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I. Introduction, Rationale, and Goals for the 

Virtual Annual Meeting 
 

In its role as a leader and innovator in the association management sector, ASAE: The 

Center for Association Leadership developed and offered a virtual version of the 

organization’s Annual Meeting. The event took place in Los Angeles, August 22-24, 

2010. 

 

The purpose of this research study is to document the Virtual Annual Meeting—the 

development, preparation, and execution of the event—and to examine the results and 

lessons learned in the process. It is hoped this report will offer useful insight into the 

effective use of virtual meetings and related tools for ASAE and its member associations. 

 

Because the experiences and thoughts of the participants are central to the project and to 

this report, these will be presented in bold throughout the document and material from 

interviews that occurred before the event are identified as such. 

 

Interviews were conducted from mid-July through mid- September 2010—both before 

and after the virtual annual meeting—with the following participants in the initiative: 

 

ASAE STAFF: 

Tammy Blosil, vice president, online learning, ASAE: The Center for Association 

Leadership 

 

Anne Blouin, chief learning officer, ASAE: The Center for Association Leadership 
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Rosario Ortiz-Davis, associate director, marketing , ASAE: The Center for Association 

Leadership 

 

Jamie Sadler, senior manager, online learning, ASAE: The Center for Association 

Leadership 

 

 

VIRTUAL ANNUAL MEETING ATTENDEES: 

Callie Castro, member relations strategist, American Academy of Family Physicians 

 

Kevan Jones, executive director, MECIA 

 

Lori Medley, executive secretary, Tennessee Association of Professional Surveyors 

 

Lisa Prats, vice president—communications, marketing and meetings, Building Owners 

and Managers Association 

 

Kent Williamson, executive director, National Council of Teachers of English 

 

 

 

Rationale for Creating the Virtual Annual Meeting 

 

For an association’s members who are unable or unwilling to attend an event in person, 

the opportunity to still participate can be an attractive option both for the member and 

the association. But in ASAE’s case, the original push for such an option came not from 

its members; rather, the organization was approached by vendors offering virtual event 

tools and services, and the possibilities offered by the technology got on ASAE’s radar 

screen in a big way in 2009. 

 

Tammy Blosil (premeeting): Back around July 2009, these technology companies were 

telling us that this was something we should seriously consider. So, it wasn’t 

necessarily our membership that got us started thinking about this…but we were 

definitely thinking about our membership when we decided to move forward in 

developing and launching a virtual annual meeting. 

 

ASAE considered developing a virtual program first for its technology conference that 

was scheduled for February 2010, but it was felt that the timeline was not sufficient to 

enable the organization’s integration, marketing, and branding goals to be realized. As 

ASAE began to research and evaluate potential technology partners for a virtual 

meeting, it became clear that the goals and objectives for the program needed to be 

defined. In December 2009, ASAE completed a Positioning Statement that laid out the 

objectives and target audiences for the event. 
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Anne Blouin (premeeting): Our role is to lead our associations, and to take risks and 

demonstrate things that our members might not be so willing to unless they see what 

we do first and learn from us. We felt that this was something we really needed to 

look at, because only about 10 percent of our association executive members actually 

attend our annual meeting, in any given year. That’s held steady for years. So why is 

it that so many of our members are not attending and therefore missing the 

experience we create at the meeting? By doing the virtual annual meeting, we can 

enable our members who can’t be in Los Angeles to experience the general sessions, 

the Thought Leader sessions, and so on. 

 

Tammy Blosil (premeeting): The virtual annual meeting was designed for individuals 

who cannot attend our onsite, face-to-face event for whatever reason. Individuals 

register for the virtual annual meeting because they still want to take part in the 

annual meeting, primarily [the content of the event]. Also, the networking piece is 

important…we will provide networking opportunities through a virtual lounge and 

chat forum. Another objective of the virtual annual meeting is the opportunity to 

become familiar with this technology and its environment…it’s new for many 

associations. We recognize many associations want to learn how to host this kind of 

event themselves and look to ASAE as a case study, to learn from our experiences. 

