
Virtual Event Marketing
Know-how

How to find the right audience for your virtual event
Use this whitepaper as blueprint or inspiration.

The past two years have taught us all that virtual 
events must be a part of every marketer’s playbook.  
It’s an (almost) undisputed fact that hosting a virtual 
event instead of or in addition to a physical event can 
increase reach and drive prospect engagement. 

With the detailed data collected on every virtual 
attendee, marketers can infer purchase intent, sales 
teams can be more specific in their follow up, and 
deals can be accelerated to close.

Step one, however, is exactly the same as all events: 
You must have attendees, or as traditional event 
planners say, you need butts in (virtual) seats.

In this whitepaper, we’ll focus on key strategies and 
tactics to market your digital event, offering potential 
participants an ideal experience and value while 
driving registrations and attendance.

The Basics

+ Start with why
+ Know your target audience
+ Get the message out
+ Low budget
+ Paid opportunities
+ The event landing page
+ The classic checklist

Virtual events are our business. We regularly host digital conferences and like most marketers, driving registrations 
and attendance are key metrics for success.  In this paper we share our learnings in the “actionable insights” section.

Each marketing mix depends on the ideal customer persona and usually results in a specific campaign setup. Our 
insights are based on promoting a free event series across Europe, North America and Latin America. 
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$25
Average cost per Sign-up

4600
Event participants

80
Countries

Deep dive for event marketeers
Actionable tips and tactics.

KPIs, The Future of Digital Events  MEETYOO Showcase, 2021

Bonus: Insights into our tactics
We’ve walked in your shoes.  MEETYOO’s own 
virtual conference series captured 11,000 
registrants, surpassing all our goals. Let our 
experience help guide your audience 
recruitment efforts.



To generate awareness it’s most important to have 
consistent communication. Your purpose should be 
reflected. Always. Think about what your event 
wants to change or which problems it solves for your 
ideal customer persona.

In our example, we wanted to give event planners 
actionable insights on how virtual events will change 
the future of the event industry, and how they can 
prepare themselves. Our purpose was set and the 
series Future of Digital Events was born.

Next we created a unique visual identity that told 
a story around the concept “deep dive”. This storyline 
influenced event design, speaker choices, our 
communication, the landing page and ad materials. 
Be consistent.

The deep dive series - the Future of digital Events 
took place underwater in a lovely animated scene, 
with divers, submarines, fishes and a mermaid.

Start with “The WHY?”
All other planning topics will follow the purpose.
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What will they take away?  
New information, inspiration from an industry 
speaker, new connections?  Why is your event worth 
the investment of their time? Ultimately, what value 
are you offering? 
Don’t skimp here. Write down every possible point 
of value for attendees.  The more reasons you can 
think of, the better, as these will lead directly into 
your messaging. 

Refine your message
Now that you have a list of attendee “whys” begin to 
refine the marketing messages.

Take all your reasons and restate them from the 
attendee viewpoint with a succinct value proposition 
for each. Be very clear and as specific as possible 
about the benefits.

Next, group them by audience target (if you have 
multiple), point in the funnel (awareness to 
consideration to registration to actual live 
attendance) and by channel you’ll use to market.
For the last piece, channels, read on for more advice 
- this is a piece you can revisit as needed.

Diving deeper into event marketing
This is how we did it for our showcase.

In every aspect of our lives and on multiple 
channels every day, products, brands, companies 
are screaming for our attention.  

How do you stand out?  
First get clear on the WHY.
“Why?” sounds simple enough, but for effective 
event marketing, it’s really 2 separate questions:
Why are you hosting this event?  This is YOUR WHY.

Are you trying to capture new prospects top of 
funnel?  Are you trying to accelerate opportunities to 
close?  Are you aiming to be a thought leader?  Or 
are you announcing new products?  

Be as specific as possible, and define what metrics 
you will use to measure success.
The answers to these questions and more will most 
certainly help define your agenda. They will also 
help you define your Who (target audience) and the 
answer to the second question.

Why should anyone attend your event?  
This is THEIR WHY.

