

8LI�ƼVWX�UYIWXMSR�XLEX�MRZIWXSVW�EWO�MW��ƈ,S[�FMK�

is this market?” Virtual events are adding layers of 

new participants. For now, nobody is monetizing 

virtual events at the level of a traditional show that 

used to bring in $10 million. Virtual is probably 

generating one or two, if you’re lucky, which means 

it’s not sustainable. But some bright entrepreneurs 

are cracking the code and doing some smart 

experiments to monetize virtual, hybrid, and 

eventually face-to-face events when they’re back.

The second factor is customer adoption. I’ve 

been investing in event technology for almost a 

HIGEHI��%X�ƼVWX��MX�[EW�E�PY\YV]��2S[�MXƅW�E�GSVI�TEVX�

of the business for event organizers, for visitors, 

for exhibitors, for speakers. Customers are going 

XS�IQFVEGI�IZIRX�XIGLRSPSK]�WMKRMƼGERXP]�QSVI�

seriously after this crisis.

Three, more venture capital, private equity, and 

corporate investors are going to pay attention. 

Google, Amazon, Facebook, Zoom, and many others 

are realizing that virtual events could be a very 

interesting opportunity for them. With that, there is a 

massive FOMO from the venture capital and private 

equity category about event technology right now.

What the New Market Means for 
0ɮƺȇɎ�ÁƺƬǝ�!ȒȅȵƏȇǣƺɀ
All the onsite event technology companies have 

moved to virtual just to survive, which means that 

overlapping product features are going to generate 
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way more competition. Plus there is the fact that smarter entrepreneurs are 

paying attention to building technology solutions for events. It is challenging, 

but also the universe is way bigger, which means that we’re not going to see 

a ‘winner takes all’ situation. We’re going to see many successful players. 

We need to unlearn everything and start again from scratch because this 

FYWMRIWW�MW�ƼREPP]�KSMRK�XS�FI�GLERKMRK��*SV�XLSWI�FMK�ERH�WQEPP�SVKERM^IVW�

who think that they know the playbook, they need to think again. This is the 

time for experimentation and learning and launching creative products in the 

next couple of years.

The Potential for Virtual to Cannibalize Tech for In-
Person Events
Virtual will not take away from it at all. Actually, I have the most interest in 

companies that are thinking about technology from a hybrid perspective. 

Face to face is not going away. If you’re an event tech founder, virtual 

aslo isn’t going away, but face to face is still going to play a massive role 

in marketing budgets. Technology is not replacing human connection. 

Technology should be improving human connection.
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L I Z  K I N G  CA R U S O
CEO, Liz King Events & techsytalk

��³RِאÈn(�á0�¨«00»ٳ!�«(�
EVENT SESSIONS OR STREAM 
THEM LIVE?

Webinar Culture and the Challenge 
of Online Engagement
First, we have to consider webinar culture: Prior to 

everyone in the world switching to virtual events, 

people have been doing webinars for years. One of 

the great things about webinars is that they provide 

everyone with tons of content. Most of it is free. 

The downside is that we all know how it works. You 

sign up for the webinar, and you have absolutely 

no intention of joining live. I don’t even put them in 

my calendar because I know I’m going to get the 

recordings, but then you get the recording and let’s 

be honest — how many of those have you actually 

ever watched? This makes it really challenging for 

live events. (I have a pet peeve around using the 

term ‘live’ to mean ‘in person.’ There are so many 

virtual live events.)

To achieve our event goals, we need to capture our 

attendees’ attention and let them hear what we 

have to say. We don’t want people signing up and not 

showing up. My challenge with pre-recorded content 

is that it’s easy to tune out. People know very quickly 

what’s prerecorded and what’s live. I prefer live. We 

get the most engagement that way, talking to each 

other in real time, bringing in the social posts. 

0ɴƏȅȵǼƺɀ�Ȓǔ�0ǔǔƺƬɎǣɮƺ�¨ȸƺٮ«ƺƬȒȸƳǣȇǕ�
Strategies
There’s the ‘simulive’ format where you stream 

recorded content, but you have someone there live 

to answer the chat. That’s powerful, and it can limit 

production issues. If you’re going to do that, you 

want to produce something that’s beautiful. I don’t 

recommend pre-recording everything on a traditional 

Zoom call. It can make sense if you’re going to 

integrate video with lower thirds and overlays, or if 

you have someone standing on a stage and you build 

it out with many moving pieces. Another strategy is 

pre-recording a session as a backup. Let’s say that 
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you’re going to do a live stream, but just in case you have a production issue, 

you have some pre-recorded content ready. 