 

ASAE’s positioning statement outlined four goals for the program: 

 

•••• Attract and engage attendees that previously attended but cannot attend the 

meeting based on timing or other factors. 

 

•••• Attract and engage attendees that have chosen not to attend annual meeting in 

the past based on lack of resources, interest, or other factors. 

 

•••• Create an opportunity for us to attract and retain new audiences that have not 

heard of or been exposed to the annual meeting in the past. 

 

•••• Create another revenue stream opportunity. 

 

 

 

Measuring Success 

 

While total cost, registration revenue, and net profit are important considerations for 

any event, the bottom line was not the sole reason for the creation of ASAE’s virtual 

annual meeting. It could even be argued that revenue was secondary to the need to be in 

the virtual space and test those waters—a role very much driven by ASAE’s position of 

leadership within the association community. 
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Tammy Blosil (premeeting): Even if we get only 50 paid registrants for the virtual 

event, even if we get less registrations than our break-even point, we will go forward 

with the event. The reason is, we’re ASAE, we’re a laboratory, in a way, for this kind 

of technology usage. We want to share with our members how the event works and 

what we learn with it, whether we’re at 50 registrants or 1,050 registrants. 

 

The live event and the virtual event were designed as two distinct experiences, targeted 

to two distinct audiences (more details on those audience segments can be found in 

Section II, under “Marketing the Virtual Annual Meeting”). This differentiation 

minimizes the risk of what’s often called “cannibalization” of an organization’s main 

event: the pulling away of prospects from one event to another. 

 

Tammy Blosil (premeeting): We’re not looking to be driving revenue from the virtual 

annual meeting. We’re looking for it to be an enabler of revenue for our onsite event. 

I know many associations are concerned about cannibalizing their sales, when it 

comes to the question, “Why would someone go to your onsite when they could 

attend virtually?” We’ve designed this product as a branch of the annual meeting—if 

you think of the virtual and the onsite as two separate products, but under the same 

brand, you’re targeting audiences that have very different purposes. Some people 

cannot travel, for whatever reason; others may have scheduling conflicts; for others, 

the organization may lack the financial resources to engage with the onsite event, 

such that the registration cost for the virtual is much more appealing. We expect, if we 

give them the experience online, they’ll have an awareness they would never have 

had if the online did not exist. 

 

That awareness, that experience, has the potential to “prime the pump” with virtual 

attendees, to convert them to attendees of ASAE’s live onsite Annual Meeting. 

 

Tammy Blosil (premeeting): Our research with potential industry partners indicated 

that, out of the total number of registrations for this kind of virtual event, you’re 

almost guaranteed that 30 percent of those virtual attendees will attend your onsite 

event the following year. That figure was consistent across the board with these 

service providers, in terms of their experience with their clients. 

 

 

 

II. Development and Preparation 
 

 

Evaluating and Selecting a Technology Partner 
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In September 2009, ASAE began researching potential vendor partners for the virtual 

annual meeting. This research phase eventually resulted in some 40 companies being 

considered, and ASAE narrowed down the field to a short list of 6, which were invited 

to present their proposals for the VAM in February 2010. 

 

ASAE selected Rockville, Maryland-based VIVA Creative, a DC based web and event 

creative agency that offers a variety of means to deliver a client’s content and education. 

Among its other experience, VIVA’s demonstration of an innovative virtual 

environment it had created for its client, Geico, impressed the decision makers at ASAE. 

