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Introduction
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Event marketing is dead or at least has slipped into coma. 
Because even as things get back to normal, it’s going to be a 
while before people will be willing to walk into crowded spaces. 
Yet as the adage goes, the business must go on. Companies still 
have to promote their products and as a marketer, you still have 
goals to hit. 

Marketers must be agile and try to be 

as channel-agnostic as possible. 

When one channel fails or 

under performs, they quickly pivot 

and try to compensate for the loss by 

ramping up their e�orts on other 

fronts. But events are di�erent. They 

make up such a large portion of their 

lead gen targets that such a gap

simply can’t be filled through other 

marketing means. On top of that, 

leads generated through events and 

conferences are known to be more 

sales qualified.  So even if they get the 

numbers from other marketing 

channels, the gap would still be felt 

on the revenue side.
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(Continued)

The point is, they need those events 

and conferences and they need them 

now. In that case, the only viable 

solution is to go virtual. 

Now, going virtual is a lot more than 

simply posting your content on the 

Internet. You can’t simply record your 

keynotes, breakout sessions, demo 

videos, etc., throw them online and 

say hey, here’s our virtual event! It 

doesn’t work that way. The online 

space works by an entirely di�erent 

set of rules. The playbook for 

in-person events you have mastered 

over the years is either useless or can 

do more harm than good. 

For a simple example, consider 

something as mundane as speaking 

time slots at conferences. It is an 

open secret that the first slot (after 

introduction) is the best while the one 

just after lunch is the worst in terms 

of engagement. Where as if you 

organize a full-day virtual conference, 

it might be the opposite. People 

might join your event pretty late after 

finishing that important task and be 

more engaged after lunch because 

they have the after lunch slump and 

maybe don’t feel like working. 

It’s just one of the countless ways in 

which virtual events are di�erent and 

what makes it even more challenging 

is that there is no playbook to do it 

the right way. That’s why as people 

who have been working in the virtual 

space long before the pandemic 

forced everyone here, we bring you 

this whitepaper filled with best 

practices. In the following pages, you 

will learn everything you need to 

know in order to plan and execute a 

successful virtual event.

The guide is structured in the 

following 6 parts: 

1. Strategy 

2. Finances

3. Engagement 

4. Logistics

5. Marketing 

6. Follow-up

https://www.getbanzai.com/
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The first challenge to organizing a virtual event is to determine its 
format. Unlike in-person events, you can't run a three-day marathon 
with dozens of speeches, discussions, Q&As, etc. because well, 
nobody is going to sit in front of a computer for three days. But that’s 
something you can use to your advantage. 

Virtual Event Strategy
PART 1

In fact, there are three distinct advantages of virtual events over in-person 

conferences that you must leverage at every stage:

Cost
Organizing or attending a virtual conference costs a fraction of what it 
requires for an in-person event which drastically lowers the entry barrier 
and can be leveraged in many di�erent ways. We’ll discuss it at length in 
the second section. 

Scale
In-person events are constrained by location whereas virtual events can 
be attended by people from across the globe and thus can be 
seamlessly scaled.

Content life cycle
This is kind of a by-product of the first two factors. Since in-person 
events and conferences charge hefty fees, their content is mostly 
exclusive and has no life after the conference is over. With virtual events, 
each keynote, every discussion can act as a separate content piece that 
can be used long after the event is over for brand building and thought 
leadership exercises.
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https://www.getbanzai.com/


5

(Continued)

Conference organizers cram a ton of 

events in a few days because people 

can stay away from work for only so 

long and each additional day adds 

significant costs for both organizers 

and attendees. In the virtual space, 

there are no such limitations.

Here you have the luxury to spread 

the conference over a longer time. 

A one or two-day conference has 

enough content to fill a two or four-

week virtual event. For participants, it 

allows them to actually process what 

they just heard, rather than running to 

the next session without a second to 

reflect. They also have more choices 

over what they’d like to attend and 

what they’d like to skip.

In fact, it isn’t uncommon these days 

to organize month-long events with 

sessions every week. Take AA-ISP’s 

Virtual Sales Summit 2020 for 

example, it started in mid-September 

and has one or two sessions every 

week until mid-November. But there 

is a catch here - spreading out your 

events too thin might take away the 

cohesive factor. So if you plan a 

virtual mega event, you need to 

maintain a form of consistency where

each session builds up to the next. In 

the end, the participants should get 

some kind of closure and not feel like 

they have just attended ten individual 

webinars and discussions. 