³ȵƺƬǣƏǼ�!ȒȇɀǣƳƺȸƏɎǣȒȇɀ�ǔȒȸ�nǣɮƺ�àǣȸɎɖƏǼ�0ɮƺȇɎɀي�ÁƺɀɎɀ�ƏȇƳ�
 ƏƬǸɖȵ�¨ǼƏȇɀ
You have to think about potential production challenges and do run-throughs 

with your tech. I always recommend at least two tests, a week before and the 

day of. Run through everything and have backup plans. Don’t rely on your WiFi. 

Someone on the production team for the DNC mentioned that the power was a 

little iffy, so they had generators running.

áǝƺȇ�ɎȒ�ƫƺ�ÁȸƏȇɀȵƏȸƺȇɎ��ƫȒɖɎ�¨ȸƺٮ«ƺƬȒȸƳƺƳ�³ƺɀɀǣȒȇɀ
If you’re using the simulive format, it makes sense because it is weird for 

people to see a person responding when they’re supposedly speaking on 

screen. If you’re just doing pre-recorded content, you want to make it as 

realistic as possible. I recommend having your emcees do introductions 

on the pre-recording, so that it’s not going from something obviously live to 

something obviously pre-recorded. 
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WI L L I A M  T H O M S O N
MD, Gallus Events

13. HOW MUCH SHOULD WE 
CHARGE FOR OUR VIRTUAL 
EVENT?

The Three Fundamentals of a Sound 
Pricing Model
Just concentrating on attendee revenue, I want to 

VIMXIVEXI�XLEX�GLEVKMRK�RSXLMRK�JSV�]SYV�IZIRX�MW�ƼRI��

It’s impossible to set an exact price for what you 

should charge for a virtual event, but I want to look 

at three fundamentals. 

8LI�ƼVWX�MW�XLEX�MX�EPP�HITIRHW�SR�XLI�FYWMRIWW�

model that you’ve got. An event can be free if it’s 

part of a subscription base, or if you’re using it for 

lead generation, or if someone sponsors it. You can 

also generate revenue from exhibitors. You’ve got to 

choose the right business model if you’re going to 

make admission free. 

Second, if you are charging, you should be using 

tiered pricing. You have to set a baseline fee that 

allows basically anyone to take part in your event. 

And then you start adding a little bit more for the 

second tier, where you add access to the networking 

features. For the third tier, you add masterclasses 

or speakers, but start low and gradually get higher. 

That’s how we start to make good revenue from 

virtual events. At my events, we start at around $75 

for a day. Then we go up to the top price of two to 

ƼZI�LYRHVIH��WS�[I�KS�YT�F]�E�JEGXSV�SJ�XLVII�

The third thing I want attendees to think about is 

tickets for groups, with team pricing. This allows 

you to attract more people. For our big event at 

Practically Perfect PA, we have an enterprise ticket 

at €1,500 [$1800 USD]. If we sell 10 of them, then the 

revenues really start to build.

Áǝƺ�(ǣǔˡƬɖǼɎɵ�ɯǣɎǝ�RǣǕǝ�ƏȇƳ�nȒɯ�
Price Points
-XƅW�VIEPP]�HMƾGYPX�XS�WIX�ER�EFWSPYXI�EQSYRX�JSV�

pricing. If you subscribe to our Virtual Event Campus, 

we’ve got a PDF that is all around the topic of pricing. 
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-XƅW�QSVI�HMƾGYPX�JSV�IZIRXW�MR�E�LMKLIV�TVMGI�VERKI��-J�]SYƅVI�YWIH�XS�GLEVKMRK�

$1,000 a day for your event, it’s a whole new world for you. You’ve got to 

take a step back and do it differently. For the bottom end, if you’re used to 

GLEVKMRK������MXƅW�KSMRK�XS�FI�HMƾGYPX�JSV�]SY�XS�WXEVX�QEOMRK�VIZIRYI��=SYV�

TVMGI�LEW�XS�ƼRH�WSQI�QMHHPI�KVSYRH��

The Challenge of Pricing Hybrid Events and the 
XȅȵȒȸɎƏȇƬƺ�Ȓǔ�xƏȸǸƺɎǣȇǕ
;I�GSZIV�L]FVMH�IZIRXW�MR�SYV�4(*�FIGEYWI�MXƅW�HIƼRMXIP]�E�HMJJIVIRX�QSHIP���

There’s more of an impact from this idea of cannibalization. Whether virtual 

or hybrid, people are looking at your event and they’re judging it partly on 

price. They’re looking at the value proposition, so market and promote your 

virtual or hybrid event to the max. Tell people what’s there. Tell them the 

STXMSRW�ERH�FEGO�YT�XLI�FIRIƼXW�
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A B I  CA N N O N S
Global Innovation Success Manager, Reed Exhibitions

14. WHAT ARE THE KEY 
FEATURES TO LOOK FOR IN 
VIRTUAL EVENT PLATFORMS?

-ƅPP�JSGYW�SR�ƼZI�QEMR�JIEXYVI�WIXW�

1. Content hosting 
What you should think about when you’re choosing 

features is the ease of access for speakers. You 

want to make it as smooth as possible for them 

to join and share their screen or presentations. 

Another great feature to have is a welcome video 

with some instructions on how to use the platform 

as it replicates the reception that you’d get when 

you join an event in person.

Then, look at content libraries or content hubs. 

This is where you can host pre-recorded content. 

For long events, maybe people aren’t necessarily 

interested in the current speaker, but they’re able 

to go and explore something that’s already on the 

platform and enjoy it at their leisure. 

2. Engagement
This is about creating  interaction with the content 

that’s being offered. This can include a general chat, 

comments that you can make during the sessions, 

and Q&A. Think about adding features that allow for 

ERSR]QMX]�JSV�XLI�TEVXMGMTERXW��[LMGL�GER�HIƼRMXIP]�

increase the engagement you get. Polls are also a 

great way to make people feel like they’re part of the 

conversation, and another feature of engagement is 

the ability to react to the session that’s going on as 

you’d react to a Facebook post.

3. Connections
A key part of this is networking, which includes 

the ability to chat one-to-one with people. Speed 

networking is another feature you might want to look 

for, and being able to tier the level of interactions that 

you can give to people based on attendee type or 

ticket type is a really good feature. You may not want 
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VIP attendees to be bothered the entire time, so you can restrict access to 

the types of messaging that people can share amongst themselves.

Matchmaking and connection recommendations are great to have. One of 

the other features I’ve seen is the ability to be matched with companies and 

even products in a virtual trade show environment, which is great. 

4. Opportunities for suppliers and sponsors
You need to think about what you’re providing in virtual booths. This could 

be a live demonstration, pre-recorded demos, and the ability to chat. A good 

search functionality is also essential. For sponsors, you obviously need great 

branding opportunities. Look at where you’re able to brand your virtual event 

platform to enable you to get more revenue, but also to be able to deliver 

value to those people who want to be in front of your attendees.

5. Analytics
A beautiful thing about virtual events is that you’re able to track behavior in 

a way that you’ve never been able to before. This is great for you to be able 

to learn from and develop your events as you go along, and it also allows 

your stakeholders to be able to deliver clear return on investment, to see how 

many people have interacted with their products, chatted with them, and 

scheduled meetings. And this is a great way of proving value for your events.

Live graphic recording by Chris Shipton 
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K E N N Y  L AU E R
'LMIJ�)\TIVMIRGI�3ƾGIV� Lifekind

15. HOW CAN I CREATE AN 
ONLINE EXPERIENCE?

I’ve been involved with virtual events since the early 

2000s, so it’s humbling to share some of my experience.

Virtual Events Need Star Quality
“Virtual meetings suck” was the exact quote 

that someone said to me in 2008, when I was 

guiding Cisco on how to be successful with virtual 

meetings. It’s 12 years later, do virtual meetings 

suck any less? Do you get excited about them? Do 

they get your heart pumping? 

I don’t think so, but, but what does do that? 

,SPP][SSH��8LI]ƅZI�KSX�MX�ƼKYVIH�SYX��8LI]ƅZI�

got stages. They’ve got audiences, lights, music, 

energy. They have cinematics. Everybody loves to 

be entertained because entertainment is all about 

experiences and people want experiences. And that’s 

the business we’re really in. I really believe we are all 

experience creators, but here’s the thing: experiences 

don’t just happen. Hope is not a strategy. They have 

to be architected like all good things.