 

Tammy Blosil (premeeting): We opted to go with a full production suite provider ( 

VIVA Creative) who would be able to “walk us through” the process. We didn’t want 

to take too much of a risk by way of trying to figure it out ourselves. We’re ASAE and 

our members require a lot from us in terms of taking the risk first and then providing 

them the information…we felt that paying a little extra, to ensure we did this right the 

first time out of the gate with our flagship event, was worth it. We actually evaluated 

up to 40 companies…of the 40, we found there were approximately 10 platforms that 

kept coming up through the evaluation process. So there’s not an enormous number 

of [different] platforms out there that offer these services…but there are a lot of 

organizations (like VIVA) that partner with the platform companies to provide the 

services. INXPO is the platform company we use for the virtual annual meeting, and 

along with INXPO, we found that companies like 6Connex, Unisfair, Expos2, and 

ON24 also are prominent players in the industry. 

 

Because a successful virtual meeting goes far beyond just recording sessions, ASAE 

wanted a partner that knew how to bring the live event to the virtual audience in an 

engaging and hopefully pain-free fashion. 

 

Tammy Blosil: Doing a hybrid conference—live and virtual—is a different beast from 

just a virtual event. I think it’s important to ask a potential partner, during the 

evaluation phase, if they have experience producing live hybrid events. It’s also 

critical that your technology partner(s) understand the way associations work, in 

terms of how decisions are made and the ways that projects move forward. 

 

March and April were spent defining the scope of work and negotiating a contract with 

VIVA Creative, and serious product development work was underway by late April. As 

the virtual annual meeting product started to take shape, ASAE’s marketing team was 

brought into the project to begin getting the word out to the associations target 

audiences. 

 

 

Marketing the Virtual Annual Meeting 
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Reflecting on the marketing activities leading up the event, ASAE’s marketing manager, 

Rosario Ortiz-Davis, believes a longer timeline, as well as a fully-formed product, would 

have had a positive impact on registration numbers. 

 

Rosario Ortiz-Davis: Ideally, we would have started marketing the virtual event at 

the same time we started marketing the face-to-face event. Unfortunately, that wasn’t 

possible because we didn’t have the virtual product developed at that point…we 

didn’t have pricing and other information. We had an operational challenge in the 

sense that we were defining the product while we were marketing the product. We 

didn’t have a video demo of the virtual annual meeting until maybe two weeks before 

the event, so we were marketing something intangible…people can’t really see what 

they’re buying. I think it would have had greater success if we had launched them 

together because the audience would have known from the start what opportunities 

to engage were available, as opposed to thinking it was the face-to-face or nothing. 

 

For the main marketing plan of the virtual meeting, ASAE’s research team provided 

marketing with a list of individuals most likely to attend the annual meeting. The list 

was based on a variety of factors, including past behavior, which had been analyzed 

using predictive modeling tools. The marketing team “isolated” that audience and 

continued to actively market the face-to-face meeting to that segment. 

 

Rosario Ortiz-Davis: We didn’t want to risk “cannibalizing” that audience with the 

virtual event. So we promoted the virtual event instead to all of our members who 

had not attended the face-to-face meeting in the past, or who were not in the “most 

likely to attend the face-to-face” group. 

 

The marketing team developed specific messaging targeted to certain segments within 

this larger audience. Those segments included associations with smaller staffs; young 

professionals; international members; and professional development executives. It was 

thought that individuals in this last group would be likely to be interested in hosting 

virtual events of their own, for their organizations’ members, and so might see attending 

the ASAE virtual event as participating in a case study type of experience. 

 

As Spring turned to Summer, the marketing of the virtual annual meeting went into 

high gear, with e-mail campaigns being a key part of the effort. There was concern that 

the message of a new virtual option for the Annual Meeting would be lost in the crush of 

e-mails many people receive, so ASAE also sent a printed postcard announcing the 

virtual annual meeting to the larger audience segment (members who had not attended 

the face-to-face meeting in the past, or who were not in the “most likely to attend the 

face-to-face” group). Despite it seeming somewhat counter-intuitive to send a printed 

piece to market a virtual event, it was felt the postcard would reinforce the e-mail 

campaign. 
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Rosario Ortiz-Davis: We also did sort of a parallel marketing campaign working with 

the Los Angeles Convention Bureau. Three to four weeks before the event, we used 

the Bureau’s list of 40,000 individuals (U.S. and international) who were not ASAE 

members…it was basically an experiment. For the first two weeks of that period, we 

marketed the face-to-face to them. For the last two weeks, we marketed the virtual to 

them. A completely different audience for us, and it yielded only a handful of 

registrations. 

