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The team at Banzai kicked-off 2020 with the goal of learning 
how field and event marketers are approaching events and 
incorporating them into their overall marketing strategy. Little 
did we know our world was about to shift and events were 
going to change forever. The goal of this report is to explore 
where we were at the start of 2020, how marketers adjusted 
over the year, and what’s in store for event marketing in 2021.
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Survey Breakdown
The Banzai team conducted two surveys. The first was a State 
of Event Outreach survey conducted in January 2020 and the 
second was an Event Marketing Landscape (EML) survey 
conducted in December of 2020. The goals of the two surveys 
were different, but together they paint an interesting picture of 
how field and event marketers look at events and incorporate 
them into their marketing strategy.

This report will focus on the EML survey conducted in December 
while using the January 2020 State of Event Outreach survey 
for insight into where we were before in-person events came 
to a standstill.
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Event Marketing Landscape 
Participants
The EML survey included participants with roles in field, event, 
customer, and demand marketing. 81% of participants hold a 
managerial position or higher. 
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What Position Best Describes You?



Event Definitions
What exactly is a virtual event? Is it the same as a webinar? 
When is an event considered hybrid? As we dive deeper into 
how marketers approach events, we will use the following 
definitions to answer these questions and guide the event 
marketing conversation moving forward.
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Virtual Event: an online event where speakers, attendees, 
and sponsors consume content and engage in a virtual 
environment.  These events focus on efficiency, providing the 
audience with the information needed to make decisions.

In-Person Event: an event hosted at a physical location where 
participants experience the event live. These events are 
optimized for in-person interaction, think cocktail receptions, 
meet and greets, and sponsor networking.

Webinar: a type of virtual event that is an hour or less with a 
focus on presenting a limited and focused set of content. 
Attendees can engage through polls, Q&A, and chat. 
Webinars are often recorded for future broadcasting and to 
be consumed on-demand.
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The major themes we saw as marketers ramped up their 2020 
event marketing strategy were:

● Events are critical to overall marketing strategies
● Events influence pipeline

100% of the marketers we talked to at the beginning of the year 
said that events are an essential part of their marketing 
strategy. More than half of those marketers (56%) were 
allocating $100,000 or more of their marketing budget to their 
event strategy. Marketers also had a plan to produce and 
participate in a variety of events. 

What Types of Events Do You Produce?



Webinars were always part of the plan with 73% of respondents 
incorporating webinars into their event strategy. Little did we 
know what a significant role they would play in a few short 
months.

Looking at the plans for 2020, you can see that many of the 
respondents had to drastically pivot their plans around 
conferences. Almost half of the respondents had a one-day 
and/or multi-day conference planned for the year. 

8

If there is one thing we know about marketers it’s that they’re 
resilient to change. The pause on in-person events did not 
mean that event marketing went away. Marketers had to get 
creative and adopt a “virtual-first” strategy that drove pipeline. 

Adapting to Change

The shift to virtual events caused almost 95% of the survey’s 
respondents to re-evaluate the amount of events they were 
producing in 2020. Almost half of those surveyed increased 
the amount of events they produced while the other half 
decided to decrease event frequency. 4.8% were able to keep 
their event frequency the same.
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Just because marketers shifted to a “virtual-first” strategy 
does not mean they only produced webinars. Event and field 
marketers knew they had to reach their audiences at 
different stages of the buyer’s journey, and a one-size fits all 
event format wouldn’t work. 

Did Your Events Increase or Decrease in 2020?

What Type of Virtual Events Did You Run in 2020?



We still saw webinars take a leading role in event formats, but 
marketers also experimented with virtual fireside chats, 
roundtables, and workshops. One third produced virtual group 
experiences such as wine tastings and cooking classes 
choosing to focus on building or nurturing relationships.
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Making the Most Out of Virtual 
Events 

Marketers approached events with more than just the goal of 
generating new leads. 61% of marketers produced the 
majority of their events for leads that were in the 
consideration stage of the buyer’s journey.  These mid-funnel 
activities strengthen relationships and keep the pipeline 
intact.

What Stage of the Buyer’s Journey Do the Majority of Your 
Events Map to?



Generating awareness may not have been the main focus of a 
majority of events, but it still played an important role. Almost 
30% of respondents mapped the majority of their events to the 
awareness stage. Reaching new audiences is critical to 
creating new pipeline opportunities. With the buying council 
distributed and no longer bound to a single office or floor, 
gaining visibility through events is key.
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One of the great things about virtual events is their ability to 
be recorded and repurposed for future consumption and/or 
evergreen content creation. More than half of the 
respondents (52.4%) stated they have a current on-demand 
event strategy. 54% of those utilizing on-demand events said 
they are very important to their overall marketing strategy. 
Though aspects of engagement can be lost in on-demand 
consumption, the flexibility it provides your audience helps 
ensure that you meet your prospects where and when they 
are looking for you.
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Top Outbound and Inbound 
Channels

When it came to 
generating leads in 
2020, companies found 
success using a variety 
of channels. 
Respondents said that 
their top outbound 
channel for generating 
leads was their SDR team at almost 43%, followed by 
third-party prospecting at 24%. 

When asked about their top inbound channels, 43% of 
marketers found that webinars were the leading source of 
pipeline generation. According to those surveyed, virtual 
events did not play a pivotal role in generating pipeline. 

What Was Your Top Outbound Channel in 2020?



Of everyone surveyed, 0% choose virtual events as a top 
inbound channel. Virtual events’ limited role in generating 
inbound leads may be attributed to the fact that more than 
half of those surveyed map their virtual events to the middle of 
the buyer’s journey and do not use them as a main channel for 
sourcing leads.
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What Was Your Top Inbound Channel in 2020?
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Virtual Event Metrics for Success
We all like to have a full room when it comes to our events, 
even if the event is virtual. While registration and attendance 
are important, they were not the core metric of event success 
that many marketers were tracking. More than 60% of those 
surveyed looked at pipeline progression as their top metric. 
Almost 40% measured closed/won business while 24% looked 
at meetings-booked as their core event success metric.

A few of those surveyed also mentioned website traffic. Others 
noted their main success metric may shift depending on the 
event type, and whether they were acting as an event host or 
sponsor.

What Was Your Core Metric of Event Success?



Virtual events are not going away anytime soon. In fact, 38% of 
those surveyed are not including in-person events into their 
2021 marketing plans at all, and almost 50% are still unsure. 
86% of those surveyed said that virtual events are very 
important to their overall 2021 marketing strategy. 
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Virtual events still take a lot of planning, but there is a bit more 
room to be flexible. Event Marketers are not dealing with 
venues, hotel blocks, food and beverage minimums, etc. The 
majority of the marketers surveyed plan their upcoming virtual 
events a full quarter ahead while almost 24% plan on a 
month-by-month basis.

How Far Ahead Are You Planning Your Upcoming Virtual Events?



The future of in-person events may be uncertain, but if there is 
one thing that’s for sure, it’s that virtual events are here to stay. 
Marketers will continue to adapt and develop creative 
solutions for reaching and engaging with their audience in the 
virtual world. 
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About Banzai

https://www.banzai.io/
http://www.banzai.io/book-a-demo