8LIVI�EVI�XLVII�[E]W�XS�MRƽYIRGI�XLI�FPYITVMRX�SJ�ER�

experience. 

1. Reimagine the experience. Adopt 

the ‘What if’ frame of mind before going to 

the ‘how to.’ The minute you shift to “how 

am I going to execute this?”, you castrate the 

reimagination process. What if my attendees 

forgot they were in a meeting? What if we 

could get them to laugh uncontrollably? 

What if we could get them to all eat pickles? 

Identify what behaviors you want to create, and 

never think of a virtual as being a discounted 

physical virtual is this own experience.

2. Create an emotional connection. 
One way to do this is “presencing.” You 

acknowledge that people in attendance exist, 

and that you see them. A simple way of doing 

that is use people’s names in your event. You 

won’t believe the currency that that brings in 

the experience. When I led marketing at the 
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Golden State Warriors, I put a fan up on the jumbotron every chance I 

got because it made them feel like a star. Why wouldn’t you do that in 

an event? Another is to create moments where people can contribute or 

invest in the experience. Interact in a breakout group, have a post-event 

KIX�XSKIXLIV��ƼRH�QYXYEP�QSQIRXW�[LIR�EXXIRHIIW�GER�[SVO�XSKIXLIV��

maybe a game or group activities. Every action of an attendee is a 

deposit into the emotional bank account of an experience. 

3. Be cinematic. How long would you sit in a movie if all you saw was 

a face speaking to you for hours? Give your attendees some different 

camera angles, create a story, or build a narrative. Stimulate some 

curiosity, foreshadow something that is going to happen at the end of the 

event. Make it fun, make it like play. 

Áǝƺ�XȅȵƏƬɎ�Ȓǔ�JȒȒƳ�0ɮƺȇɎ�(ƺɀǣǕȇ�Ȓȇ�Ə�àǣȸɎɖƏǼ�0ɴȵƺȸǣƺȇƬƺ
Is it possible to keep people engaged for an extended period of time? We did 

that with Tony Robbins. We kept 30,000 people virtually engaged for 13 hours a 

day for four days straight. We reimagined Tony’s physical space into the digital.

We surrounded him 360 degrees with attendees so that he could see and feel 

them, and vice versa. We created all these emotional connections. People were 

seen and heard. We brought people on stage. Tony used people’s names. 

We had them invest in all kinds of experiences. We had 30,000 people 

breaking a board together. We had 30,000 people looking at a virtual spinner 

or tossing a ball back and forth to each other, dancing, singing, moving. 

We even had a custom app, and this app allowed people to send an emoticon 

or send a customized sound to Tony and the rest of the audience. It worked 
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incredibly well. We created some landscapes so that people could feel like they’re 

somewhere else — maybe watching Tony against the sunset in Hawaii, or maybe 

in front of a beautiful water in Fiji. It was all very cinematic. 
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DA N I E L L E  M AVE A L
Community Builder

16. HOW DO WE CREATE 
‘COMMUNITY’ FOR VIRTUAL 
EVENTS?

A community is a web of bonds between members. 

When you can build and strengthen this web of bonds 

between people, they show genuine care and concern 

for each other. This bond can be built under a brand or 

SVKERM^EXMSR�YQFVIPPE��GVIEXMRK�ER�EƾRMX]�JSV�MX�ERH�JSV�

everyone connected to it. How do you move someone 

from being an audience member to feeling like they’re 

part of a community? I break that process down into 

stages: before, during, and after the event.

Before the Event
Before an event, I often bring the audience 

into the planning process by creating a sort of 

advisory board. Over a few weeks, I bring people 

together to bounce ideas around so they feel 

like one community building a program together. 

The research isn’t just one-on-one, but a group 

conversation. That way bonds start to form even 

before the event. Ask, Where can we go together, 

and how can the organization support that?

Then as you’re ramping up, tell stories. Stories are 

an integral part of communities. We tell stories to 

understand our values and relate to each other. 

When sending out invites, tell the stories of people 

who have attended for years and explain how they’ve 

been transformed by the experience.