 

Speaking before the event, Tammy Blosil indicated that a marketing shift would take 

place as the event date drew closer. 

 

Tammy Blosil (premeeting): We’ll be hitting a “sweet spot” in the next week or two 

[mid-July 2010] where our marketing efforts for the face-to-face event will then start 

to focus on marketing the virtual event to our membership as a whole. Our marketing 

team, naturally, has been pushing hard on the face-to-face for the last couple of 

months. So, once we pass that sweet spot, we’ll be focusing on marketing the virtual 

to our general membership. 

 

Rosario Ortiz-Davis: Two weeks before the event, which is when our face-to-face 

registrations tend to taper off because [the event is now] too close for people to make 

a decision and make travel plans, we lifted the [segmentation] restriction we had 

imposed on ourselves and marketed the virtual annual meeting to everybody. Because 

with the virtual, obviously, a person can register up till the last minute and still 

participate. 

 

 

Session Selection and Speaker Preparation 

 

In order to offer real value to attendees, the sessions featured in the VAM would need to 

represent a cross-section of subject areas. But a compelling presentation didn’t 

automatically qualify a speaker and his or her session for inclusion; the nature of the 

technology used to deliver a virtual meeting dictated the type of session that could be 

considered. 

 

Anne Blouin (premeeting): We knew we wanted to include the three general sessions, 

and we’re fortunate this year…when we confirmed the three general session speakers, 

[the virtual component] was not part of the agreement. But all three agreed to include 

and recognize the virtual audience. We tried to include all 12 Thought Leader 

presenters, but only 9 of the 12 gave permission to include the virtual piece—the other 

three didn’t want to do it due to intellectual capital concerns. 

 

Tammy Blosil (premeeting): We tried to choose tracks that would appeal to our virtual 

audience across a variety of topics/subject areas. We also looked at speakers who had 
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track records of getting high ratings from previous speaking engagements, people 

who presented themselves professionally and confidently. And we looked at the type 

of session…we steered away from panel discussions and group interaction sessions, 

and stuck to the one- and two-speaker sessions. That was for the benefit of the live 

feed, being able to capture those sessions without a lot of heavy work on the part of 

the camera crews. On the panel discussion-type sessions, the panel discussions 

themselves would work fine; it’s the interactive Q&A, that typically is a part of a 

panel session, that presents problems in terms of microphone coverage and 

placement…we didn’t want our virtual attendees to be unable to hear what’s 

happening and feel left out of the proceedings. 

 

Anne Blouin (premeeting): For the Thought Leader sessions and the Idea Labs, we’ll 

have a staff moderator from our team in each session. We’ve been working with our 

speakers so that, when they open it up for questions, they recognize and include the 

virtual attendees in that. Our staff member will monitor the questions asked by the 

virtual attendees and will raise those questions, as the virtual attendees’ 

spokesperson. 

 

Tammy Blosil (premeeting): In addition to the audio synch-to-slide presentations that 

will be archived in the virtual environment as they’re completed, we’ll make 

resources available in the virtual environment that won’t be available onsite. These 

will include a welcome presentation to the virtual attendees from our CEO, John 

Graham, along with a short interview with Cameron Herold, one of our Thought 

Leader presenters. Also, we’re working on getting Bill George, our general session 

speaker on Sunday, to do an interview for the virtual attendees. There’ll be a lot of 

content that we’ll make available to our virtual attendees. 

