The Ultimate Guide
to Virtual Events
How to Plan Your Event
to Maximize ROI

The Future of Events

By this point in the evolution of industry events, we’re past the stage of asking whether their
future is in-person, virtual, or hybrid. We know that there’s a need for all three types of
events, we know why that is, and we know that the combination of events that
organizations offer will continue to evolve over time.
And that reality is one key reason that running virtual events has become so challenging.
It’s not just that virtual and hybrid events are evolving. It’s that consumers’ expectations for
these events are evolving—or, more precisely, rising.
It wasn’t so long ago that the term virtual event meant li le more than offering a webinar.
And in the early days of the COVID-19 outbreak, there was a certain degree of sympathy
and understanding for organizations that had to rapidly turn a planned in-person event
into a largely improvised one online because of lockdowns and travel restrictions.
But a great deal has changed since then. New so ware has emerged, and older so ware
has improved. Companies have had more of a chance to figure out how to make virtual
events work, and competition has increased. Perhaps most importantly, event participants
have significantly higher expectations for virtual events today than they did even in the
recent past—and those expectations are only going to keep rising.
That’s why today it’s so important for organizations to ensure that their
virtual and hybrid events offer a level of value that will encourage
participants to sign up, draw many of them to actually show up, and leave
them with an impression that will keep them coming back in the future.
With that in mind, this guide will help you to optimize your virtual events so that you take
full advantage of the immense potential of this format.
In the following pages, you’ll learn:
Key differences between virtual and in-person events, and what audiences are expecting
Which educational and social elements are most important
How to create an engaging virtual experience that centers your a endees
How you can use data to bolster the success of your event
The unique placements you can offer sponsors
Top considerations when evaluating virtual events technology partners
What you need to do—step-by-step—to produce a virtual event that delivers
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Audience Expectations:
Virtual vs. In-Person Events
It’s not hard to see the appeal of virtual events. For participants, virtual events are easier
and less expensive to a end than in-person ones, and more flexible. Meanwhile, for event
organizers and sponsors, virtual events allow for larger audiences, more accessible content,
and—perhaps most importantly—a far more useful approach to gathering, analyzing, and
utilizing data.
But there’s something to be said for the social interactions and overall experience of inperson industry events, and trying to match their appeal is no small challenge. It requires
not just creativity and thorough planning, but a strong understanding of what a racts
participants to virtual events in the first place.
And one of the most important points to understand is that education plays a far more
central role in a virtual event than in an in-person one. With less of a social draw than an
in-person event, a virtual one needs to compensate by offering top-notch, compelling
educational content.
That’s not to say that you can do away with the networking aspects of large-scale events
altogether. Your virtual event must still present an environment that fosters interaction,
social engagement, and fun.
It’s important, too, to keep in mind that fully virtual and completely in-person events are
not your only two options, especially as audience expectations continue to rise.

Hybrid Events: Catering to Both Audiences

Given that there are unique benefits to both virtual and in-person events, the most flexible
and versatile (and expensive) event format is the hybrid event. Now that so many
professionals are accustomed to having the freedom to work in the location that best
meets their needs, event organizers can help themselves reach the largest possible
audience by offering the same flexibility.
Perhaps that’s the main reason that a 2020 survey of business event professionals found
that most respondents did not worry that virtual events would “cannibalize” in-person ones
—even though 7 in 10 said they had moved a planned in-person event to a format that was
at least partially virtual.
But hybrid events are significantly more expensive to run than either in-person or virtual
events, and they require more planning. In part, that’s because making a hybrid event as
successful as possible requires more than simply running an in-person event and a loosely
related virtual one. Instead, you need to integrate the in-person and virtual aspects of
the event as deeply, comprehensively, and seamlessly as possible.
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Of course, capturing the pull of certain aspects of in-person events virtually will require you
to be innovative and open-minded.
For example, does your in-person audience have time to socialize informally between
sessions? Then it may be a good idea to lean into the virtual format and plan something
more formally structured between sessions (such as a contest) to generate interaction
among your event’s virtual a endees.
And does the in-person component of your event foster dialogue between presenters and
audience members? Then don’t just give your virtual a endees a chat functionality within
their video windows, but actively encourage them to use this functionality or create
standalone virtual spaces that are focused on small-group discussion.
The bo om line is that the in-person and virtual components of your event should work
together to create a single cohesive, compelling, and value-rich event for your in-person
and remote audiences alike. This can go a long way toward empowering you to achieve the
full potential of the hybrid event format, while ensuring that your virtual audience
members don’t feel like they’re playing second fiddle to the crowd that’s there in person.

