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Marketing technology used by: 
• ~700 associations (current) 
• ~3,000 conferences and trade 

shows (cumulative)



1) Virtual events are more literal – and 
typically only “good” at one to two things



Why are you doing the virtual event? 

• Sponsor/exhibitor revenue?
• Ticket/registration revenue?
• Affirm the value of membership?
• Provide a service to the industry/profession?
• Keep your audience warm for future?
• Expand reach and grow your brand?



Why are your attendees 
participating in the virtual event? 

• No destination
• Reduced value of keynotes*
• Limited socializing w/ existing connections
• Limited serendipity w/ potential new connections
• Limited exhibit hall

• = Significantly less of “an experience” and therefore 
feel much less “FOMO”



Many event features lose their magic online –
and have much more competition 

• Keynotes? YouTube, TED, podcasts, etc
• Industry speakers? Webinars
• Networking? LinkedIn, forums/communities
• Seeing existing contacts? Zoom, phone call, etc
• Announcements or product launches? Press releases, 

videos, industry news/media
• Exhibit floor? Directories, Google, company websites



What unique value can you provide 
to your attendees? 

• Industry leaders or peers presenting on niche/timely 
topics with live Q&A?

• 1:1 matchmaking with industry leaders or peers?
• 1:1 matchmaking with suppliers?
• Curated showcase of solutions?
• CE credits?*



If you have time – ask in advance!





Marketing Campaign Ideas

• Paint a clear picture “what to expect” – remember, this 
is new for most of your attendees

• Get ahead of objections, questions, concerns – bake 
them into your marketing campaigns

• Clearly communicate what will and won’t be available 
other than “live” – Session recordings? Matchmaking? 
“Exhibit Hall”/Directory? Forum/Chat/LinkedIn Group?



1) Virtual events are more literal – and 
typically only “good” at one to two things



2) Virtual events are a much lower 
commitment than an in-person event



What are they committing to?

• Free or low-cost registration*
• No flight
• No hotel
• No judgement
• No escape from office/home/normal
• = minute by minute decision to continue “attending”

vs constant distractions or opportunity cost



Marketing Timeline

• Marketing doesn’t start six months out
• Marketing doesn’t stop at registration*
• Marketing doesn’t stop at the first session*
• Marketing doesn’t stop at the last session*



HUGE Opportunity to Expand Reach

Who couldn’t or wouldn’t attend your in-person event?

• International?
• Senior executives? (time-sensitive)
• Junior/early-career/YP? (cost-sensitive)
• More, and more diverse roles, within same orgs?
• Skeptics (or employed by skeptics)?
• Inability to travel (childcare, health, disability) 



Marketing Campaign Ideas

• Drive pre-event actions – Customize schedule? Install 
software? Matchmaking setup? CE validation?

• Balance promotion of the value of registering vs value 
of attending

• Invest more in “top-of-funnel” campaigns – “net new” 
attendee acquisition will be easier than normal



2) Virtual events are a much lower 
commitment than an in-person event



3) Virtual events require an increased shift 
from traditional to digital channels



Traditional Channels

• Exhibiting at other industry events
• Direct mail
• Print advertising
• PR



Digital Channels

• Email
• Targeted Digital Advertising
• Influencer Marketing
• Organic search/social, content marketing? These are 

long-term plays, cannot pivot to this overnight
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The Case for Influencer Marketing



Empower your stakeholders to promote 
your virtual event – and themselves

• Speakers
• Sponsors/Exhibitors
• Board members, steering committee
• “Twitterati” of highly engaged members/attendees















Influencer Marketing Tips

• Create the collateral and copy for them
• Coordinate a mass push – pick a date or week
• Get buy-in in advance, and remind them
• Incentivize participation - run a contest
• Measure the results





The Case for Targeted Digital 
Advertising



Ad Retargeting 101



Ad Retargeting 101



Retargeting - VMUG



Retargeting - ACFE



People are spending a lot more 
time online right now…



…yet digital advertising is more affordable 
and less crowded than ever 

Cost Per 1,000 Ad Impressions Down 41%
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Programmatic Advertising

Campaign Type Reaches people who…

Site Retargeting Recently visited a page on your website

Email List Matching (“CRM Retargeting”) Are on one of your email lists

Geofencing Were in a specific building recently

Search Keyword Recently searched a specific word/phrase

Lookalike Audiences Are similar to your audiences

Persona, Interest, Contextual Are tagged and profiled by third-party data 
vendors based on browsing/shopping



Awareness

Engagement

Conversion

All Potential Members (TAM)• Geofencing
• Search Keywords
• Lookalike
• Persona/Interest/Contextual

• Site Retargeting
• Email List Matching

• Site Retargeting
• Email List Matching



Ad Examples – VMWare User Group



Ad Examples - Maine Osteopathic Association



Ad Examples - Association of Certified Fraud Examiners



Geofencing Ideas (Awareness)

Retroactively target…

• Offices and corporate campuses
• Universities and colleges

• Convention centers during industry events
• Hospitals and healthcare facilities

• Specialized/professional retail



Email List-Matching Ideas (Engagement)

Target people who…

• Previously attended your events within the last year
• Are subscribed to your newsletter or publication

• Have participated in a webinar or CE offering
• Have downloaded a whitepaper or report

• Active or previously active members



Site Retargeting Ideas (Engagement/Conversion)

Segmented campaigns based on web behavior:

• “Shopping cart abandonment” – who started reg 
but didn’t complete it?

• What sections of the event website did they click? 
Specific speakers/tracks, networking options, etc

• Readers of your blog – which articles or sections or 
topics have they been visiting online?



Thank you  : )

aidan@feathr.co


