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While virtual events and experiences have been 
around for the better part of ten years, it took 
an economic recession in 2009 to provide the 
momentum that pushed them into the mainstream 
for many companies. The resulting reduction in 
travel and marketing budgets has accelerated the 
use of “virtual business” to achieve organizational 
marketing and communication goals.

From virtual trade shows and conferences to 
internal training and sales meetings to career fairs 
and educational events, companies seeking cost-
effective ways to reach more people and generate 
new revenue now increasingly rely on virtual event 
and virtual business platforms.

Virtual events and virtual business go far beyond 
just webinars, networking and games. We defi ne 
a virtual event as any type of business gathering 
that includes multiple tactics combined to 
create an interactive peer-to-peer experience 
online. This combination of tactics might include 
webcasts, chat forums, virtual trade shows, online 
sales meetings or training sessions, and online 
communities.

It is also important to look at what a virtual event 
is not. A virtual event is not meant to be a one-
way broadcast of marketing messages. It is meant 
to be collaborative, allowing speakers, exhibitors, 
sponsors and event attendees to speak, connect 
and engage with one another. As such, a series of 
webinars or videos wouldn’t qualify as a virtual 
event since the interactions do not enable peer-
to-peer multi-dimensional connections. On the 
other hand, a virtual job fair, trade show or other 
corporate event that includes multiple media such 
as webinars, videos, live chat and three-dimensional 
exhibit booths, is a perfect example of a virtual 
event.

75 percent of business 
decision-makers said they 
attended three or more 
Web-based events during 
the past 12 months.
 Source: American Business Media 
and Forrester Research

VIRTUAL EVENTS: 
A GROWING MEDIUM

One need only look at the growing number of 
brand marketers using virtual events to see the 
industry’s rapid growth. In 2009, The Event 
Marketing Institute cites 300% growth in this sector. 

WHY
VIRTUAL
EVENTS?

CUT COSTS & IMPROVE BUSINESS PERFORMANCE:
6 BENEFITS OF AN EFFECTIVE VIRTUAL BUSINESS STRATEGY

Numerous breakthrough examples took place such 
as Cisco Systems online event staged as part of its 
annual partner and customer conference. Cisco Live 
Virtual was created for customers who couldn’t 
attend the live event due to budget and travel 
restrictions. The virtual event featured technical 
sessions and demos by Cisco engineers, technology 
experts and training partners, as well as 15 sponsor 
booths. Over 4,000 Cisco partners and customers 
attended the virtual conference.

A 2009 report by American Business Media 
and Forrester Research found that 75 percent 
of business decision-makers said they attended 
three or more Web-based events during the past 
12 months. According to a survey by the Center 
for Exhibition Research and George P. Johnson, 
40 percent of corporate brand marketers and 31 
percent of exhibition management executives 
reported using virtual media; 71 percent of 
respondents used virtual media to accommodate 
geographically widespread workforces and 
customers.

A VIRTUAL CONTINUUM 
FOR BUSINESS: FROM WEBINARS 
TO VIRTUAL BUSINESS

Like any nascent industry, virtual events are 
evolving rapidly, driven by technological advances 
and the growing ubiquity of digital devices among 
consumers. When looking at the continuum of 
virtual events, two factors stand out: the level of 
interaction and the effectiveness of the experience 
to engage. 

When looking at the 
continuum of virtual events, 
two factors stand out: the 
level of collaboration and the 
effectiveness of the experience 
to engage.

At the bottom left of the continuum is a one-
dimensional experience featuring speaker 
communication and visual communication 
with limited attendee participation. Webinars 
and webcasts are prime examples of this type 
of experience. On the upper right is a very 
immersive experience with interactive attendee 
engagement tools and techniques for learning, 
entertainment and peer-to-peer collaboration with 
multidimensional engagement between attendees. 
The best example of this type of experience 
platform might be some aspects of the ‘Second 
Life’ virtual platform or active gaming or business

Cisco Live Virtual reached over 14,000 attendees; 55% live, 
45% virtual with dramatic savings

communities. In between these two experiences 
are virtual events, where you combine the best 
characteristics of a webinar – the ability to present 
to an audience – with the multi-level interactivity of 
a virtual world.

This paper explores and explains the role of virtual 
events in business and marketing, including the 
advantages of using virtual events, the strategic 
factors that lead to successful virtual events, and 
how to determine whether or not your organization 
is ready to host virtual events. It also includes several 
case studies that illustrate virtual event best practices 
in various sectors including corporate meetings, 
media trade shows and marketing events from such 
organizations as SAP, AAA and PennWell Corp.

VIRTUAL EVENTS CONTINUUM: The evolution of virtual events based 
on the level of audience interaction and the effectiveness of the 
experience.



Virtual events provide many clear and measurable 
business and marketing advantages. The benefi ts 
include improved cost savings, higher productivity, 
expanded audience reach, incremental revenue 
generation, better data capture and tracking, not 
to mention reducing environmental impacts. This 
section discusses these six benefi ts in more depth.