After you have determined the 

broader format, you need to plan 

specific sessions. Let’s say you have 2 

keynote, 5 panel discussions, 2 

breakout sessions, and 1 Q&A session 

to cover in a 4-week event. You can 

experiment with di�erent strategies 

to spread out the content but at the 

end of the day, you must ensure 

there is ample bu�er time between 

each of the pieces, and the Q&A time 

is stretched out.
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(Continued)

Q&As work really well in the virtual 

space as it takes away the anxiety that 

comes with raising one’s hand in an 

auditorium of 1,000 people. Plus, it 

makes your content more engaging. 

There are many ways you can 

approach the Q&A session to make it 

even more e�ective. For instance, you 

can allow attendees to ask questions 

during the session, after the session, 

or even have an upvote system to cut 

out the noise and ensure the 

questions people are most interested 

in, get answered. 

You can even have a system where 

attendees can ask questions to 

specific speakers after the discussion 

so that maximum questions get 

answered. For example, at TED, after 

each talk, the speaker hangs out in 

the virtual lobby, where attendees 

can ask questions. If you have a panel 

of 5 speakers, you can have 5 virtual 

lobbies and thus can answer 5X as 

many questions.

As briefly mentioned above, virtual 

events are highly scalable. In-person



(Continued)

events have fixed slots and organizers 

target people only in specific 

locations but any person, anywhere 

in the world with a smartphone and 

internet connection can join a virtual 

event. This allows organizers to cast a 

wider net with broad marketing 

techniques. Banzai has, for instance, 

seen its clients grow their target 

audience by 50x – 100x by 

expanding their search nationwide.

With a larger audience and stretched 

event schedule, you can easily 

experiment with all kinds of content 

to specifically target di�erent 

segments and use cases.

https://www.getbanzai.com/business/
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Virtual events have essentially flipped the traditional event finances 
on its head due to two core factors - fewer expenses and a 
higher scale.

Virtual Event Finances
PART 2

Organizing an in-person event is 

expensive. There is the cost of the 

venue, catering, equipment, speaker’s 

travel fees, accommodation, 

management, among other things 

(like carpet for your booth space). 

Organizers recoup those costs by 

selling expensive sponsorships and 

tickets. So if an event cost $100K to 

organize, they might sell 

sponsorships worth $25K and 500 

tickets at $200 each to generate a 

revenue of $125,000 with a profit 

of $25K.

With virtual events, most of those 

associated costs are gone. There are 

no venues or flights to book or

caterers to pay for. So the cost of 

organizing such events comes down 

drastically. But at the same time,

people and companies aren’t willing 

to pay as much for tickets and 

sponsorships. So if the virtual event 

costs $25K to organize, organizers 

can still make a better profit by 

selling sponsorships for $10K and 

1000 tickets for just $50 each. In fact, 

there is no practical limit to 

headcount in the virtual space which 

directly contributes to brand 

awareness and profits. 

https://salesintel.io/
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(Continued)

The larger point is, the finances of virtual events have favorable terms for all the 

three stakeholders involved:

There is, however, wide skepticism 

that even with its lower cost, virtual 

events don't o�er much value in 

which case you should try 

experimenting with di�erent revenue 

models and sponsorship strategies. 

You can for instance, instead of 

selling tickets for each event, o�er a 

membership package that gives the 

audience access to all the events, 

corresponding materials, and some 

special perks like one-on-one 

interaction, guest presentation, 

access to recaps etc. 

To make sponsorships more 

appealing, you can choose to have 

one sponsor per event to o�er them 

higher visibility without disrupting 

your revenue streams.

They get to make the same profit while making lesser investments. 

Companies
They get to pay less for sponsorships even with a larger audience.

Attendees
They get cheaper event tickets without additional cost overheads like 
travel and accommodation.
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(Continued)

Also, if you aren’t sure if you can pull 

o� a large number of attendees and 

sponsors on your own, you can 

always opt to collaborate with 

di�erent companies with products 

and services that align with your own. 

This way, all partners can pool their 

contacts and marketing resources to 

make the event successful. As an 

example, RevGrowth did exactly that. 

