Building
a winning unified
event strategy
Maximize impact, reach, and value for
your audience and your organization
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Intrudaction

During the pandemic, we’ve experienced events going from in-person to
virtual to hybrid and back again. This topsy-turvy situation has left event
planners and marketers confused and deflated, as if they’re in a race
that has no finish line. But it also provided them with a rare opportunity
to showcase their abundance of creativity and adaptability. However,
working in a state of constant turbulence is unsustainable. As the world
continues to adjust, marketers and event planners require strategies that
allow them to anticipate and enact quick changes, while meeting their
organization’s needs.
The solution: a unified event strategy.

”Business travel spend is projected to reach
36% of 2019 levels in the second quarter of
2022 and, by the end of the year, 55% of 2019
levels.”
Simply put, a unified event strategy includes a combination of in-person,
virtual, and hybrid events throughout the calendar year. The idea is that
each event is tailored to each audience type and fulfills specific marketing
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needs. A unified event strategy designs an intentional journey for each
attendee, considering their unique experience, needs, and desires.
In addition, they grant marketers the opportunity to quickly shift and
adjust from in-person to hybrid, to virtual. Most importantly this strategy
doesn’t break the bank, eliminates stress, and anticipates potential
disruptions to the plan.
Looking back at the chaos the pandemic has caused the events world,
it is prudent to build an event strategy that encompasses all types of
events. Both planners and attendees realize that there is no going back to
a world where most events were held in-person.
We also must consider the slow recovery of business travel spending.
According to Deloitte’s study ”Business travel spend is projected to reach
36% of 2019 levels in the second quarter of 2022 and, by the end of the
year, 55% of 2019 levels.”
Businesses are not eager to spend money on travel and are not planning
on increasing their travel plans soon. Deloitte further predicts that even
in 2023, business travel will only be at 68% compared to 2019. The main
driver: a change in consumer values. While leisure travel has bounced
back at a faster rate, spending on business events and travel has not.
Businesses are not eager to shell out the money, and attendees are not
eager to travel either. This is doubly true when observing the state of
travel these days: chronic cancellations and delays, rising gas prices, and a
general fear of an economic downturn which may raise prices even more.
Attendees find virtual events more cost and time effective, and overall
easier to access.
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Marketers are choosing to leverage the benefits of virtual and hybrid
events and integrate them into their plans. Mainly they look forward to
increased agility, reach, and impact. With the right engagement tools
and analytics, virtual and hybrid events are a powerful platform for
streamlining marketing efforts and are proving to be extremely relevant
and effective solutions to achieving marketing needs. They help build
long lasting relationships with attendees, help convert leads into paying
customers, promote brand awareness, and are ROI positive. Plus, many
original marketing goals can be accomplished even if faced with budget
and manpower constraints. Virtual and hybrid events blur the limits of
high venue costs and limited travel budgets. Now marketers can reduce
costs of attendance, printing, shipping, and travel for their materials
and team. Also, virtual and hybrid events can open the door to booking
higher profile speakers. Done right, virtual and hybrid events leave more
room in the budget for sought-out speakers, and with no travel involved,
they eliminate the cost of speakers’ travel and accommodations.
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For attendees the virtual and hybrid events
movement has been a revelation.
Still, marketers and attendees agree there is no real substitute for
connecting in-person, and face-to-face meetings are still the preferred
way to network. To bridge this gap and make virtual and hybrid events
work for education as well as meaningful connections, marketers are
leading their organization’s unified strategies. Using creative approaches,
they are generating personal connections while leaning into advantages of
virtual benefits, namely agility, cost-efficiency, global reach, and valuable
analytics data.

If you are yet to be convinced, consider the needs of attendees.
For them the virtual and hybrid events movement has been a revelation.
Having adopted an open-minded approach towards virtual and video
encounters, they now find online content more engaging and
enjoy attending virtual events. From entry-level to C-Suite, attendees
take part in worldwide activities, while conserving time, energy, and
resources. They are learning while being more productive than ever.