 

Pricing the Event 

 

Setting pricing for an event is a balancing act and must take into account a variety of 

factors, not the least of which is the perception of the market. Establish a price that’s too 

high and you’ll drive away potential customers; set the price too low and run the risk of 

the target market perceiving the value of the event as also being low. 

 

Tammy Blosil (premeeting): For ASAE members, the registration cost for the virtual 

annual meeting is $595; for non-members, it’s $795, and that $795 includes a one-year 

membership to ASAE. For onsite attendees, the early bird cost is $795, and that price 

goes up by $100 [when the early-bird promotion ends]. We based our pricing on the 

industry research we had done; we knew there’s a range of approximately 30 percent, 

where you may choose to discount your onsite reg cost by approximately 30 percent of 

the face-to-face fee. We felt that, given the revenue we want to produce for the event, 

taking into account our costs, the $595 price point is where we want to be. 
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III. Event Execution 
 

Going Live 

 

ASAE developed the virtual annual meeting program in such a way as to offer virtual 

attendees as wide a variety of association-management topic areas as possible. 

Achieving this goal meant that a variety of session “types” would also be offered during 

the event. 

 

Tammy Blosil (premeeting): ASAE will video-stream, live, 24 education sessions, 3 

general sessions, 9 Thought Leader sessions, and 12 Learning Lab sessions. For all 

sessions except the general sessions, there will be a moderator in the room. That 

moderator will capture questions that will come in from the virtual attendees; those 

questions will be shared in the public forum in the session itself, with the speaker 

and the onsite attendees, for the speaker to be able to answer. The virtual attendees 

will view all this live, via video, and will hear their questions asked and answered. 

We’ll capture any unanswered virtual attendee questions, send them to the speaker, 

and ask the speaker to answer them. We’ll then repopulate those answers back in to 

the virtual environment. 

 

A couple of days before the Annual Meeting got started, registrants for the virtual 

annual meeting received an e-mail informing them that they could log in to the site. 

 

Kent Williamson: One improvement for the login process…ASAE sent me kind of a 

subtle e-mail, it said something like “It’s Open.” It really was the gateway in, and it’s 

a password-protected experience, so I was authenticated by using that message and 

could go directly in. It’s a little thing, but that e-mail message could have been 

flagged better…I found myself searching for that message repeatedly during the 

course of the event. 

 

Lisa Prats: For logging in, I tried to make the virtual annual meeting site a “favorite” 

in my browser but that didn’t work right. Then when I went to the ASAE site, it took 

too many clicks through their site to find it. So then I dug out the e-mail they had sent 

me and used that. So it would have been nice, if on the ASAE site’s main home page, 

they had a place where you could click on the virtual conference and get into it. I also 

didn’t understand why I had to agree to the policy [Terms of Use] every time I logged 

in…if I agree to it the first time I register and log in, that should be enough. 

 

The environment that greeted the virtual attendees when they “entered” the virtual 

annual meeting resembled the main lobby of a convention center. Links along the top 

edge of this home page enabled users to access resources such as a schedule of sessions 
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available to virtual attendees during the conference; an attendee guide to the event; 

troubleshooting and navigation tips; and session handouts. 

 

Other virtual environment features included a lounge, where users could meet virtually 

and network with fellow attendees, and a tool called “My Briefcase,” which functioned 

as a repository for an attendee’s documents. 

 

When the user selected a session to attend in the session calendar, he or she was taken to 

a “dashboard” type of page where the video of the session appeared in the upper left 

corner. The video image could be expanded to full-screen mode or left in the 4.5-inch 

wide mode. To the right of the video image was a large field in which the presenter’s 

slides were displayed. Above the slide area were tabs enabling the user to access the 

Q&A session as it unfolded in the session, any handouts prepared for the session, and an 

FAQ page that offered help on a variety of topics related to the session. 

 

Directly beneath the video image at the upper left was a set of tabs offering access to the 

session abstract (description), the speaker’s bio, and the “Ask a Question” function. This 

enabled the user to ask a question at any time during the session, and the ASAE staff 

moderator would answer. If a user wished to chat with fellow session attendees, that 

could be done by clicking on a “Chat” tab next to the Ask a Question tab. 