During the Event
At the start of an event, I recommend a welcoming 

moment. Even online, it can be a little nerve wracking 

— people going in just see an agenda with topic 

names, but they don’t know what’s going to happen 

or how they’re supposed to interact. How can we 

greet people as they come through the threshold into 

our event just as we would do in person? Consider 

putting people into a breakout group where an event 

organizer can explain what’s going to happen that day. 

A breakout room also presents a great opportunity to 

form bonds with icebreakers and activations. 



̫̯ THE VIRTUAL EVENT TECH PLAYBOOK

Live graphic recording by Chris Shipton 

 liveillustration.co.uk - chris@liveillustration.co.uk - Twitter: @livepens

Community bonds are formed when we let down our public persona and let 

people into our personal side a little more. Digital whiteboards are incredible 

for this, especially for introverts. MURAL, for example, can be used for 

icebreakers and event activities. While someone’s talking, we can also be 

connecting in the background. My favorite is give-and-take-forward, where 

someone offers up something on the gift side, and then asks for something on 

the take side.

After the Event
Plan ahead and have people capture the best moments from the event, and 

use them to tell a story. Even after it ends, it doesn’t have to be over. We can 

continue that connection with happy hours, accountability groups, book clubs 

— and where there’s interest, break people up into cohorts so they can continue 

the conversation. There are a ton of platforms for community spaces that will 

create forums, groups, live chats: Chorus, Mighty Network, Circle. You’ll also 

need a community engagement strategy and a community manager to help 

continue the conversation in between live events. 
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M AT T H EW  S E S S I O N S
Vice President, Digital Summit

17. HOW CAN WE DO BUSINESS 
DURING VIRTUAL EVENTS?

I’m part of Digital Summit, but also we have a sister 

division called Global Exchange Events, which plans 

one-to-one meetings for the residential construction 

industry. We bring together buyers and suppliers, 

ERH�RSVQEPP]�[I�[SYPH�ƽ]�XLIQ�XS�VIWSVXW�MR�

Scottsdale, South Florida, or Southern California 

for a couple of days. This year, we had to go to the 

buyers and suppliers and say, you know what, we’re 

not going to go to Scottsdale in a month, but we’re 

going to bring this right to your living room. 

Getting Buy-in
To get buyers involved, there are lots of different 

ways to incentivize them, like cash, charity 

donations, gifts, swag, etc. At Global Exchange 

Events, we settled on a mix of charity donations (we 

will make a donation on behalf of your company 

to the charity of your choice) or cash incentives 

(cash being a prepaid credit card for each meeting 

attended). About 70percent of our audience currently 

is choosing the prepaid credit card option, and about 

30percent is doing the charity donations. 

On the supplier side, some were all in and some were 

super nervous. We created tiered packages: the gold, 

silver, bronze model. At the gold level, you get more 

meetings at a lower price point. The bronze level was 

for those who were more comfortable committing to 

a couple meetings but at a higher price point.

Technical Logistics
I think the most important aspect for one-to-one 

meetings is customer support. Our sales team 

already had relationships with the suppliers, but all 

the buyers were new to this and were not necessarily 

that tech savvy. Running 500 meetings over three 

days that had to happen on time meant that, if we 

had technology issues, we couldn’t just just send an 
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email to someone and pray for a response. We had real time staff there 

ready to go. 

As a result, 90percent of the technology issues were to do with 

GSVTSVEXI�ƼVI[EPPW��1EOI�WYVI�]SYV�WYTTSVX�XIEQ�MW�TVITEVIH�XS�

troubleshoot those issues.
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B R A N DT  K R U E G E R
Technical Producer and Consultant, Event 

Technology Consulting

18. WHAT DO SPEAKERS NEED IN 
THEIR VIRTUAL EVENT KIT?

The biggest thing to keep in mind is that you 

don’t have to invest a fortune in technology. Just 

start with what you have, and work your way up 

from there. You don’t have to go from zero to a 

broadcast-quality studio in one go. 

I get asked all the time where the best spend is 

when it comes to audio visual. And the best way 

to start is always with your audio. Especially in our 

online events, where you’re just up in a browser 

page or something along those lines, it’s very 

easy to drift into our emails, check our Facebook, 

etc. But either way, that audio is still going in the 

background. So the audio quality is even more 

important in our online events. 

What I really recommend people do is to just 

open up a Zoom call by yourself, hit record, and 

try everything. This is what I keep emphasizing to 

people: don’t be afraid to try everything. You know 

the free headphones that came with a phone two 

years ago, that you threw in a drawer and never 

looked at again? Try those, because you’ll never 

know which headphones are going to sound great. 

