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While all marketers, event marketers 
included, love to get right to the 
nitty-gritty creative parts of marketing 
strategy, there is one big part of any 
marketing event that requires signifi cant 
planning and focus: budget. Traditionally, 
events have one of the most substantial 
budgets on a marketing team to work 
with. Over the last year, however, as 
many marketing events were transitioned 
to virtual and/or hybrid, these budgets 
may have shrunk considerably.

At the same time, the fl exibility of virtual 
events has led to many team event 
calendars fi lling up quite quickly with 
webinars, virtual customer happy hours, 
and even virtual conferences. After all, 
without in-person events to drive pros-
pect and customer engagement, virtual 
events are the best course of action. So, 
with fewer funds and more events to 
plan, it’s easy to become discombobulated 
with virtual event budgeting. Here, we’ll 
take a detailed look at why budgeting 
is so critical for virtual marketing events 
and outline the essential steps for 
success this year. 



For most marketing operations, the 
ROI of any marketing campaign helps 
determine whether or not that specifi c 
campaign channel will be included in 
the strategic plan for the team down the 
road. For example, if direct mail isn’t 
performing well but email is, then a 
marketing team will invest more money 
into email marketing than direct mail. 
This same logic applies to virtual 
marketing events.

As you’re building your virtual event 
marketing budget, it’s essential to keep 
in mind the long-term impact these 
events can have on your team’s resources. 
If your budget is too high and you don’t 
meet your ROI goals, then your total 
event marketing budget may be slashed 
in the next planning cycle. It’s critical to 
be open-minded and realistic about your 
budgeting goals, as you will be tasked 
with proving tangible value to your team 
and executive leaders.

BUDGET + 
ROI IMPACT



Now, let’s dive into your 
virtual event budgeting 
checklist for success.

YOUR BUDGETING CHECKLIST FOR 

SUCCESS



What is the goal of your virtual event? Prioritizing different event goals, such 

as bringing in new leads vs. delivering ongoing engagement to clients, can 

impact the type of budget you have for these various events. Plus, as discussed 

above, having a clear KPI in mind before you jump into budget planning can 

help your team allocate funds across the different areas of your virtual event 

to better meet your ROI goals. 

1 
Establish your main KPI or goal.



This stage of the budgeting process can be exciting or stressful, depending 

on how you approach things. While your virtual event line items are just that— 

expenses – they are all also explicitly designed to help your teamwork towards 

your main KPI or goal. As you are developing the costs for your virtual event, 

keep checking in with your goal to stay on track.

2 
Identify your key expenses.

Here are a few key expenses marketing 

teams may encounter when planning 

a virtual marketing event.



TECHNOLOGY: virtual events are 
highly reliant on the technology platforms 
used to host and run the event. While one 
of the cheapest options available is to use 
the meetings platform your internal team 
uses daily, if the technology does not line 
up with your goals, you may have to look 
into other options. 

LABOR COSTS: depending on the 
scope of your event or the event platform 
you are using, you may also need to hire a 
technical support resource to have on-call 
during the event. This resource could be 
outsourced as well, which would require 
its own budget line item. 

SPEAKERS OR SMES: even though 
your team isn’t traveling for a virtual event, 
there are still some personnel costs to take into 
account. If you need to pay speakers, vendors, 
or subject matter experts to participate in your 
event, make sure you budget accordingly. 

ADVERTISING: while the promotions 
for your virtual event may be one of the most 
signifi cant line items in your budget, it is also 
where your marketing team’s creativity can 
shine. Advertising costs may include:

—  Promotional placements in industry 
     newsletters or websites.

—  Sponsored social posts and ads.

—  Paid lists for email marketing campaigns.

—  A sponsored article or press release in 
     an industry publication.

—  Any direct mail efforts to drive 
     event registration.

—  Custom branding and/or digital signage 
     on your registration landing page.

FOLLOW-UPS: while most event technol-
ogy platforms include follow-up communication 
functionality, your team may want to go above 
and beyond this scope. If your event targeted a 
small group of white-glove clients, a follow-up 
gift might be in the cards. If you hosted a more 
signifi cant virtual conference, then a survey or 
co-branded newsletter may be needed.

THANK YOU GIFTS: it’s critical to thank 
your event speakers and/or presenters with a 
follow-up thank you gift. This gift could be a 
high-dollar item on your budget sheet, depend-
ing on the person in question and the subject 
matter. If you were working with multiple speak-
ers and presenters, they will each need a thank 
you gift for their time.

REPORTING: as we mentioned above, 
having insight into your event goals and results 
is critical for reporting ROI and proving value. 
Your event platform should include detailed 
reporting capabilities, and your team can also 
track outside data for even more insight into 
virtual event results. 



It’s incredibly easy to get carried away adding line items to an event without 
considering budget constraints. This is even more true in the world of virtual 
events, where new technology and trends are popping up regularly.

While it may be tempting to add in the hottest technology like AI or personalized 
meeting experiences ‘just because you can,’ always take a step back and consider 
the budget implications. What will this event experience bring to the table? How 

will it impact your overarching event goal? Will this addition increase your ROI?

3 
Plan your event with your budget in mind.



As any event marketer knows, planning a high-value marketing event, whether in per-
son or virtual, can be an ever-changing experience. We’ve all faced unpredictable situa-
tions, and even the most Type-A planner among us has had to scramble a time or two.

However, there isn’t any room for error when it comes to building your virtual marketing 
event budget. This is why high-performance marketing teams have started including a 
contingency budget as a line item in their event budgets. This way, if your team comes 
up with some stellar event ideas that require you to pivot during planning or deal with a 
technical issue, you have the funds already available to work through things.

4 
Have a contingency budget in place.

CONTINGENCY 
BUDGET



After going through all of the work to identify expenses and track line items throughout 
your virtual event, it’s time to share your results with stakeholders. Understanding the 
minute details of virtual event budgeting and results can be tricky, so it’s important to 
share this information with team leaders in the most straightforward way. Your team can 
leverage intuitive dashboards, reports, and tables that make it easy for stakeholders to 
understand what your data is explaining.

Down the line, these results will help inform your overarching virtual event strategy 
for future years. The reporting methods your team has in place can help identify trends 
and strategies for success down the road.

5 
Review data and share with stakeholders.

SUCCESS



With so many moving pieces, it’s no 
wonder event marketers are looking 
for new ways to streamline virtual event 
budgeting and ROI tracking. With Circa, 
your team can visualize ROI in real-time 
and track your results against your 
budgeted expenses. Plus, with all of 
your tools and platforms integrated and 
available in a single location, Circa’s AI 
can recommend future virtual event 
strategies and ideas for ROI success. 

Circa also easily translates all of your 
complex virtual event data and results 
into easily digestible dashboards that can 
be shared with marketing team leaders 
and executives at the click of a button.

You can learn more about 
Circa and schedule your 
personalized consultation here.

MAKE VIRTUAL EVENT 
BUDGETING EASIER WITH 
CIRCA