 

These last two capabilities represented the primary means for virtual attendees to 

participate in the sessions in Los Angeles. While the sessions were in progress, anecdotal 

evidence suggests that some virtual attendees focused more on the session itself, rather 

than on interacting with fellow virtuals, while others used the chat capability more 

actively. 

 

Jamie Sadler: I was a moderator for some of the sessions, and there wasn’t a lot of 

feedback in the chat rooms…I think people tended to listen to the programs as they 

went through and probably were doing other things while they listened. Or, the 

programs answered their questions and there was very little feedback, at least in the 

sessions I moderated [Note: in other sessions this was not necessarily the case]. What 

there was, tended to be “housekeeping” kind of things, like solving technical issues, 

etc. 

 

Callie Castro: The online chat feature, during the sessions, really kept me engaged. I 

think some people didn’t really understand that was there or maybe didn’t realize 

that was available, but I was really involved with the chats during sessions. We 

would brainstorm off of each other and talk about the speaker, and that was another 

touchpoint that helped us find value in the meeting. For me, there wasn’t a lot of 

chatting before or after sessions, although I did go to a Happy Hour chat with a bunch 

of people from the session that had just ended, and we continued our dialog there. 
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Lisa Prats: I loved the chat sessions. That really made me feel much more connected. I 

enjoyed being able to do the chats…it was fun because after one session, somebody 

posted “Let’s continue our chat in the lounge, which opens in a few minutes,” so a 

bunch of us moved over to the lounge and continued our chat. 

 

Kevan Jones: I used the chat thing a little but not to any great extent. I gathered that 

many of the participants already knew each other fairly well. 

 

 

Movement Between Sessions 

 

If a virtual attendee started in a session and then decided, for whatever reason, to move 

to another session, they just closed the window for the session they were in, returned to 

the VAM home page, and chose another session. 

 

Kent Williamson: I tended to stay put in a session rather than jumping around. But 

my biggest challenge was distractions here in the office…sometimes I would have to 

bail for other reasons. We have a lot going on, so even though I’d try to block the 

time, there were a few times when other things intervened. 

 

Jamie Sadler: I think one of the benefits to being a virtual attendee is that, if it’s not 

what you anticipated it would be, you could just switch over (carefully) to another 

session…whereas when you’re there in person, you have to leave the room, walk 

across the hall, get into another session, etc. This way, it was very easy to get a piece 

of all the sessions taking place. 

 

Lori Medley: For most of the sessions I attended, I stayed put once I was in them. 

Although I did “jump” a couple of times when I thought they wouldn’t benefit me. 

 

Of course, a major factor in virtual attendees staying put once a session started was the 

extent to which the presenter engaged the audience and held peoples’ attention. 

 

Callie Castro: The “Igniting Brilliance” session (Simon Bailey) was excellent, and a 

lot of that was Bailey’s personality, which really kept you involved and engaged in 

the session. That’s really key for the online audience, because you don’t have other 

people around you to keep you involved, so you need that speaker to acknowledge 

you and to bring charisma to the stage in order to keep you engaged. I think Juliet 

Funt and Simon Bailey were the best at doing that and I really enjoyed their sessions. 

In selecting future sessions for a virtual audience, I think the charisma and 

personality of the speaker should be given a lot of consideration. It has a big impact 

on what the online attendee takes away from a session. 
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When a presenter opened up their session for Q&A, the ASAE moderator gathered 

questions asked by the virtual attendees, to be included with those asked by the onsite 

audience. How well this worked seemed to depend in large part on how well the 

presenter communicated the need for the virtual audience to actually be a part of the 

Q&A time. Following up on those requests and managing the process onsite was the 

responsibility of the ASAE staff moderator. 