One way to unify your in-person and virtual audiences is to make
the virtual platform available to all a endees. That way, your entire
audience can organize agendas, view on-demand content, and
interact with one another in the same digital space.
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Engaging Virtual Audiences
with Educational Content
Clearly, virtual events offer a wide variety of possibilities that conventional, in-person
events do not. But it’s important to keep in mind what participants lose when an in-person
event goes virtual. Most importantly, they lose out on the face-to-face social interactions
and the chance to spend time in an appealing destination.
The upshot? Educational content plays a far more central role in a virtual event than in
an in-person one—and that content will likely be the primary factor in deciding whether a
given audience member will stay engaged throughout the event and will a end more of
your events in the future. In short, if offering top-notch educational content is a significant
factor in the success of an in-person event, then it’s absolutely a make-or-break factor
when it comes to virtual events.

Planning Your Agenda

How can you make sure your content is successful? Of course, much of the answer to that
question varies from event to event and from participant to participant. But by
emphasizing variety and personalization as you plan your event’s agenda, you can build an
event that is likely to appeal to even the most diverse of audiences.
Perhaps most importantly, planning for that kind of success requires you to offer a wide
range of sessions on multiple topics for your audience to choose from—helping you to
increase the likelihood that any given a endee will find content that appeals to them.
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Then, you can divide your content into multiple tracks based on interests and traits that
are common among your audience. By making it easy for each a endee to choose one or
more tracks that speak to them, you can empower them to find the most compelling
content. That kind of track-based approach goes a long way toward personalizing each
a endee’s experience.
When curating sessions, be sure to tag all of your content with relevant search terms to
increase its discoverability. It’ll be critical to have a powerful content management system in
your virtual events platform that will leverage metadata to organize, map, and categorize
your content both on the backend and the frontend. Then, you can deploy relevant
content recommendations to a endees across your platform and via search.
Pay particular a ention to your content curation and how you structure
your agenda so that you’re strategically fostering an educational
environment that delivers value. You’ll need a tech partner (like Kaltura
Virtual Events) that supports every session type, as well as simultaneous
sessions for up to hundreds of thousands of participants.

The 5 Types of Educational Sessions

In addition to offering content on a wide selection of topics, it’s important to offer a variety
of session formats. Here are some of the building blocks you can use to compose the
educational portion of your virtual event:

Keynotes/Thought Leadership

These sessions offer you a great opportunity to wow your a endees, demonstrate thought
leadership, and build your brand.
Your first step here is to choose a topic and an expert speaker who will appeal to your
target audience—but it takes more than that to make your session really interesting and
engaging. It’s also important to add elements of interactivity here, such as a survey or poll
for a endees to complete in real-time during the session.

PRO
TIP

Keynotes can become a very passive experience for viewers.
To retain a ention and drive engagement, be sure to plan
several interactive elements throughout.
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Demos

These sessions can help keep a virtual event engaging by providing a visually focused
contrast to the event’s keynotes. They can also offer you a golden opportunity to promote
your products and your brand to a self-selecting audience, helping you achieve your
event’s marketing and sales potential without boring or annoying uninterested a endees.

PRO
TIP

Demos can be a great way to keep your audience alert and engaged,
so it may be a good idea to sprinkle them throughout your event—
especially so that they break up heavier sessions such as keynotes.

Expert Q&As and Workshops

These sessions offer you a chance to imbue your event with genuine engagement and
social interaction.

It’s easy to fall into the trap of speaking at your audience, especially in a virtual se ing. Q&A
sessions and workshops are interactive by design, so they generate an active, lean-forward
experience for your a endees relatively seamlessly.
These sessions are also a fantastic venue in which you can invite your virtual a endees to
come on-camera to speak directly with presenters and other a endees. Not all a endees
will be eager to, however, so be sure to have more passive engagement options (e.g., textbased chat) available for your more introverted participants.