Building a winning unified event strategy
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Welcome
Intrudaction
to the new
age of event
planning

Although the events industry was hurtled
into transitioning all events from in-person
to virtual seemingly overnight, its core goal
has stayed the same: providing and building
human connections while achieving corporate
goals. These days, there are more in-person
events in the mix, however these events are
not here to replace virtual or hybrid events.
Instead, the market is looking to expand
its definition and variety of events. Today’s
events strategies are a combination of:

In-person only events with no digital
presence
Mostly in-person with some online
experience but the event is optimized
for in-person attendees
Hybrid events sessions optimized for
both virtual and in-person attendees

Attendees and organizations alike are
embracing the advantages that virtual
and hybrid events provide. On the one
hand, organizations benefit from the
greater audience reach and enhanced data
collection, on the other, attendees have the
opportunity to attend events that would
have been too difficult, costly, or out-ofreach to attend in-person.
As marketers and organizations get more
accustomed to producing virtual events,
the use, capabilities, and benefits of virtual
technology is likely to increase. Virtual tech
allows for live streaming keynote events, live
Q&A solutions, or pre and post event surveys.
Using these virtual tools benefits organizations
and attendees. These tools, once viewed as
merely ‘cool’ or ‘nice-to-have’, are now ‘must
haves’ for keeping audiences engaged
while providing marketers with powerful
marketing analytics.

Mostly virtual events where the main
event is optimized for virtual attendees
and accompanied by local in-person
gatherings
Fully virtual events where the entire
event takes place online

Building a winning unified event strategy
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A major shift
Intrudaction
in attendee
preferences
Marketers are changing their expectations
of what events look like, what value they
provide to their audiences, and how they
achieve their marketing goals. Nowadays, a
strong event strategy can be measured by
looking at three main factors:

Despite attendees stated preference for
virtual events, a recent LinkedIn study
shows that marketers are still interested in a
return to in-person event. The study polled
1,830 event marketers across the world.
While 75% of respondents assume they
will continue hosting virtual events, 78%
look forward to planning in-person events
as their primary source of connection.
Nonetheless, despite their desire to go back
to hosting in-person events, most foresee
that 40% of all future events will be fully
virtual, 25% will be hybrid, and about 36%
will be in-person only.

In the aftermath of the pandemic, marketers
anticipate that:

36%

40% of events will be virtual

In- personl Events

40%

36% will be held in person

Virtual Events

Attracting the right attendees
Maximizing attendance volume
Delivering compelling and high-value
content

25%

25% will be unified events

Unified

And they now expect to consume high
engaging and valuable content virtually.
Source: LinkedIn Virtual Events a new reality
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This data reveals a cognitive dissonance
between marketers’ wants and the
market’s reality. The first dissonance is
between marketers’ desire to return to
in-person events and the unlikelihood of
that happening. The second dissonance
is marketers’ wish to go back to in-person
events, while attendees don’t. In fact,
73% of attendees polled were satisfied with
virtual events; they appreciate and value the
flexibility of virtual events and now expect to
consume highly engaging and valuable content
this way.

Intrudaction

73% of attendees polled
were satisfied with virtual
events.

In addition, marketers’ desire to return to inperson events may uncover an underlying
fear: virtual events cannot possibly be
personable. However, the data reveals
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quite a different story. A 2021 GBTA study
shows that “the number [of attendees] who
feel in-person meetings are much more
effective has fallen from 75% to 32%.” If prepandemic marketers and attendees worried
about the lack of personal connection and
networking opportunities via virtual events,
the pandemic years have proven that
meaningful connections can occur while
remote. And in fact, many now prefer these
virtual connections.

consider producing and promoting inperson events. Rather, marketers need to
build intentional journeys that account for
attendees' interests and needs, and tailor
each event along that journey.

Many companies are building a unified
strategy that combines different types of
events and how they fit attendees’ diverse
needs. These plans tend to include more
virtual events and hybrid events, because
they supply measurable business goals.
“In 2021, more companies cited revenue
growth and sales as the key success metric
for virtual events, indicating a shift in
emphasis toward measuring real business
outcomes.” Virtual events, and specifically
tools created for virtual engagement, are
proving to be analytical superpowers,
providing marketing and sales teams with
gainful insights into their prospects. This
doesn’t mean that marketers should not
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Best practices
Intrudaction
for building
an effective
unified event
strategy

Unified event strategies incorporate a range
of event types, combining in-person, virtual,
and hybrid events.
Building a strategy that includes hybrid
events is valuable because:
It gives participants ultimate
attendance flexibility
It works around budget, time, and
capacity restraints
It allows for a broader, more diverse,
and long-term events schedule

Some of these challenges are easier to tackle
than others. While increased preparation
time is a real concern, especially considering
marketing teams are already spread thin, know
that with proper planning, each iteration of
your hybrid event offers smoother sailing.
Same goes for the difficulty of scheduling
across different time zones; although a
challenge, attendees today are willing to be
flexible and are accepting that events may not
fit into a traditional 9-5 workday. In addition,
some platforms, like Kaltura Events, offer
a “follow the sun” format which provides
multiple re-broadcastings of the entire event
in simulive to cater to different time zones.