1 / 
DRAMATIC COST SAVINGS

Going virtual eliminates or reduces the travel time 
and expense associated with staging or attending 
a physical event. Many virtual event hosts and 
sponsors report that virtual events have saved fi fty 
percent or more when compared with physical 
events, while time to market can be as little as 
six weeks, (although we recommend a 12-week 
planning and launch time frame). Virtual events 
are completely scalable and can target from fi ve 
to 50,000 attendees. Attendees can participate 
from remote locations at their convenience, 
while event speakers can pre-record or deliver 
their presentations live, which makes for easier 
scheduling and often reduced speaker and content 
budgets. 

2 /
HIGHER PRODUCTIVITY

Clearly, staff that spends more time in the offi ce 
and less time traveling can be more productive. 
And keeping telecommuting staff engaged and 
connected is a huge business advantage. Virtual 
events allow marketers to focus their energy on 
signing sponsors and exhibitors, procuring top 
speakers and content, attracting a better audience 
and generating better leads. In addition, many 
organizations are using virtual events to engage 
and motivate internal constituents. Through video 
conferencing technology, company meetings can 
now run online and with just a webcam and a 
laptop, remote workers can become more present 
as companies try to connect and motivate their 
best employees.

3 / 
EXPANDED AUDIENCE REACH 
AND ENGAGEMENT

Virtual technology is allowing more event 
marketers to think globally, with limitless 
opportunities to engage worldwide audiences. 
In fact, a recent study published by Information 
Week found that 42 percent of virtual event 
attendees were international. Virtual events also 

enjoy an extended lifecycle, with archived content 
available well after the actual event is over. History 
has shown that 25 percent of virtual event leads 
come after the event. For physical events, posting 
sessions online, as well as hosting webinars and 
webcasts can extend value and mindshare for an 
event long after it is over – or before it begins.

4 / 
INCREMENTAL REVENUE 
GENERATION

Clearly, virtual events can reach more attendees 
and exhibitors at a lower cost than in-person 
events. And with careful budgeting, compelling 
marketing and promotion, the cost savings can 
go right to the bottom line through sponsorship, 
exhibitor revenue and pay-per-view fees for 
enterprise, association and media show owners.

5 / 
BETTER DATA CAPTURE, 
TRACKING AND INTELLIGENCE

One of the key benefi ts of hosting or participating 
in a virtual event is the performance and behavioral 
data that can be collected from attendees and their 
actions. Virtual events provide unparalleled access 
to real-time and post-event data, collected as 
attendees navigate virtual exhibit halls, download 
white papers and collateral and participate in live 
Q&A’s. As part of the planning process, identify 
your key metrics and set goals in advance to 
measure the event’s success. In the end, all of these 
analyses should be linked to specifi c actions that 
drive business outcomes.

6 / 
GREENER AND MORE SUSTAINABLE

Virtual events also provide “truly green” benefi ts 
to your marketing and communication strategy 
at a time when being a good corporate citizen 
is becoming more important to customers and 
the bottom line. Virtual events reduce your 
organization’s carbon footprint, as well as eliminate 
the corresponding waste and trash generated by 
an in-person show. A 2000 EPA study found that 
the typical convention-goer who is staying at a 
hotel generates about 20 pounds of trash per day, 
compared with 4.6 pounds at home.

Virtual events provide 
unparalleled access to real-
time and post-event data, 
collected as attendees navigate 
virtual exhibit halls, download 
documents and participate 
in Q&As. The average virtual 
event saves roughly $1,000 per 
attendee in travel and costs.*
*Based on Amex Business Travel 2009 (Domestic travel only)

THE BUSINESS 
BENEFITS
OF VIRTUAL 
PLATFORMS
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To determine if your organization is ready 
to add virtual events to your marketing and 
communications program it is important to agree 
on goals and strategy through interdepartmental 
meetings to discuss the following:

— Are you looking to cut costs?
—  Do you want to improve communication and 

productivity?
— Are you seeking new revenue?
—  Do you want to leverage existing investments 

and/or events?
—  Do you have one-time or programmatic event 

needs?
—    Do you plan to run individual events for specifi c 

audiences with specifi c objectives or do you 
have a long term need to connect communities 
of people over time?

A comprehensive needs assessment will reveal 
whether your organization is ready for virtual 
events or a virtual business platform. Here we 
look at the fi ve key factors to staging or hosting a 

successful virtual event: 

1 / Event strategy
2 / Target audience
3 / Staffi ng plan
4 / The right virtual platform
5 / Executive support

1 /
BEGIN WITH AN EVENT STRATEGY

Successful virtual event planning begins with clear 
objectives and a strategy. What marketing or 
communication problem are you trying to solve, 
and is a virtual event the right vehicle with which 
to solve it? Is your goal to generate demand or 
leads for your organization? Or are you trying 
to generate revenue from sponsors? Or are 
you seeking an economical alternative for sales 
training and communication? What is your budget 
and expected ROI? The answers to all of these 
questions will shape the size, scope and strategy of 
your virtual event.

HYBRID OR STANDALONE?