PRO
TIP

It’s always a good idea to seed your Q&As with questions in advance.
That way, if a session brings in fewer questions than expected from
your live audience, you’ll still be able to fuel the conversation.

On-Demand Sessions

Recorded sessions available on-demand can enhance your a endee experience before,
during, and a er your event.
In the registration period and the weeks leading up to your event, on-demand sessions can
provide a endees with valuable background information. Consider using short, ondemand videos to promote key sessions.
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During your event, you can use on-demand sessions to expand on topics covered across
your agenda. If you’re running a multi-track event, on-demand sessions are a great way for
participants in one track to a end a one-off session from another content track.
One of the key advantages of running a virtual event is that a endees can continue to view
your content well a er the event has ended. Consider making all of your event content
available on-demand to registrants for a set period of time (we su est 3-6 months). You
may even be able to drive net new registrants a er your event wraps with on-demand
content alone.

PRO
TIP

While many aspects of planning and executing a virtual event
can be time-consuming, the process of turning your recorded
or live sessions into on-demand videos offers you an easy
chance for a quick win. Don’t let your great content go to
waste a er your event has concluded!

Breakout Sessions

Instead of just offering a simple text-based forum for audience comments, you can add a
virtual breakout room where participants can go for a small-group discussion following a
keynote or other type of session.
You should designate specific topics for your virtual breakout rooms—both so that
participants can optimize their learning experience by hearing from their peers, and as a
way of matching similar individuals and organizations together for the purpose of
networking.

PRO
TIP

Keep in mind that breakout sessions aren’t just about
education—they’re also a great tool for fostering interaction
and networking. That makes them especially valuable for
a endees who would otherwise miss the social and
engagement-focused aspects of an in-person event.
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Building a Community Post-Event

One of the bi est advantages of virtual events is that you get to extend the lifespan of
your content. A er your event ends, all of your sessions can be housed on the same
platform, creating a branded digital destination centered on your key topics. Plus, you can
continue to add new on-demand content to not only nurture existing leads, but generate
new ones, too.

This content hub can be leveraged in the months a er you event wraps to not only
establish your brand as a dominant authority in your field, but also to nurture communities
of people that have shared interests. Features like commenting can help your visitors make
connections and deepen their engagement.
Be sure to share your on-demand event content with all a endees and registrants a er
your event is over. To extend its reach, you may even consider promoting it on additional
channels to generate net new leads. With robust analytics, you can track engagement and
flag high-intent leads for follow-up.
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Socializing and Networking
in the Virtual Space
Making a virtual event socially engaging requires creativity, innovation, and an
understanding of the possibilities that the latest technologies offer. Taking advantage of the
most promising of these opportunities is an important part of planning to maximize your
event’s audience engagement.

Cultivating Interactivity

One key here is to offer a variety of ways for participants to interact with the contentdriven presentations at the heart of your event (for example, by posting a comment,
submi ing a question, or participating in a breakout session), so that each audience
member can choose to use the interactive features that best suit them individually.
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Interactivity
Features

Emoji Reactions

Like Bu ons

Live Polls

Text-based Chat

In-Video Quizzing

Text-based Q&A

“Choose Your Own Adventure” OnDemand Video with Branching Paths

It’s also a good idea to add an element of gamification to boost audience engagement and
draw a endees fully into your sessions. There are various ways this gamification could play
out, but one straightforward way is to simply maintain a leaderboard where participants
can earn points and get recognition for participating especially actively in sessions.
One other way to add an extra layer of engagement to your virtual event’s user experience
is by including surprises designed simply to delight your audience and keep them with you.
Just like some video games include Easter e s—hidden features for players to uncover that
reward them to keep them engaged—you can add Easter e s to your event’s UI to keep
your audience leaned in and coax them away from distractions.