 

Kent Williamson: With the presenters, it was kind of a mixed bag…some speakers 

were polished and knew when to go to the virtual audience, and others forgot 

sometimes we were out there. 

 

Callie Castro: The moderators, the ASAE folks, really paid attention to what we were 

saying. It seemed that they made adjustments on the fly, and things would improve 

from day to day. 

 

Jamie Sadler: I think, in the future, we could take a more active role as moderators and 

possibly, right after a session ends, we could ask a couple of “seed” questions of the 

virtual attendees, to get conversations started. 

 

 

Smooth Technology 

 

Based on comments received from virtual annual meeting attendees interviewed for this 

study, the technology used to record and transmit the sessions from Los Angeles 

worked smoothly, with just an occasional interruption due to the need to re-synch the 

audio and video signals. 

 

Kent Williamson: On the technology, I think it worked well. No complaints there. 

 

Lori Medley: The technology worked well. There were occasional synching problems 

but they seemed to repair that pretty quickly. It looked to me, from the online chats, 

that other people were having some problems, and I was not, so maybe it was just the 

different connections everyone had. 

 

Lisa Prats: In the Juliet Funt session, we were unable to see the two videos she 

showed the [onsite] audience. That was a disappointment because she didn’t have a 

lot of Powerpoint. 

 

Jamie Sadler: I think the technology worked very, very well. When there was an 

occasional delay, [the VIVA Creative team] worked around it. The slides worked very 

well…there were a couple of times when a speaker had made last-minute changes to a 

slide deck, so that the tech person onsite had to make changes on the fly. But other 

than that, it really worked well. I was impressed. 
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Although the great majority of registrants for the virtual annual meeting were from the 

United States, there were several participants from other countries as well. Differences 

in time zones can be a challenge, particularly in cases where virtual attendees want to 

experience the sessions live. 

 

Kevan Jones: Participating from the UAE meant that most sessions only started at 

7pm. I was okay with the live sessions until around midnight but gave up on trying to 

participate in the afternoon sessions that were only starting at 3am UAE time. My 

plan was to review the sessions I missed, but day-to-day activities have got in the 

way. 

 

Beginning August 22, an on-demand archive of all of the 24 video sessions was made 

available to all virtual annual meeting participants as each session was completed. 

Participants also had access to up to 70 downloadable audio synch-to-slide Annual 

Meeting sessions through November 30, 2010. 

 

Lisa Prats: I do plan to go back in and participate in some of the sessions in the 

archive, and I think the fact we can do that for 90 days is terrific. 

 

 

 

IV. Results and Lessons Learned 
 

 

Response from Attendees and Staff 

 

Tammy Blosil: The virtual event went off smoothly and professionally, I’m really 

pleased with the overall event. We kept our goals in sight—including the key goal of 

leading the way with this kind of event for our members—and we met all those goals, 

and more, with the one exception of the total registration numbers. 

 

Lori Medley: I thought the virtual annual meeting was a great experience, really 

excellent. 

 

Callie Castro: I really enjoyed the virtual annual meeting and would absolutely do it 

again. I’ve told many people at our association that I recommend it. I think it was 

valuable and I think this is the future…associations are going to have to look at this 

[kind of technology and delivery]. I suggest they really evaluate the cost part to make 

sure they’re not charging significantly more than they need to…I think that would 

significantly increase [the number of] attendees they get. 
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The Numbers 

 

Total registration for the 2010 ASAE Virtual Annual Meeting was 245. 

 

 

Pricing and Cost 

 

Tammy Blosil: One of the greatest costs was the Internet service provided by the 

convention center. The live broadcast, using the Internet connection through a hotel 

or convention center, with camera crews onsite, is what will really drive up the costs 

for a virtual event. One way to lower costs is to do an archived event, rather than live. 

There are various ways to capture content and then deliver it later, that can 

dramatically reduce costs. 

