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Executive Summary

Marketers and marketing departments are under increasing pressure to
deliver more sales leads and more qualified leads. The pressure is
greater still given that many marketing budgets are flat or declining.

Marketing events, like trade shows, in-person seminars and Webinars
have traditionally been very good sources of quality sales leads for
organizations in a wide range of industries. However, many decision
makers have not had quantitative guidance to help them direct scarce
marketing dollars toward the venues and activities that will help them
to generate leads in the most efficient and effective manner.

Consider that:

¥ Marketing budgets and staff have been cut significantly during the
past 18 months, and that in most organizations every investment in
time, people, money and opportunity costs is being examined more
closely than ever.

¥ At the same time, resources devoted to travel and training have
been cut back compared to past years. Participants save time and
money with online meetings compared with in-person seminars or
trade shows.

¥ There has been a growing trend in the past decade to replace in-
person meetings and events with online or remote events.

¥ Marketers need to cost-effectively reach a larger or more expanded
target audience and leverage popular online media and marketing.

Events of various types continue to be an excellent method for
generating new sales leads, but not all events are created equal in terms
of their ability to create new prospects and revenue opportunities. How
can marketers and marketing departments create their event strategy
within the marketing mix? What are the major costs of different types
of events and how does an organization calculate the ROI of individual
events or their event program?

ABOUT THIS WHITE PAPER

This Osterman Research and Quantum Leap Marketing white paper,
sponsored by Citrix Online, discusses the results of a recent survey of
marketers using different types of events in the marketing mix, offers
guantitative formulae for calculating your own event marketing ROI,
and offers guidance for marketers and organizations to create an
optimum event marketing strategy for their organization so they
achieve the greatest return from their marketing resources.
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Time investments by
type of lead-
generation event can
vary widely. For
example, a trade
show normally
requires a median of
4.0 staff members
and a median of 4.0
days out of the office
for the event itself.

Getting the Most From Your Marketing Events:
The ROI of In-Person Seminars, Trade Shows and Webinars
1

<3*=)>9%.)'3?0%

Osterman Research and Quantum Leap Marketing conducted a primary
market research survey specifically for this white paper. The goal of the
research was to determine how much organizations spend on three
types of events designed primarily to generate marketing and sales
leads: trade shows, in-person seminars and Webinars. The average
employee count at the organizations surveyed was just under 2,000.
Further, in order to qualify for participation in this survey, respondents
had to have generated leads from one or more of the three event types
noted above.
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The survey found that in-person, one-on-one sales calls are the primary
method used for generating leads, followed by telemarketing activities,
Webinars and in-person seminars, as shown in the following table.
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In-person, one-on-one sales calls 60% 20% 11% 9%
Telemarketing / telesales 31% 19% 21% 29%
Conducting Webcasts / Webinars 30% 27% 18% 25%

Conducting in-person seminars or

0, 0, 0, 0,
executive breakfasts 18% 32% 30% 20%

Exhibiting at trade shows 15% 24% 28% 33%

Key people in company speak at

120 0,
trade shows % 30%

29% 28%
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Marketing decision makers report that their organizations exhibited at a
mean of five trade shows, conducted eight in-person seminars, and held
20 Webinars. However, in-person, one-on-one sales calls were much
more common than other methods for generating leads.
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Time investments by type of lead-generation event can vary widely. For
example, a trade show normally requires a median of 4.0 staff members

and a median of 4.0 days out of the office for the event itself, travel to

and from the event, etc. By contrast, an in-person seminar requires a

median of 2.0 staff members and only 2.0 days out of the office.
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Time Investments and Costs for
Trade Shows and In-Person Seminars
(
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To help weigh the
benefits of a
marketing event and
improve results and
ROI from limited
marketing resources,
it is necessary to
determine both the
true cost of an event,
as well as the cost per
lead.
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NUMBER OF QUALIFIED LEADS BY TYPE OF MARKETING
EVENT

The survey found that the typical in-person seminar generates 15 good,
gualified leads, while the average trade show creates 76 leads, and the
average Webinar will produce 27 leads. That said, each organization
will have different marketing opportunities, competiencies, and a
different target audience. Therefore, we have developed a cost-model
for marketing events using the survey data as its basis that will help
organizations to compare the results from their own marketing events
and help them make better use of their marketing resources.

Developing a Cost Model for Events to
Optimize Your Event Dollars and Strategy

To help weigh the benefits of a marketing event and improve results
and ROI from limited marketing resources, it is necessary to determine
both the true cost of an event, as well as the cost per lead. While these
are not the only considerations that go into deciding how to spend
marketing dollars, they provide a good starting point as decision makers
plan how to make the most efficient use of their marketing dollars.