Foster Social Networking & Community

Industry events can offer golden opportunities to find a new service provider, recruit a new
employee, discover the latest and most beneficial technological solutions, build an
audience of potential customers or employers, or make connections with people who may
offer useful information and guidance in the future.
And just like it’s important to add features to your virtual event to boost audience
engagement, it’s worth your while to consider ways to foster social networking as you plan
your event. Think about virtual spaces in which a endees can converse outside of
sessions. Offer a standalone chat feature or on-demand 1:1 video conferencing rooms to
encourage your participants to connect with one another.
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You can even consider adding “extra-curricular” sessions that are focused solely on
generating social interaction. Consider starting a day with a virtual workout class, for
example, or inviting a DIY expert to lead a cra ing workshop.

Virtual Social
Event Ideas

Yoga/Pilates Sessions

Breakfast Video Networking

Jeopardy & Other Games

Cooking/Cocktail Mixing Classes

Music Lessons

Live Bands/Comedians for
Ticketed A endees

Cra ing Workshops

These types of sessions can help your participants decompress and connect with one
another, building a micro-community within your event. By creating these spaces, you
nurture a sense of belonging among your a endees, leading to more engagement and
participation in your core programming.
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Creating Spaces Sponsors
(and Audiences) Will Love
Sponsors can not only be a solid revenue stream, but if you stack the deck with a ractive
logos, you can generate major buzz. However, the sponsor experience can sometimes be
overlooked when it comes to virtual events.
Here are key elements you can offer in your packages to a ract sponsors and delight
audiences.

Sponsor Sessions

Depending on your event and your overall strategy, you may want to offer sponsors a
chance to get their own branding on certain elements of your event’s agenda—such as by
le ing them run some of your event’s educational sessions.
This can help you bolster the variety of expertise reflected in your virtual event, while
relieving you of some of the burden of finding great speakers.

Virtual Sponsor Booths

Another effective way to empower your sponsors to connect with your a endees is
through virtual sponsor booths. Not only does this give companies an innovative way to tap
into the branding opportunities that come with sponsoring an event, but it can add a nice
touch of social interaction to the a endee experience.
In your virtual event platform, you can have a centralized hub for sponsors—akin to a
sponsor hall at an in-person event. This way, a endees can learn about organizations and
products that interest them, while also enjoying a smaller forum than your event’s
scheduled sessions—and you can offer extra value to your virtual event sponsors.
Consider building in time in your agenda for a endees to interact with sponsors. In
addition to a centralized hub where a endees can scroll through partners, each sponsor
can have their own landing page and video conferencing room to connect with a endees
face to face.
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Brand Awareness Placements

Given that a virtual event is, well, virtual, you can make many digital advertising placements
available to sponsors as part of a package. With a fully customizable platform like Kaltura
Virtual Events, you can design your platform to accommodate banner ads, pre-roll videos,
or pop-ups.

Additionally, you can offer top-tier brand awareness placements that allow brands to be a
named sponsor of your entire event.

Lists

With lead generation at a top priority for all, consider offering lead sharing agreements as
part of your sponsor packages. A major advantage of virtual events is that you can harness
a tremendous amount of data about your registrants before, during, and a er the event
(more on that in the next section). Access to some or all of this information can be a major
draw for potential sponsors.
Do note, though, that you may not be able to offer this in all regions. Depending on where
your company is based or where registrants live, you may be subject to data privacy
regulations that limit what kind of participant data you can share.

The Virtual Advantage

A major upside to virtual events is the plethora of engagement data you can capture.
These analytics will not only be useful to you as you pursue leads, but they’ll also be of
major interest to your sponsors. Sponsors will be able to see who engaged with their
content—and to what extent—making it easier to identify potential opportunities.
The Ultimate Guide to Virtual Events

15

How to Leverage Data
Before, During, and A er a
Virtual Event
One of the most powerful benefits of running a virtual (or hybrid) event rather than a
conventional in-person one is the ability to gather and use data before, during, and a er
the event. You can use analytics to help you both provide every a endee with the best
possible event experience and optimize your future events.
Not only can you gather analytics giving you insight into which elements of your event are
the most (or least) popular among your audience as a whole, but you can zoom in on how
an individual behaves over the course of the event. This way, you can gather information
that can help you understand your customers and prospective customers be er, so
that you can raise the level of personalization that you deliver.
What kind of data should you gather, and how can you use it?