They worked together with 18 other 

companies to put on a great virtual 

sales and marketing conference in 

mid-April.

https://salesintel.io/
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So the question is - if a registrant doesn’t show up at your virtual conference 

but accesses its recap video, aren’t they engaged?
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This is probably the biggest challenge and bone of contention for 
virtual events. People simply don’t engage in front of a screen as 
much as they do in conferences or event booths, that’s a fact. But 
there is another side to it - people pay attention in conferences 
because they know once they leave the auditorium the content they 
paid thousands of dollars for will be lost forever. That isn’t the case 
with virtual events. They know they will get a recording and can go 
through it anytime they want. 

Virtual Event Engagement
PART 3

The same goes for sponsors - instead 

of having their banner on display for 

one or two days, they get great 

branding material to be used across 

all channels in perpetuity. 

The point is, virtual events aren’t any 

less engaging than in-person events. 

It’s that the methods of engagement 

are di�erent and you shouldn’t be 

comparing apples to oranges. 

https://salesintel.io/
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Content

(Continued)

That said, there are certain strategies and best practices you should use to make 

your events look more polished and be more engaging. To that extent, there 

are three areas you should focus on: 

When it comes to virtual events, content is the single most important 
factor that can make or break your success. You are free to experiment 
with any type of content in any form but make sure it is relevant, 
valuable, and engaging. 

Also, spend some time and e�ort on the production side as well. Even 
the best content presented in a monotonous tone by a dull speaker isn’t 
going to help anybody. Make sure your speakers have good presentation 
skills for the virtual space and equip them with high-quality mic, camera, 
lighting, etc. 

Networking
Most people visit in-person conferences not to listen to the keynote but 
for networking. While virtual networking will not be the same as 
in-person events, it is expected as an o�ering by attendees. Creating 
some kind of networking space in your virtual event where attendees 
can interact with each other, ask questions, and share contact 
information is key to keeping participants engaged. Similar to what you 
might see in a Slack community.

Depending on the tools you use, there are many ways to achieve it. In 
Zoom, you can split participants into one-to-one video chats or create 
breakout groups at random. Remo simulates a reception room at a gala 
where you can switch tables and network with the other people at each 
table for a set period of time. Other software like Swapcard use AI to 
match people for networking.

https://salesintel.io/
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Perks 

(Continued)

While content and networking o�er attendees value for their time and 
money, it’s the small perks that define their overall experience. Be it gift 
cards, t-shirts or virtual lunches, these kinds of incentives are useful on 
both fronts - boosting registrations and delighting attendees. 

You can use platforms like Banzai to trigger action-based incentives 
automatically. For instance, you might want to o�er di�erent incentives 
for di�erent actions like registrations, attendance or after an event. 

https://salesintel.io/
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Virtual events at its core have only two tasks - producing and 
distributing content. Yet when you actually get down to individual 
processes, there are numerous moving pieces and many strategic 
decisions to be made. 

Virtual Event Logistics
PART 4

For instance, should you host 

sessions live or have pre-recorded 

sessions? There are numerous 

advantages and disadvantages to 

each and the best results can be 

obtained when you leverage both. 

Live sessions are great for excitement 

and Q&As but there is always room 

for mistakes (or more likely technical 

di�culties and connectivity issues). 

Pre-recorded sessions, on the other 

hand, are organized but don't 

perform as well with audiences.

The best approach is to use a mix of 

the two. You can always have live 

polls during sessions or follow up 

your pre-recorded session with 

live Q&As. 

YouTube, LinkedIn, Facebook, 

Instagram remain the most popular 

platforms for live broadcasting but 

you need to be mindful that these 

aren't suited for exclusive or gated 

content. 

https://www.getbanzai.com/


Event Platforms
There are two essential pieces of technology needed for a virtual event 
program: a virtual event hosting platform and an event marketing 
automation platform. Some event hosting platforms have basic 
marketing features built-in. Users looking for bigger audiences, more 
automation, and flexibility typically use an event marketing automation 
platform like Banzai.
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(Continued)

For pre-recorded sessions, we highly recommend you check out Prezi Video 

as it o�ers many cool features to deck up the presentation. 

Moreover, your event doesn't have to be just about content and networking 

either. Remember those perks we talked about earlier? You can use a ton of 

activities to spice up your event and deliver a holistic experience. 