Although events that combine in-person and
virtual components have their benefits, they
are not without their challenges. Marketers
across industries share similar issues when
they consider planning hybrid events. Some
of these challenges include:
•
•
•

•
•

Building a winning unified event strategy

Allocating sufficient preparation time
Scheduling across different time zones
Unsuccessfully connecting between inperson and virtual experiences
Ability to engage attendees
Connectivity malfunctions or other
technical difficulties
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Engagement
Intrudaction
and building
connections
According to Markletic “71.1% of event
organizers say that connecting the inperson and virtual audience is their
biggest challenge.” For many marketers,
strong engagement signals a successful
event. When audiences engage with the
content and interact with each other, they
are more likely to partake in the entire
event, do business with your organization,
and attend future events. In addition,
strong engagement signals that the event
produced high value for the audience.
Proving value to potential sponsors and
high-profile keynote speakers makes it
easier to attract them for future events.

During an in-person event, it is easy to
gauge attendance and engagement, for
instance with a full room of attendees
taking notes or a robust Q&A session. But
how can marketers measure engagement
during virtual and hybrid events? By utilizing
a strong, analytics-based events platform. A
sophisticated events platform can:
•

•

•

•

•

•

•

Conduct live polls that collect audience
feedback any time during the event
Monitor Q&A sessions to increase audience
participation
Share pre and post event surveys to receive
direct feedback from audience
Promote live chat between attendees to
connect and network during the event
Add interactive knowledge quizzes with
a gamified experience to engage and add
value
Provide data on how long viewers attended
the sessions
Specify when viewers most engaged with,
or left, a session

A strong events platform gives marketers
a smart way to analyze and measure event
performance. It enhances sessions as they
occur and builds better future events.

Building a winning unified event strategy
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Attendees main goals for large-scale inperson events

Intrudaction

39% Build new relationships

29% Learn more about the brand or company
organizing the event

39%
29%
15%
9%
6%
2%

9% Travel/explore new city

Excites attendees and enriches their
engagement

6% Nurture existing relationships

Delivers maximum value and impact

2% Drive sales for their own organization

36% Learn more about the brand or company
organizing the event
35% Education
15% Build new relationships

Extends your content’s reach
Provides engaging experiences for inperson and remote audiences

15% Education

Attendees main goals for large-scale virtual
events

An ideal events platform accomplishes
the following:

36%
36%
15%
8%
5%
0%

8% Nurture existing relationships
5% Drive sales for their own organization
0% Travel/explore new city

Building a winning unified event strategy
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All about value:
Intrudaction
prioritizing
event types
within your
unified strategy
A well-designed event strategy takes
advantage of all types of events and their
unique strengths. The choice to plan
an in-person, virtual, or hybrid event is
determined by the needs of each audience
type, your marketing goal, and what you
plan to achieve from each event. Each
event type has unique attributes that help
accomplish different goals.
Virtual events help establish brand
awareness and showcase your organization’s
thought leadership.
They reach larger audiences, unbound by
geography. They provide attendees the
flexibility to attend from the comfort of
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their own screens and without disrupting
their schedules, while still providing an
abundance of value. For example, using a
strong events platform, you can schedule
a virtual event that lasts longer than
other industry-standard events, utilizing
fun engagement tools to help keep
attendees engaged, motivated, and excited
throughout. This helps broaden your brand
reach and allow attendees to jump onto a
session during a time that suits them.

Virtual events help establish
brand awareness and
showcase your organization’s
thought leadership

Since more and more events are moving
to the virtual sphere, marketers need to
be savvy with their planning of in-person
events. If attendees are expected to take
time away from their homes, pay for travel
and accommodation, and make room in

their busy schedules to attend an event,
marketers need to prove that attending the
event in person will be worthwhile. As such,
it may be wise to save in-person events
that prioritize high-level networking and
connections or ones that give attendees
access to esteemed experts or VIPs. The
added value must be something attendees
cannot achieve in a virtual event.
Hybrid events build on the advantages of
both. For the virtual attendee, they provide
accessibility and flexibility. They give access
to those who cannot attend in-person but
could still gain a lot from the educational
and networking value. For the in-person
attendee, these events promote meaningful
connections, further conversations, and
promote learning with others. A strategically
smart hybrid event delivers both in-person
and virtual attendees the opportunities to
connect and learn from each other, despite
the physical distance.
As you plan your upcoming events, try to
identify your attendees’ interests and needs.
Are they looking for educational value or
to make new connections? Perhaps your
audience would benefit most from a virtual
event designed to help them nurture the
connections they made at a previous event,
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or maybe they’d prefer to learn about the
company at a smaller scale in-person event.
The goal is to create intentional journeys
for each attendee type, just like you would
within your overall marketing strategy.
An intentional journey lays out the ideal way
for someone to get to know and work with
your organization; it builds a path for them
where each next step adds more value and
deepens the engagement.
To support intentional journeys for
your audience, you want to consider
implementing interactive tools that both inperson and virtual attendees can use during
the event, such as:

Intrudaction

•

•

•

Dedicated mobile experience to facilitate
joint networking
Parties and social activities that unify
between the two audiences
Digital games, quizzes, and activities for all
attendees
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An intentional journey
lays out the ideal way for
someone to get to know and
work with your organization;
it builds a path for them
where each next step adds
more value and deepens the
engagement.
Tools that all attendees can access
balance the event and provide a unique,
yet unified, experience for your entire
audience. Providing this balance signals to
attendees that you have taken each of
their unique needs into consideration
and tailored the experience to them.
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Maximize
Intrudaction
impact:
leverage
technology
in your event
strategy
While attendees’ access is as easy
as clicking a button, what happens
behind the scenes of a virtual
event is complex and requires
smart tools that execute a flawless
event and provide marketers with
the analytics they need.

Virtual event platforms provide a multitude
of resources and insights. When choosing
which tool best fits your marketing needs,
you’ll want to look for the following
capabilities:

•

•
•

•
•

•
•

•

Reliable, high-quality, and high definition
4K streaming
Real-time two-way connections
Modifiable and customizable event
templates
Interactive tools for attendee engagement

42%
42% view virtual events as environmentally
friendly

•

•

Easy access points for marketers,
planners, and attendees
Seamless integration into your tech stack
On-demand content management and
content creation tools
Analytics that provide lead reports,
engagement reports, and more
A customizable platform for branded
experiences
A platform that is fully secure and that
ensures privacy

51%
51% of event marketers say they will
continue to organize virtual events
because they are pandemic proof

Source: LinkedIn Virtual Events Pocketbook

Building a winning unified event strategy
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Hybrid
Intrudaction
Events
Technology
By including virtual events in your event
strategy, you increase:
•
•
•

•

Scalability
Accessibility
Availability of speakers for your event that
may have otherwise been difficult to book
On-demand content with lifetime access

These advantages can be used to target
specific goals that your company couldn’t have
otherwise met through an in-person event.

Maximize reach:
post-event
analytics and
continuing the
conversation
The hard work that goes into producing an
event doesn’t end after you turn off the
lights. For marketers, the work of analyzing
the event’s success, following up with
registrants and attendees, providing crucial
information to internal teams, combing
through the raw content, and planning and
leveraging the next event just begins. Once
more, a powerful events platform makes
tackling these tasks much easier. Just like
the marketing team, the event platform
continues to work post event.

Building a winning unified event strategy

Having access to built-in advanced
analytics during, and especially after,
the event is crucial to understanding the
event’s success rates and audience
engagement. There are key features of an
event platform that will provide great postevent benefits:
Post-event analytics reports
Option to clone and modify the event
template to build-on for future events
Easily copy event branding from one
event to the next
Integration with your current marketing
automation, CRM, site analytics, SSO, BI
and other SaaS
Leverage content produced in the event
for use in future events
Repurpose content created in the event
for other marketing efforts
Having these core features assures that
your unified event strategy is a buildable
and scalable success.
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•

•

All your event
needs, all in
one platform

Knowing all the work that goes into
building a winning unified event strategy,
it is imperative for marketers to equip
themselves with the right tools and
platforms to make their events shine. Kaltura
Events differentiates itself with its:

Marketers are known for their ambitious
marketing goals. They seek the unattainable,
flex their creative muscles, are thoughtful
about their audiences, and work hard to
ensure engagement. That’s why building a
strategic unified event plan is crucial today.
A unified event strategy strengthens your
marketing outreach, delights attendees, and
solidifies your brand.

Modern and branded event
experience
Custom-made event formats
Ability to create, manage and track all
events in one location
Top of the line security and privacy
Ease of use
Seamless integration into your tech
stack

•

About Kaltura
Klatura Events offers an all-in-one solution for all your event needs from templates,
to 4k broadcasting, to webcasting, and performance tracking. Kaltura Events is easy
to use and seamlessly integrates with your other SaaS so you don’t miss a beat.

Want to learn more?
Request a Demo

Learn More