And cost is not going to be the factor here. At the 

FIKMRRMRK�SJ�EPP�SJ�XLMW��-�ƼKYVIH�-�[EW�KSMRK�XS�FI�SR�

a lot of Zoom calls. I spent $300 on a really nice pair 

SJ�&PYIXSSXL�LIEHTLSRIW��SRP]�XS�ƼRH�SYX�[IIOW�PEXIV�

that I sounded like a phone operator from the 1950s. 

So you really do have to try everything.

And then, once you start doing more things and get 

some money rolling in, you can start to invest in 

better microphones. The Snowball and the Blue get 

recommended a lot. I just heard about another called 

the Killer Bee. These are USB microphones that are 

going to sound good. Even a headset microphone 

is generally going to sound better than a lot of our 

headphone microphones.
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Lighting is the second thing, because you won’t believe how much better a 

crappy camera looks just by having good lighting. Grab desk lamps, grab 

everything in your room, and again, try everything. And only then, once you’re 

ready to graduate, do you go online and start messing around with LED kits 

and things like that. The LED kits that you can get on Amazon for 20 or 30 

bucks really add a lot. I’m personally not a fan of ring lights because you get 

those strange-looking rings in people’s eyeballs. 

Then, and only then, do you move on to things like video. Get yourself a good 

HD camera. Again, try everything. It’s not about price. The $3,000 Macbook 

Pro that you bought two years ago probably has a worse camera than your 

tablet. So be sure to try everything. And then once you’re ready to graduate, 

you move on to getting something like a Logitech C920 HD camera or the 

BRIO camera, which is a 4K camera. And then you’re able to start putting 

things together, and slowly add as you keep trying new things. 
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R A FAT  A L I
CEO, Skift

19. IS THIS THE NAPSTER 
MOMENT FOR EVENTS?

Áǝƺ�0ɮƺȇɎ�XȇƳɖɀɎȸɵټɀٹ�zƏȵɀɎƺȸ�
Moment”
When Napster came into the industry, other music 

services saw what was happening at the early 

stages. It’s like the book industry when Kindle came 

in. The video industry may have learned the most 

from what happened with Napster. Now being 

event owners and writing about the business of 

events through EventMB and Skift, we are seeing 

a similar phenomenon. For physical events, the 

economics are incredible if you do it well. The 

economics of a pandemic-induced virtual event are 

completely different, at least initially. We now have 

more experience. We’ve done our biggest virtual 

conference, the Skift Global Forum, which happened 

September 21, 22, and 23.

I am still worried about the underlying economics 

for event owners and organizers. If this was a 

WLYXHS[R�[MXLSYX�WIGXSV�[MHI�ƼRERGMEP�LEVHWLMTW��

maybe we could have charged more. As it stands, 

many people can’t afford higher prices for events. 

We used to charge $3,000, to $4,000 for tickets 

to our conferences. Deciding participation fees or 

ticket fees is now the hardest part. My experience is 

primarily with B2B events, but there are many others, 

like consumer events, that are facing these issues.

Áǝƺ�«ȒǼƺ�Ȓǔ�³ȵȒȇɀȒȸɀǝǣȵɀ
I’m more hopeful than I was when I wrote the 

“Napster Moment” article. The ROI for sponsors is 

clearer in an online digital environment, where data 

can show how you deliver value. The sponsorship 

dollars may not ever equal the levels reached by 

physical events, but they may be decent. 

The Long-Term Forecast
I’m hopeful and very excited about the virtual product 

as a permanent line of business. What does that look 

like when physical events come back? What does 
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the hybrid world look like? I’m excited about what type of technologies will 

come in that will help generate more participation and not just video back 

and forth. 

I’m more optimistic about 2021 now, even without a vaccine. The DNC 

was almost like a TV production, and it turned some creative wheels in my 

head about what is possible. That kind of event obviously requires a lot of 

money and effort. I also saw an example of a good hybrid conference from 

Singapore, a country that has controlled the virus well. I do foresee places 

like New York City holding hybrid events next year.

The Challenges of Planning Hybrid Events
With the hybrid format, you’re basically planning two events. Anybody who 

says that virtual is easy has certainly not done a full-scale virtual event. 

