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Case Study: Virtual Events — the New Reality

It's estimated that there will be in excess of 100,000 virtual events — trade shows, job fairs, conferences, online
seminars — per annum by 2011" and commentators believe that such are the benefits to be had, once people
have acquired a taste for ‘going virtual’, they won't go back. Today, virtual trade shows account for only 1% of the
US$100billion plus® trade show industry alone, but by the year 2015, it's predicted that over 25% of trade shows
will be conducted in virtual environments.
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Technology has reached a level of sophistication that makes it a
genuine alternative to physical events.

Dissatisfaction with the results being achieved through attending
conventional events, coupled with the inconvenience and disruption
to business of going somewhere else. 15.8%

Prevailing economic conditions causing a major rethink about how 62.2% 21.8%
resouces are allocated — everything must deliver measurable ROI.

People are now comfortable about transacting business of all sorts on

line, something that was unthinkable even a few years ago
9 y 9 If yes, what are the top 5 benefits

(select all that apply)?

Pressure on businesses to initiate credible social responsibility
programmes and sustainable business practices.

Virtual events deliver — a whitepaper released by FactPoint Group3,
found that virtual events can significantly reduce spending and boost
attendance, lead generation and branding.

Going virtual makes good business sense

Trail-blazers like IBM, Cisco Systems, KPMG and Peugeot have been
migrating many of their physical B2B activities onto virtual platforms, with
startling success. In the USA thousands of virtual events of all sorts have
now been staged and the body of evidence supporting the business case
for going virtual is getting stronger all the time as more results are R
captured and recorded.

According to Exhibitor Magazine more than 80% of the leads generated by traditional trade shows are never
followed up. Lead follow-up in the virtual space is driven by the detailed event analytics, using web-based
reporting that tells producers everything an attendee did; which conference sessions they attended, for how long,
which booths they visited, materials they downloaded and demos or other assets they viewed — true marketing
intelligence. By taking an action, such as watching a video clip or instigating a video chat with booth staff, visitors
in effect qualify themselves as leads.

The Fact Point study referred to above analysed more than 200 virtual events, which included close to 3,000
sponsors and nearly 500,000 attendees. They found that the average virtual event had 3,000 registrants and an
attendance rate of over 50%. Additionally, the leads generated per sponsor totaled 348 per event. Attendees
spent an average of two-and-a-half hours at each event, visited an average of 16 tradeshow booths and
downloaded at least five documents.

! Industry White Paper co-produced by Event Marketer and Sparks Event March 2009
? Desilva-Phillips
® Best Practices in Virtual Events, Fact Point Group 2008



One convert to virtual events, Quest Software, says that it its first event generated qualified leads at US$23 a
head. Going to physical events can cost companies significantly more, often several thousands of scarce dollars,
for the equivalent lead. However, like any physical event, the objective is to get the right people there, rather than
the most — planning and effective marketing are critical to success.

It's all about connecting with people

Just like physical events, virtual trade events have
interconnected exhibition halls with exhibitor booths, a
conference centre where live presentations and online
seminars are held, places to network such as the expo
lounge bar, and a library where archived resources are
available for review even after the event has finished —
most events stay ‘on demand’ for a period of months after
the event date.

Exhibitors set up a customised, branded booth, which they

can use to load up promotional videos, brochures and other

marketing materials and feature and sell their products and
services. Each booth has integrated video, voice and text chat and can feature products or jobs, providing the
perfect commercial environment — in effect an online office —
where clients and other key contacts can be hosted.

Not just for the big guys!

Smaller, non-mainstream enterprises
are also getting the virtual bug. Scot
Sandland of Goal Oriented
Hypnotherapy produced Global
Hypnosis Summit earlier this year. It
was live for 3 days and is still on
demand (www.hypnosummit.com).

Virtual Expos New Zealand Limited

Given New Zealand'’s position on ‘the edge’ — literally a world apart
from most of its main trading partners — the benefits to our
businesses and organisations from deploying this type of virtual
technology are potentially enormous. Virtual ExposNZ (VENZ) was
formed in December 2008 to help organisations produce successful
virtual events and also to develop and produce our own. The first of
these, our flagship event — ExpoNZ, the world’s first national virtual
expo which will be online 365 days a year — has been established
to help New Zealand’s businesses break down the ‘tyranny of
distance’ once and for all. (www.exponz.co.nz)

“We staged it as a proof of concept for
a virtual education conference. The
focus was on virtual classrooms with
less emphasis on booths, although we

. I . sold 44 booths anyway. With no
VENZ has joined forces with pioneering US software developer, marketing budget, our goal was to get

Expos2 (www.expos2.com), whose virtual trade show, job fair and 200 attendees. In fact 850 registered,
shopping mall technology has been successfully used by a range of of which 350 bought a ticket for the
producers including Sports Employment Inc, Goal Oriented
Hypnotherapy, Arts Service Michigan and is currently being
deployed in Australia for PharmSpace 2009
(www.pharmspace.com) opening on 01 July. Founder and
president of Expos2, Steve Strickland, is a Director and Shareholder
of VENZ.

conference sessions,” says Scott.

“The event surpassed my
expectations on just about every level,
customer service, quality of product,
ease of use — it was all great. “

An enhancement not a replacement

While some companies have eliminated physical events to reduce
costs and carbon footprint, and to take advantage of the reduced
costs of lead generation, there is no suggestion that going virtual
will, or even should, entirely replace people meeting face-to-face in
the real world.

According to Scott, attendees loved it
too. In response to a post event
survey, 97% of attendees said would
they would participate again and there
are plans for a follow up virtual event
in September.

However, in today’s economy, everything a company does must

deliver optimum return on investment and companies must find cost-effective ways of generating new leads to fill
their sales pipelines. In terms of convenience, virtual events win over physical ones every time; people who
wouldn’t normally consider attending a physical event because plane tickets, hotel costs and exhibitor fees are
often beyond their budgets can attend, offering significantly extended reach for exhibitors. Virtual events are an
exciting new tool that will increasingly help companies work smarter, enhance and augment their existing sales
and marketing efforts, and better qualify leads before committing to expensive and exhausting travel.
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