Gathering Data Before Your Event

The key is to begin by asking the questions that you would like your data to answer. Keep in
mind that you can (and should) gather valuable information from the very first steps of
the registration process all the way to the end of your post-event follow-up.
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By asking (or even requiring) registrants to answer some questions about their interests, job
title, industry, educational background, needs, and professional responsibilities, you can
gain valuable information to help you personalize their experience.
And it can be especially useful to ask which country a given a endee lives in and what their
preferred language is, both to help you personalize the content you offer them and to
ensure that differences between time zones don’t hamper their experience.

Using Data During Your Event

Some of the information you gather can then help you to enhance an individual
participant’s experience during your virtual event. Because you can collect and analyze
participant analytics in real-time—and because of the availability of professional services
that can help you interpret this data—it’s relatively easy to use this information to
implement changes while your event is happening.
For example, if you see that a session is starting and its turnout is unexpectedly low, you
could deploy a pop-up notification in your platform to drive traffic or immediately send
some members of your team to this session to boost participation.
In many cases the most valuable data for you to consider is end-of-day analytics, which
can give you key insights into how your audience responded to the sessions held
throughout the day. Examining this data can help you draw conclusions about what worked
well, what didn’t work as well, and what you can tell about your audience’s interests and
needs. Most importantly, it can provide guidance to help you optimize the next day’s
sessions
For example, if you see that a certain topic is a racting surprisingly small audiences and you
know that you have more sessions on this topic planned for the following day, you could
send an email to promote these sessions in order to boost a endance.

Applying Insights Post-Event

The relief of wrapping a huge event is o en short-lived…because it’s o en time to start
planning for the next one. The slate of data and analytics available in your virtual events
platform will prove invaluable as you conceptualize and plan future events.
Make sure to set aside time to process event data and surface insights in the weeks a er
your event is over. Applying learnings from a endance data, engagement metrics, and inplatform activity will help you home in on what works best for your particular audience.
That way, you can design your next event to be as relevant for your targets as possible
to increase registration/a endance rates and drive up your ROI.
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Analyzing your event data will also be key to your marketing and sales follow-up. Robust
analytics show you which a endees were most engaged, helping you prioritize your
outreach. You can sync your event data with CRMs and marketing automation tools to
make the hand-off to your marketing and sales teams seamless.

Questions to Answer with Your Data
Which languages did registrants choose as their preferred language?
Where do a endees live/work?
Which job titles are most common among registrants and a endees?
Which a endees have a certain job title, interest, or other trait that should affect
which sessions you recommend to them?
Which sessions had the most participants signed up, and which sessions had the
highest actual turnout?
Which sessions had the highest levels of audience engagement?
Which sessions had the most users who signed in but le in the middle?
What types of individuals signed up for your event but did not a end any sessions?
What type of a endees a ended the most sessions?
Which a endees participated in (or signed up to a end) lower-funnel sessions?
Which sponsors were the most popular?
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Maximizing Value with the
Right Tech
When you plan virtual or hybrid events, you have a wide variety of technologies to choose
from, each offering unique content-delivery methods, interactivity/engagement features,
and data that improves the user experience and boosts your marketing and sales efforts.
It’s important to consider which of these capabilities you’ll need and how you want to use
them. The platform you choose can greatly affect your ability to make your virtual (or
hybrid) event match your vision of it.
So, how can you choose a platform to help you achieve those goals? Here are 6 key
capabilities to consider:

1. Creating a Design that Works for Your
Participants—and for Your Brand

UI/UX design is a critical complement to your event’s informative content and engaging
features, so it’s important to consider how quickly and easily a platform will enable you to
create an excellent design. Keep in mind: A great design isn’t your ultimate goal—
audience participation is.
To make sure your UI/UX helps you achieve that goal, you’ll want to design your a endee
experience to meet your audience’s expectations. Your ability to do that depends heavily
on which platform you choose.
But even the best a endee experience won’t realize its full potential for your organization if
you don’t factor branding into your planning. And your virtual event’s design is one
important aspect of that branding—from the colors of the entire user interface to the fonts
you choose and the images that connect to your company’s mission.