An important question is whether or not your 
virtual event will be an extension of an existing 
face-to-face event or a new, independent program. 
Virtual events can be a powerful addition to 
existing events. While a virtual event can educate, 
engage and create new space for customers, 
channel partners or employee groups, they will 
never replace a face-to-face connection. Integrating 
both strategies should be considered and can be 

very effective. 

2 /
TARGET YOUR AUDIENCE

Identify and segment your target audience 
including demographics and psychographics. 
Understand audience pain points, needs and values 
and consider whether or not that audience is ready 
to engage in a virtual technology experience. 

3 /
HAVE THE PROPER STAFFING

A virtual event requires just as much planning 
and effort as a physical event. Event managers 
and marketers still need to develop relevant 
content, book keynote and session speakers, sell 
sponsorships and fl oor space, and manage booth 
staff. The audience still needs to be targeted, 
acquired and managed; interactions need to be 
considered and designed, feedback gathered and 
analyzed.  So start by asking yourself: Do you have 
the right staff for marketing, content development, 
sales and event management? We recommend 
assigning virtual event staff much like you would a 
physical one.

4 / 
CHOOSE THE RIGHT 
VIRTUAL EVENT PLATFORM

One of the most important decisions you’ll 
make with your fi rst virtual event is choosing 
a technology partner or platform. Think about 
whether you need a single, repeatable platform 
for individual events or one that scales from small 
events to large shows and is integrated on an 
enterprise level. Ask yourself these questions: 

—  Is the platform fl exible enough to grow with 
your needs, including audience sizes, reliability 
and integration with third-party Web 2.0 
technologies and other applications?

—  Is it simple enough to use so that exhibitors 
can easily select, create and brand their booths 
without a lot of effort and help from you? 

—  Does it feature rich back-end reporting with 
APIs to integrate outside applications, as well as 
provide lead scoring? 

5 / 
EXECUTIVE SUPPORT

Lastly, C-level executives within your organization 
must buy into the value and effectiveness of virtual 
events in order to be successful. Comprehensive 
data analysis and careful tracking of event ROI is 
paramount to secure senior executive buy-in. Ask 
prospective partners for the potential cost savings 
and incremental revenue that their solutions can 
help you deliver and compare them to existing 
event marketing results. Tangible results matter.

FIVE KEYS 
TO A SUCCESSFUL 
VIRTUAL OR 
HYBRID EVENT:
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1 /
OBJECTIVES

— Lead Generation
— Corporate Communication
— Learning
— Community Building

2 /
AUDIENCE

— How many?
— What type?
— Exhibitors or sponsors?
— What kind of journey(s)?

3 /
EXPERIENCE

— Existing or new event?
— Content types and volume?
— Imagery available or needed?
— Timeframe?

GET VIRTUAL



INXPO EXPRESS™ 
MAKES VIRTUAL EASY.

With proven expertise from producing over 1,000 
virtual events and experiences, InXpo makes 
virtual easy to buy, build and deploy. Choosing 
from a set of event templates, the foundation of 
your virtual event can be assembled in one day. 
And with INXPO Express you still have the power 
of the platform delivering the best performance, 
reporting and scalability in the business.

INXPO CUSTOM™ 
MAKES VIRTUAL FLEXIBLE

We make it easy to add more features and create 
unique environments and experiences that meet 
your needs, from custom branding to language 
localization. Whether you seek to generate leads, 
improve employee communication and learning or 
drive revenue, INXPO Custom solutions connect, 
engage and educate more people, more effectively, 
while reducing costs and your carbon footprint.

INXPO UNLIMITED™ 
MAKES VIRTUALLY ANYTHING.

The InXpo Platform features unparalleled 
customization and scalability from intimate 
executive meetings to global sales launches 
for thousands of attendees. Create unique 
destinations and engage audiences with 
integrated games, activities and video. Our
open architecture allows for easy integration 
with third party technologies and rich back-end 
reporting.

1 / 2 / 3 /

THE POWER
OF THE PLATFORM

EASY TO PLAN:

You can easily see the cost savings and 
business benefi ts based on our tiered 
product options. And our consultative 
sales and support team will walk you 
through the step-by-step process to 

help you plan and manage your event.

EASY TO SET UP: 

With INXPO Express you get the full 
power of the platform with easy-to-
use templates that will get you up and 

running in as little as one day.

EASY TO USE: 

Your team, your sponsors and your 
audiences will feel the power of the 
platform through unique features like 
Custom Navigation, Booth Builder and 
our open architecture allows for easy 
integration with third party technologies 
and rich back-end reporting.

Choose your Experience 
Theme from our design library
or provide one of your own.

Create hybrid events by blending imagery from 
your physical event

Custom-developed navigation, animation and 
functionality

Supply your own 
graphics, navigation, 
add custom spaces 
and multiple show
fl oors. 

Custom integration with 
third party technologies 
(e.g. session scheduler, 
collaboration tools, etc.)

Custom-created 
3D event areas 
incorporating branded 
video and signage

Custom-developed 
games, videos and 
leader board

Choose your 
Navigation style

Place your 
branding 
and signage
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