You can for instance: 

Organize virtual workshops where participants can collaborate and engage 

while learning a specific skill. 

Set up an online marketplace with branded swag that people can order

Throw in a musical opening set or end of day chill session

O�er online guided meditation classes 

Host a dedicated session for kids since most people are still working 

from home

https://salesintel.io/
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(Continued)

Virtual event hosting platforms are built for two broad use cases - virtual 
conferences and webinars. The platforms with virtual conference 
capability come with a ton of features like chat rooms, attendee 
matching, 3D environments, and more. Most of the tips we discussed in 
Part 2 can be executed from here. Webinar-focused platforms are 
generally less powerful with fewer features and support less audience. 

As virtual events become the new reality, there has been a sudden rise in 
the number of virtual event platforms and existing players are racing to 
add new features.  

We have shortlisted the best tools you can use to host visual 
conferences. For even more detail on selecting a virtual event hosting 
platform, see our resource: How to Choose a Webinar Software that 
Works for You

Banzai

8×8

Adobe Connect

BlueJeans

Demio

Google Hangouts

GoToWebinar

On24

WebinarJam

WebEx

Zoom Webinars

Leading platforms for hosting virtual events:

https://salesintel.io/
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https://www.getbanzai.com/blog/how-to-choose-a-webinar-software/
https://www.getbanzai.com/blog/how-to-choose-a-webinar-software/


But before you start marketing your 

virtual event, there is one factor you 

need to take into the equation - 

registrations and attendance are two 

entirely di�erent metrics that should 

be treated as such. As a general rule 

of thumb, attendance rates are 

roughly 20-25% of the number of 

registrations. So if you want 500 

people to attend your event, you have 

to get at least 2000-2500 

registrations. Of course, the rates vary 

depending on which audience you 

pursue - existing customers and the 

bottom of the funnel prospects are 

more likely to register and attend 

compared to pure cold outreach. 

+ 17

The success (or failure) of any virtual event is measured by the 
number of registrations it gets and given that many people and 
businesses are still skeptical about the e�ectiveness of virtual space, 
aggressive marketing remains one of the core pillars of success. On 
top of that, as discussed in Part 2, adding attendees to virtual events 
doesn’t add any additional costs and thus it is directly proportional 
to profits. 

Virtual Event Marketing
PART 5

https://salesintel.io/
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Define your Target Audience

(Continued)

With that in mind, here is how you should approach your virtual 

event marketing: 

The first thing you need to do is take a long hard look at the topics of 
your events and make an informed guess on what kind of audience 
would be most interested. For example, if one of the sessions in your 
event is about ABM marketing, you can easily segment your audience 
into two categories - the ones using ABM platforms are likely to be most 
interested while a larger audience generally interested in marketing may 
also choose to register. 

Once you define such large contours, you need to pull a list of 
companies matching those criteria. To continue with our earlier 
example, there would be at least thousands of companies using ABM 
platforms and thousands of more generally interested in marketing. The 
next step is to pull a list of relevant contacts at those companies. For 
instance, there is no sense in reaching out to people in the IT or HR 
department for an event on ABM. You need to create a list of people in 
marketing or sales ops to be most e�ective in your messaging. 

https://salesintel.io/
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Email
The power of email lies in its simplicity, ubiquity, and cost-e�ectiveness. 
Simply draft personalized email invitations for each segment. If you 
haven’t done it before, use this guide on 7 Easy Steps to Send Email 
Event Invitations to get started. 

Also, you need to make sure you have the correct data of people you are 
reaching out to. There is no point in sending emails to people who have 
left their job (causing the emails to bounce) or have switched roles. 
Again, platforms like SalesIntel can help you sort such 
data-related issues.

Finally, once you have created a list of your target audience, it’s time to actually 

reach out to them and the following channels are known to be most e�ective: 
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(Continued)

So if each of those companies has even 10 people in the marketing 
department and you started out with a list of 1000 companies, you 
immediately get a list of 10,000 marketing qualified leads. These are the 
people who are most likely to respond to your outreach and register 
and attend your events. 