Make sure you choose a virtual events provider that allows you to fully customize your
digital event destination so your brand can shine. A er all, you want your a endees to
remember your brand a er your event wraps—not your provider’s.
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Kaltura Virtual Events is a fully customizable platform that allows
you to design a branded experience and supports every session
type for up to hundreds of thousands of a endees.

2. Giving Each Participant the Reins

Going beyond simplicity, clarity, and intuitiveness, it’s important to offer every member of
your audience the chance to design as much of their own experience as possible. No two
a endees are the same—and, depending on your event, they may have a wide variety of
objectives and reasons for showing up.
Instead of simply telling each member of your audience which sessions you think are most
relevant for them, the idea here is to give them the tools and the variety of content to
design their own event agenda.
One great way to make your event customizable for your a endees is by offering multiple
and diverse sessions simultaneously. There’s no substitute for offering top-notch,
informative sessions, or for le ing each participant choose exactly which ones they want to
a end.
So, it’s likely worth your while to choose a virtual event platform capable of seamlessly
handling multiple sessions for tens of thousands of participants simultaneously.
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To further make the experience as flexible as possible for your a endees, Kaltura
recommends that major sessions be recorded and broadcast in simulive—meaning that a
video is prerecorded and then presented as if it is happening in real-time.
Not only does this approach ensure your hallmark sessions run smoothly, but you also
address accessibility. With video production wrapped ahead of broadcast, you have time
to caption or dub the video into as many languages as you need. Then, during the event,
participants can watch with captions or audio tracks in their native tongue.

3. Features to Maximize Audience Engagement

While engaging your audience during an in-person event is largely a ma er of planning
your event program, fostering audience engagement during a virtual event is more about
the set of features you include. With that in mind, it’s a good idea to pick a platform that
includes a robust set of features specifically designed to boost engagement. Keep in mind
that choosing a highly (and easily) customizable platform can help you make the most of
these features.
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5 Features to Boost Audience Engagement
A chat function to foster
a conversation among
audience a endees

Conventional Q&A functionality
for a endees and thought
leaders to create a dialogue

Emojis that a endees can use
to give feedback nonverbally
on your event’s sessions

On-camera Q&A to add a
multimedia component to the
interactions between session
leaders and audience members

In-session interactive polling

4. Opportunities for Networking

Networking is a key benefit of in-person events, and capturing that element in a virtual
event can help the event to meet the goals of a endees, sponsors, and the organization
running it. But, unlike at in-person events, networking at a virtual event is not necessarily
organic. To facilitate the kinds of networking opportunities that can help you (and your
audience and sponsors) make the most of your virtual event, it’s important to make sure
you have the right features and plans.
Going beyond the tools for general audience engagement, it’s a good idea to choose a
platform that lets you create specific spaces for networking. The ability to create
breakout rooms and sponsor booths is one of the most important networking features to
look for when evaluating a virtual event platform’s suitability.

5. Data Capabilities to Optimize the A endee
Experience and Support Your Marketing

When choosing a digital event platform, it’s worthwhile to keep in mind the central role of
data in making your event a success. Remember: Data is the fuel on which personalized
a endee experiences run, and it should empower you to use your virtual event to
support your marketing goals. And making the most of your data requires you to use it
before, during, and a er the event.
To make that happen, you’ll need a platform that gathers and analyzes the full range of
metrics that you want. You’ll need to have access to that data in real-time, and you’ll need
to be able to examine your analytics at the end of every day of your event and draw
conclusions.
Perhaps most critically, you’ll need a platform that lets you quickly and easily view the data
you want in an intuitive way—including visual features to help you examine the data and
make fast and reliable decisions accordingly.
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6. Features for Immersive Hybrid Experiences

There are good reasons that hybrid events are both more expensive and more challenging
to run than either virtual or in-person ones, and there are good reasons that many
organizations choose this format anyway. A er all, hybrid events generally bring together
the best aspects of both in-person and virtual events, while le ing each a endee choose
which format best suits their needs and goals.
But making a hybrid event successful requires extra planning and effort, because it involves
building a close and mutually beneficial relationship between the event’s in-person and
virtual components.