Just as many organizations mistakenly use the “salary” of an employee
instead of the “fully-burdened salary” of an employee (the latter
includes salary, benefits, bonuses, training, workspace-related costs,
etc.), most marketing organizations until now have failed to include one
major cost component in event leads — employee time. However, time
is one resource that marketing departments and organizations can
never get more of, so it is critical to measure when evaluating the
success and cost of any marketing event.

Toward this end, here are the major elements our event cost model
took into account in order to generate a true cost-per-lead so that
decision makers can evaluate the effectiveness of individual events, as
well as the overall event strategy:

¥ Determine Number of People and Total Time Involved in an Event
It is important to determine just how much total time is involved in
a given marketing event. One can do this by adding up the total
number of days each person spends on the event, or by multiplying
the number of people involved times the average time each spends.
So if two people spend two days each on a seminar, that would be a
total of four total days spent. If four people each spent one-half day
on a Webinar, then the total time would be two days. It is important
to include any travel time in these estimates, as well.

©2009 Osterman Research and Quantum Leap Marketing Inc.
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allows a marketer to compare the events by generating the cost of each
event individually, which then rolls-up to create true cost by event type
per year, and the cost per lead by event type. A sample summary
output is generated below using representative numbers from our
survey.

Cost per Lead by Type of Event

| 1 . — .
600 | % e
While it may be good 7
to benchmark a
marketing event
against industry
averages, keep in
mind that virtually all
published “cost-per-
event” or “cost-per-
lead” figures do not
offer an accurate
estimate because Trade shows
they do not In-person events
incorporate what can
be the largest cost
component — time

spent by salaried
employees.

Webinars

SUMMARY OF THE COST CALCULATOR

While it may be good to benchmark a marketing event against industry
averages, keep in mind that virtually all published “cost-per-event” or
“cost-per-lead” figures do not offer an accurate estimate because they
do not incorporate what can be the largest cost component —time
spent by salaried employees.

As a result, it is important to keep in mind that the true power of this
new decision-making tool is to help organizations get the most from
their marketing budget AND resources, and help identify which event
types are working best for YOUR ORGANIZATION.

In the next section, this white paper will outline key ways to use this
new information to help make your marketing more competitive and
discusses the new opportunities available to your organization based on
having this powerful data.

©2009 Osterman Research and Quantum Leap Marketing Inc.
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While the information above presents an interesting comparison
between different types of marketing events, it is important to
understand that the information must be put into action rather than
being left as a theoretical exercise.

Here are some ways to help harvest this new information’s potential
into valuable actions and results for your organization.

D&JH:KG.%L44%&MO.%6L.CG=:JP%.GH&O.DGH»LJK%
D&H=H%:J%=QG%HL6G864:PQ=

Many marketers will consider the cost to create a qualified lead on a

marginal basis. For example, a lead generated from a search engine

optimization system through a Web site will have no incremental cost

because there many be no additional effort which goes into the creation

of the next lead. Also, a Google Ads lead may cost $25 in advertising to

generate the next one, with no cost assigned to creating and managing

this campaign or creating any Web pages or content requested.

In addition, all leads are not created equal. We have used a definition
of a marketing event lead of “good, qualified lead” — a simple way of
descibing the numbers of event leads regardless of the way they are
generated. So, not every “booth swipe” at a trade show or Webinar
registrant will qualify as a good lead that has the potential to turn into a
sales opportunity. Similarly, you may want to have a standard way of
comparing leads across different events or types. Thus, a typical white
paper download or e-newsletter subscriber may need further
gualification to be considered on par with these types of event leads.

As a result, the bottom line as you compare costs by marketing source
or type, use a common definition. This might be simply cost per raw
lead, cost per sales opportunity, cost per proposal or trial, or cost per
sale.

RG:PQ%&SG.L44%GSGI=%6L.CG=:IP%D&H=H%LH%L%
>G.DGI=LPG%&M%=QGCYUIESHBREHEOKPG=%
LSL:4LE4@o

Knowing the true cost of an event and its benefits allows a decision
maker to analyze both individual events and marketing event categories
against their budgets and other resources available. Constant re-
evaluation of marketing budgets, costs per lead and the quality of leads
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About Citrix Online

Citrix Online, a division of Citrix Systems, Inc., is a leading provider of
easy-to-use, on-demand applications for Web conferencing and
collaboration. Its award-winning services include GoToMeeting
Corporate, a complete collaboration solution that satisfies all Web
conferencing needs ranging from large Webinars to small online
meetings.

With GoToMeeting Corporate, organizations of any size can use
GoToWebinar for do-it-yourself Web events and GoToMeeting for
smaller, more interactive online meetings. For a free evaluation of
GoToMeeting Corporate, please visit www.gotomeeting.com/corp.
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Getting the Most From Your Marketing Events:

The ROI of In-Person Seminars, Trade Shows and Webinars!
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