And again, if there are only 50 people in a room, will they pay 10 times more 

than people joining online? My main contention is that the economics of it 

[MPP�FI�HMJJIVIRX��[LMGL�QE]�SV�QE]�RSX�FI�EW�TVSƼXEFPI�EW�[I�EVI�YWIH�XS�

historically.
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N I C K  B O R E L L I
President/ Strategist, Borelli Strategies

20. WHAT ANNOYS ATTENDEES IN 
THESE VIRTUAL EVENTS?

Ultimately, it boils down to a translation issue. 

That’s my contention. Attendees don’t actually 

know what annoys them, they just are annoyed, and 

it’s not really their job to pick it apart and determine 

what’s annoying them. 

They say it’s engagement, but event designers don’t 

have the skill sets to create virtual events at the 

same caliber that they do face-to-face events. I think 

that the innovation is going to come from outside 

of the industry, and I think the only thing that event 

producers can do to catch up is to seek inspiration 

outside of the traditional live event design. 

Take Lessons From Outside the 
Industry
And honestly, the code for virtual success has 

FIIR�GVEGOIH�JSV�]IEVW��-XƅW�EPVIEH]�FIIR�ƼKYVIH�

out. Community: social media cracked it. Actually 

holding people’s attention for a long period of time: 

video game streamers cracked it. Networking: 

online dating cracked it. Storytelling and content 

delivery: binge watching cracked it. 

But if you’re looking at live events, which are always 

steeped in hospitality and were created by hospitality 

people, your inspiration is coming from a place that 

has all this sensory stimulation from the physical 

space. That’s not what we have in virtual. 

In virtual, we have storytelling where you should look 

more at screenwriting books to get the inspiration 

that you need. You need to be able to understand 

your characters, the stakes that they have, and bring 

people into it. 

The analogy I’ve been using is the Olympics. The 

Olympics has some objectively obscure, not that 

interesting sports that, on a global level, have no 

popularity whatsoever every other day. But for those 

couple of days that they’re shown every four years, 

the world is glued to them. Take curling. Curling is 
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VMKLX#�8LIVIƅW�RSXLMRK�SFNIGXMZIP]�MRXIVIWXMRK�EFSYX�GYVPMRK��;LEX�XLI]�HS�XS�ƼPP�

XLI�KET�MW�XIPP�E�WXSV]��8LI]�ƽIWL�SYX�XLI�EXLPIXI�XS�KMZI�XLI�EYHMIRGI�E�VIEWSR�

to feel more invested.

We don’t do that enough in virtual events. We don’t cue it up to have that 

emotional connection. We have the ability to take you in the past, put you 

into the future, and tell stories in ways that are unique and ways that are 

nonlinear in order to have that hook. That’s why you might cry at a well-done 

commercial, but you don’t cry at an exhibition booth. 

We’re putting a square peg in a round hole when we take a business event and 

put it into a live stream. We’re taking all of the lessons learned in a hospitality 

environment, and we’re trying to shove it into this new space. Now is the time 

to experiment and roll some dice, and to take inspiration from every other 

digital environment.

!ȒȇɮǣȇƬǣȇǕ�!ǼǣƺȇɎɀ�ɎȒ�ÁƏǸƺ�Ɏǝƺ�nƺƏȵ
There is a lot more money to be made in virtual events, sponsorships 

WTIGMƼGEPP]��FIGEYWI�XLI�HMWXVMFYXMSR�STXMSRW�HSRƅX�LEZI�XS�FI�[MXLMR�E�ƼRMXI�

time and space. You have the ability to create evergreen pieces that can 

LEZI�REXYVEP�GSRRIGXMSRW�XS�FVERHW��=SY�GER�HIWMKR�XLI�GSRXIRX�XS�ƼX�FSXL�

the brand’s mission and their current marketing efforts with pre-recorded 

content coming in and out. The secret to client buy-in is in the sponsorship 

dollars. It doesn’t necessarily have to come from the ticket. I think it comes 

from algorithmic matchmaking with preferences, and I think it also potentially 

comes in content that is connected to the audience throughout the year and 

not just in this one shot.
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DISCLAIMER
This report is based on the content in our October 
15 event, The Virtual Event Tech Day. 

While this resource has been sponsored, the 
contents are completely unbiased.

If you wish to sponsor our future publications or 
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in touch with Carmen Boscolo at cb@skift.com.