The digital platform you choose for your hybrid event will have a major impact on how well
you can make that happen. For starters, you can use your pre-event and post-event
marketing as an opportunity to unite the two audiences by sending them valuable and
engaging content (such as teaser videos) that’s relevant regardless of whether they will
a end in person or virtually.
But the most important technical capabilities to enhance hybrid experiences are the ones
that you could use during the event, which revolve around your event platform’s interactive
and social features. For instance, one great way to bring your two audiences together is to
run a live Q&A session in front of both in-person and virtual audiences, le ing a endees
submit questions digitally.
Your ability to offer an interactive session like this depends on which platform you choose
for your hybrid event.

Beyond the Features

As you consider which platform to use for your virtual event, it’s also a good idea to
consider the variety of guidance and professional services that you’ll need from the
platform provider—including assistance before, during, and a er the event.
If you’re like many marketers, you may be more familiar with the process of planning
and executing an in-person event than a virtual one, and the right technical insights
and assistance can go a long way towards efficiently making your event a success. Not
only can your event platform’s white-glove services make a major difference for you,
but they can help you unlock personal bandwidth by offloading your event’s planning,
design, and technical execution.
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Bringing It All Together:
A Step-by-Step Approach
to Planning and Execution
Now that we’ve explored the key elements to include in a virtual or hybrid event to
maximize its value, the question is how to go about planning the event to achieve this goal.
The answer is (frustratingly) simple: It depends.
Specifically, it depends on your content, your audience, and your objectives. But
recognizing that there is no one-size-fits-all approach to planning a high-value virtual event
does not mean that we shouldn’t use a structured strategy here. It just means that we
should follow an approach to planning that addresses the most important questions
throughout the planning and execution of the event.
Here’s an overview of the key steps and some of the most important questions to ask
during each of them.

Step 1: Define Your Virtual Event’s Overarching
Objective(s)

Virtual events require a significant investment of time and resources. If you’re talking about
making that kind of investment, you must have a good reason for doing so. Defining that
reason is an important first step in the process of planning your virtual event. And general,
vague ideas are not enough here.
Keep in mind: Many events have seen a shi in their objectives as virtual events have
become more prominent. In contrast to conventional in-person events, the format of
virtual events o en makes them more suitable for exceptionally large audiences and low
prices—resulting in a business model in which you generate revenue not through ticket
sales but by achieving marketing objectives.
For instance, a conference put on by an industry leader with a strong following may be
more profitable as a tool for boosting product sales than by charging a endees. In this case,
the event’s primary objective would likely be related to product sales and the company’s
brand reputation, rather than being focused on turning a profit directly through ticket sales.

The Ultimate Guide to Virtual Events

24

Essential questions to consider:
What, specifically, is the primary objective of your event?
What—again specifically—do you want each member of your audience to do a er
the event that they would not have otherwise done?
Do you have any secondary objectives? If so, what are they?

Step 2: Identify Your Target Personas’ Needs

A er articulating your primary, overarching objective and any secondary objectives, your
next step is to determine your target personas’ needs, goals, pain points, and interests.
By taking this step before you get deep into the process of planning your virtual event, you
can equip yourself with useful information to guide the planning process in order to
maximize the value you offer a endees.
This requires you to have a clear sense of who your target audience is, so it’s important to
have one or more personas defined clearly and specifically. As you define your target
personas, consider any research or insights you have into who they are and what they are
all about.

Essential questions to consider:
What are your target a endee personas?
What would motivate these people to a end your virtual event?
Which topics would most interest this person?
What are this person’s expectations regarding your event?
What are this person’s relevant pain points?
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Step 3: Pick the Tool(s) to Power Your Virtual Event

With your objectives and your target personas’ needs clearly defined, now you can use this
information to help you choose the digital tools best suited to deliver real value to your
event’s a endees.
You’ll also want to keep in mind all the ways to optimize the user experience discussed
earlier in this guide, so that you can make sure to choose solutions that will offer as much
value as possible to your audience.
The central question here is which platform to use for your virtual event. But before
answering this big question, it’s worth taking the time to answer some narrower questions
about your technical needs.