If you aren't sure how to build such detailed lists or simply do not have 
the data to execute such targeted approaches, platforms like SalesIntel 
can help you do that. Banzai also o�ers an Audience Profile Builder that 
can calculate your estimated audience size, based upon its algorithm. 
Combining the power of both will enable you to find and reach out to 
your target audience with pinpoint precision. 

https://salesintel.io/
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Cold Call
Using cold calls to drive event registrations is tough but if done right can 
be very e�ective. The real challenge in many cases is that organizers 
simply do not have the phone numbers of target prospects and dialing 
to switchboards is bound to yield poor results. With data platforms like 
SalesIntel, you can have the mobile numbers of your target audience 
and thus significantly improve your conversation rates. 

If you do not have enough resources for cold calling, Banzai o�ers a Call
Center Campaign to drive the registrations for you.
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(Continued)

One of the key problems with email invitations is that many people drop 
o� between opening an email and filling up the registration form on the 
website. Banzai has a One-Click Registration feature that can help you 
overcome such challenges and boost event registrations.

https://salesintel.io/
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Social media 
While all social channels are e�ective for driving registrations, none are 
as e�ective as LinkedIn as it’s the dedicated platform for professionals. 
There are numerous ways you can promote your event on social 
channels including sponsorships, through groups or simply posting 
about it. 

But make sure as soon as someone shows interest, you promptly send 
them email invites for registration. 
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(Continued)

Advertisements
Advertisements are a great way to increase visibility and drive 
registrations in a short time. There are two kinds of advertising you can 
run - targeted and retargeting. For targeted advertising, you have to 
define your target audience in terms of demographics, locations, etc. 
and it works best on social platforms like Facebook or LinkedIn. 

Retargeting is e�ective when someone has already shown some interest 
in your event but hasn’t registered. Like if they clicked your email 
invitation, visited the registration page but didn't fill the form. 

Almost every advertisement platform including Google Ads, LinkedIn 
Ads, Facebook Ads have retargeting features from where you can target
such prospects.

https://salesintel.io/
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Survey
Ask them what they liked, what they didn’t, and what they’d like to see in 
the future. If you want, you can ask them to rate specific sessions and 
speakers to better calibrate your future events. For those interested in 
lead generation, this a good point to ask sales qualification questions 
and introduce them to your products and services that may have been 
talked about in any of the sessions. 

If you are running months-long 

events, it makes sense to send minor 

follow-ups after each session and a 

master survey and feedback form 

after the event is over.
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For businesses that use events 
as a lead gen source, this is the 
time to reap the dividends of all 
their investments and e�orts. 
For organizers, post-event 
follow-ups are meant to neatly 
wrap up this year's engagement 
and get ideas for future events.

Follow-up
PART 6

Post-event follow-ups typically include the following elements: 

https://salesintel.io/
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Recap & Resources
One of the key advantages of virtual events is that people do not have to 
be present as they can always access the recording. Send them a 
recording of all the sessions they registered for along with all the related 
resources. There are di�erent approaches you can take here to better 
qualify engaged attendees from those who are not. For instance, 
no-show registrants might be given only 72 hours to access the 
recording and related resources to check if they are still interested. 
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(Continued)

As mentioned above, this is a good time for sales outreach but you need 
to make your sales reps get in touch as soon as the event is over. This 
particularly e�ective any of the event secession was about some use 
cases for your product so that the sales reps can call to schedule a 
demo or free trial. 

Sales Outreach 
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Closing Remarks

For a while, virtual events were seen as a last resort for
businesses that relied heavily on event marketing and that it 
would go back to being a niche channel once things got back to 
normal. That isn’t the case anymore. Most businesses now realize 
that virtual events are a new reality and it is here to stay. So it’s 
better to adopt the rising trend sooner rather than later.

We hope this whitepaper helps you in planning and creating a 
successful virtual event and be a pioneer of this new reality. 

About Banzai

Banzai believes in the power of connection through shared experiences. Our 

vision is to connect millions of people to educational professional experiences 

— to learn, grow, and find new opportunities.

Banzai is a leading enterprise SaaS provider of Event Marketing solutions for 

virtual and in-person events. Banzai is used by over 100 companies like Adobe, 

Dell Technologies, Nextiva, and Pure Storage. Banzai supports the unique needs 

of marketers, growing their event audiences and creating more engaging event 

experiences. To learn more about Banzai visit www.banzai.io.
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