The Future of Digital Events 
MEETYOO Showcase, 2021



Maximize email reach
Reactivate all contacts in your CRM database and 
send mailings to promote the event. 
For EU events, this is not a legal advice, but a pro tip 
to discuss with your legal  advisors: If you abide by 
European mailing restrictions, but you have been in 
contact and it is a business related event, you might 
want to reach out to the contacts based on 
legitimate interest and without a newsletter opt-in.

Maximize social engagement
To increase engagement and signups you can try 
giveaways or relevant promotions. As one of 
MEETYOO’s key selling propositions is working 
towards the net-zero goals with our sustainable 
events, we planted a tree for every participant and 
promoted this in the registration advertising and on 
page. We received a lot of applause and appreciation 
from the target audience.

Get the message out
Generate traffic and awareness without budget.
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Leverage reach of partners and sponsors
Ask your partners to help promote the event.  Each 
partner can have their own code for a free or 
discounted ticket, if there is a cost involved.  You can 
also encourage partner participation in audience 
recruitment in exchange for a speaking slot or other 
sponsorship opportunities at the event itself.

Whatever path you take with partners, make it as 
easy as possible for them to help. Create 
pre-packaged messaging and assets that are easy 
for them to adjust and use.

Press contacts
Involve your press department. They will often have 
contacts who care about your event topic, and they 
may have exactly the right relationship to get your 
event featured in an article or blog. 

Your colleagues…
… are active on social media: Whether in an official 
capacity as a company spokesperson, or as private 
individuals, make sure they are armed with the 
graphics, message and other details they need to 
help spread the word about your event. Ask to post 
organically. Native posts get more reach.

Actionable insights
Leverage your non-paid reach.

Newsletter & Mailings
Use your company’s newsletter to directly reach 
customers, partners and prospects who have 
engaged with you in the past. Include one or more of 
the value propositions that relate back to your 
newsletter topics and of course include a link to the 
event’s registration page where they can find more 
information and register.
With key customers or partners, take the time for a 
personalized message inviting them to the event. 
Have the message sent from the account manager or 
customer representative who deals with them most 
often, or consider having the message come from 
someone on your executive team. 
Also consider a “save the date.” This is a great 
opportunity to generate awareness without requiring 
any action on behalf of the recipient. 

Social Media
Make sure to use your company’s own social media 
channels for promotion. Your followers have already 
expressed an interest in your brand and can be your 
biggest advocates. As this is an audience you speak 
to regularly, be extra thoughtful about the creative 
strategy and the messages you post.

Social Media Promotion 
 LinkedIn, 2021.



Paid attribution
We spent our budget as shown right and optimized 
during the course of the event series.

Facebook Paid Ads 
Target lookalike audiences of qualified leads of 
potential clients. If you run multiple events, create 
lookalike audiences of participants.

+ Scale for price efficient conversion
+ Facebook drives major traffic to your page

Google Display
+ Low cost traffic through awareness 

(auto-optimized)
+ Most value for money doing retargeting

Linkedin Ads
Focus on A business segment, that you really want 
to learn about your event, due to high cost per click.

Get the message out
Reach new contacts with paid campaigns.
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Sponsored blog posts
Almost everyone with a website is looking for more 
content. Find the sites who write about topics 
related to your event and offer to write a sponsored 
post. You’ll want to make sure the topic is interesting 
to the sites audience and not only a pitch for your 
event program.

Ideally have a post fully written and ready to go, 
including images. Also consider having an outline 
prepared in case the website team prefers to author 
their own blog with your assistance.

Search advertising
Ads placed on Google or Bing can have a very huge 
reach. For newly launched event series it is not the 
easiest channel to generate traffic. Make sure your 
booked keywords and ad copies are both specific 
and clear to avoid unnecessary clicks.

Display advertising or 3rd party integration
Start by finding the specific sites, organizations and 
ad networks who reach your target audience. Then 
evaluate the cost per placement across each. Ideally 
run a test by channel, along with A/B tests on your 
creative content and message to ensure you get the 
best return on your investment.