Essential questions to consider:
What are the key features your virtual audience will expect and what are the key
features that you want to offer them (including options for personalization,
dialogue, social interaction, and engagement)?
Roughly how many people will be involved in facilitating (not just viewing) online
video sessions, and what are their needs?
Do you have any cybersecurity or privacy concerns? If so, what are they?
If you intend to run a hybrid event, how will your needs be different than if the
event were only virtual?
How important is it to inject your organization’s branding into this event?
How important is it to deliver an aesthetically pleasing and easily navigable
a endee experience?
How would you like to use analytics from the event to enhance it (as well as to
achieve your other marketing objectives), and what data will you need to make
this happen?
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Step 4: Finish Planning and Execute Your Event, with
an Emphasis on Agility
A er choosing the platform to power your virtual event, you should have the key
information you need to finish planning it. Part of this planning process should be centered
around using the technology you’ve chosen, as you and your team cra the overall user
experience that your a endees will encounter before, during, and a er the event.
Much of the work should also focus on the content that will drive the event, the individuals
who will deliver it, and the ways you can work with them to ensure that the content offers
real value to a endees.
Keep in mind: It’s critical to emphasize agility during the execution of your event. Just like
with in-person events, surprises do happen, even with the best of planning—so you should
always be prepared to make adjustments quickly. But you can also plan ahead for worstcase scenarios, and you can minimize the likelihood of technical difficulties and other
mishaps by prerecording sessions and taking a simulive approach to streaming them.

Essential questions to consider:
How will you use the technology you’ve chosen to build a compelling virtual
event?
What educational content do you need in order to optimize your event?
What surprises might you face, and how can you prepare for them?
What will you and your team do during the event, and will you participate in any
of the sessions?
How will you work with your event platform’s team to make sure the event runs
smoothly and successfully?
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Step 5: Examine Your Data and Follow up on
Your Event
The post-event follow-up gives you great opportunities to take advantage of some of the
central benefits of running a virtual event. With your event already available online, there is
no reason you and your audience need to stop enjoying the event just because its
designated end date has passed.
Even a er the event has concluded, you can continue adding new and relevant content.
Not only can you follow up with those who a ended your event at this point, but you can
continue accepting new registrations.
No less importantly, you can use the data you’ve collected to make the most of your
post-event follow-up. You can examine and analyze your data to draw conclusions about
how to optimize your future events.
And you can use much of the information you’ve gathered to bolster your marketing and
sales efforts. This can involve using your macro analytics to help you be er understand
your audience—as well as using micro analytics to enhance your audience segmentation,
targeted marketing, and personalization. With content-specific analytics, you can identify
which a endees were most engaged with bo om of the funnel content like demos and
prioritize these individuals in your sales outreach.

Essential questions to consider:
A er your virtual event has ended, how can you continue using its website to
offer as much value as possible to your organization, your audience, and your
sponsors?
What are the most effective ways to reach out to a endees a er the event?
How can you connect with people who signed up for your event but have not
a ended any sessions (or those who have a ended very few sessions)?
What can your data from this event teach you about your audience?
How can you use lessons from this event to optimize your future events?
How can you use data and insights from this event to bolster your marketing and
sales, including by strengthening your audience segmentation and
personalization?
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About Kaltura Virtual Events
An industry-leading, fully customizable platform, Kaltura Virtual Events provides the full
range of video technology to power any event, of any size, while delighting your
audience and boosting engagement.
A full video tech stack supports multi-day or multi-track events, live keynotes, webinars,
lectures, workshops, 1:1 chat, and virtual sponsor booths. And with real-time analytics,
Kaltura Virtual Events offers you the data you need to optimize the a endee experience
and enhance your audience segmentation.
Kaltura Virtual Events is carefully designed and flawlessly managed. Kaltura offers
planning and design event services to help you create the right experience for your
brand and community, as well as event operations support you can rely on to ensure a
smooth event end-to-end.

Ready to
get started?

90% of organizers say that
events will be virtual or hybrid
in 2 years. Stay competitive
with Kaltura Virtual Events.
Get a Tour

Learn More