Actionable insights
Attribute budget, test, and optimize.

Social media paid ads
You can get good results, but it comes with a certain 
investment. Test different ad copies and creatives, 
based on your creative concept. Iterate messages for 
your target audience, based on targeting and the ad 
channel.  

Platforms like Facebook and Instagram allow you to 
define your target group very precisely, you can pay 
for only the specific people you want to reach. 

Paid influencer campaigns
With some extra legwork, you can potentially 
leverage the reach on influencers, by placing posts 
directly in their feeds. The biggest challenge is 
identifying the right partners, then convincing them 
to help you promote your event.

A good place to start is to search for relevant 
hashtags to see who uses them frequently and 
making an assessment of their potential fit for your 
needs.

Paid channel Budget

Facebook 65%

Google Display Ads* 15%

LinkedIn 15%

Google Search 5%

Paid budget split, over the 2021 event series
* mostly Retargeting.



Increase conversion rates
Be prepared to invest some time and thoughts to 
optimize our signup funnel. 

One of the key challenges is to have as less 
information as possible, but as much information as 
needed. Be prepared to think about mandatory and 
optional field.

Make sure to align with your legal advisor on 
communication consents and GDPR compliance, as 
you are most likely doing this event to reach out to 
your contacts afterwards.

Optimize your registration funnel
To gather as much information as possible, we split 
the signup funnel into two pieces.

The first step covered the most important, ensuring 
we captured quality contacts interested in the event.  

Additionally, we asked for more information about 
matchmaking and interest once the user logged 
into our live event. By doing this we didn’t  
overwhelm the user during the registration process, 
but still gathered deep insight.

Test your signup funnel
Over the course of the event series, we tested 
one-step (one page) vs. multi-step funnel (two 
pages with next button). 

The one-step signup page significantly 
outperformed the multi-step approach.

The event landing page
Is the signboard of your event.

Actionable insights
Optimize landing page and test.

Get the interest up
You’ve done all the work to get a potential 
participant to click on an ad or other promotion - 
make sure you don’t lose them at your event landing 
page.

The event landing page first has to be visually 
appealing, with event-specific branding, colors and 
images. Most important, though, is making all the 
event details clear to the visit. You don’t want to lose 
someone if they can’t easily find all the information 
they need.

Also make sure the registration process is as simple 
as possible. Use a secure payment engine, if 
appropriate, auto-fill forms where you can, and make 
it as few steps as possible.

Signup Page, 
Future of Events, 2021
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☐ What?
+ What is it about?
+ Is it an online or hybrid event?

☐ Why?
+ Why should one register?
+ What does the event offer?
+ What is the added value?

☐ When?
+ When does the event take place?
+ Are the date and time included? 
+ Can visitors from other timezones participate, too?

☐ Where?
+ Where will the event be held?
+ Online, or in case of hybrid event, also at physical location?

☐ How?
+ How can one register and participate?
+ How can one find all the relevant information?

Use this checklist to make sure you have covered all the details and have the specifics ready 
for your landing page and promotional activities.

Wrapping it up
Introducing “The checklist”.

Actionable insights
The marketer's way to your audience heart.

Find your event purpose

Create event design 
and visual identity

Define valuable content
and define speakers

Setup landing page, 
registration funnel tracking

Create campaign creatives, 
storyline and copy

Attribute channel budget 
and start paids ads. 
Test, learn, improve.

iterate
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Meet the family
We’ve got a solution that suits any event and budget.

Explore online

Bring your webcasts to life Jump in and build your own event Let us create your ultimate event

Learn more Book a demo

MEETYOO Inc. | 80 Pine Street, Floor 24 | New York, NY 10005

www.meetyoo.com

Future of digital Events Impressions
From event design, to social organic to paid.

https://meetyoo.com/meetyoo-go
https://meetyoo.com/meetyoo-go
https://meetyoo.com/meetyoo-show
https://meetyoo.com/meetyoo-show
https://meetyoo.com/meetyoo-pro
https://meetyoo.com/meetyoo-pro