 

Callie Castro: The virtual annual meeting may have been a little over-priced for what 

we had access to. There was a lot of chat about the free books that were given away in 

some sessions…it would be nice, at that price point, if ASAE offered some kind of a 

care package after the event to the virtual attendees, to include some of the stuff the 

speakers provided. I understand that the cost of doing this kind of virtual event is 

high, but I feel like, even though we were saving on airfare and hotel, etc., I feel it 

was a little over-priced. It’s not like we were taking up food or space or anything. 

 

Lisa Prats: I think the price point is high, but I know that if I were doing [a virtual 

annual meeting for my association], I’d be struggling too, because I wouldn’t want to 

compromise my onsite attendance. I have to say that, if I were able to get my CAE 

renewal points through the archives, I wouldn’t have as much of an issue with the 

price, at $595. I’m not sure if I can do that because I’ve gotten two different answers 

from ASAE. 

 

[NOTE: Participants in the virtual annual meeting earned one hour of credit for each 

hour they participated in a live education program in the virtual annual meeting. 

Listening to archived sessions does not qualify.] 

 

Reasons for Attending 

 

VAM attendees chose the virtual option for a variety of reasons, with cost and time, not 

surprisingly, most often given as the major factors. 

 

Kent Williamson: I’ve attended eight or nine ASAE annual meetings in the past, but 

this year I registered for the virtual annual meeting for the content and the 

convenience…I could engage in the learning experiences without the extra few days it 

takes to travel. 
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Kevan Jones: Originally I wasn’t planning to attend the ASAE conference but was 

scheduled to attend the IOAM event in the UK…when their event was cancelled I 

figured it was important to attend an association management event but didn’t fancy 

flying over to Los Angeles—it’s just too far and too costly [to travel from the UAE]—

and once you add in the travel time from the Middle East it becomes a seven-day 

event. The virtual seminar provided me with an opportunity to participate at a 

fraction of the cost I’d have had to pay to attend the live event. I think it’s a great 

opportunity for members in remote locations to participate and engage with ASAE on 

a regular basis. 

 

Lisa Prats: We had budgeted to send three of our staff to the ASAE conference this 

year, and I wasn’t one of them. So when I saw there was a virtual opportunity, I 

jumped on that so I could still benefit from the great education at the conference. 

 

Callie Castro: I really enjoy going to ASAE’s annual meeting, but I now have two 

toddlers both under the age of three. So traveling to meetings has become 

increasingly difficult for me. To be able to get that educational component and still be 

able to function here at home was a great opportunity for me…I was excited to try the 

new format and see how it worked. 

 

 

Lessons and Opportunities 

 

Virtual attendees interviewed as part of this study weren’t shy about sharing how and 

where they think ASAE could improve the virtual meeting experience going forward. 

 

Lori Medley: I’d like to see future events like this have some kind of coverage of the 

expo hall. Maybe a quick interview with each exhibitor and make it available to 

attendees for future reference, to see what those vendors offer with products and 

services. 

 

Lisa Prats: I’ve gotten conflicting answers from ASAE on what actually counts for 

points toward my CAE renewal—can I get points whether I watch a session either live 

or as an archive? Or does it have to be live? ASAE needs to do a better job of 

communicating [those requirements]. 

 

Callie Castro: It would be nice, at that price point, if ASAE offered some kind of a 

care package after the event to the virtual attendees, to include some of the stuff the 

speakers provided. 

 

Kent Williamson: For future events…it’s always a challenge to send multiple people 

to a conference. Maybe ASAE could offer a way to promote groups at a staff level, 

engaging in learning activities…it could be, for example, follow-up questions 
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following the event. So, more attention to study group sort of learning. And related to 

that, how about a post-event experience, rather than just an archive of the sessions, a 

moderated approach with learning goals, so there’s more structure to how you can use 

that content to pursue your goals. It could be thematic…you could bundle two or 

three sessions after the conference by specific topic areas and leverage that content for 

more directed learning purposes. 

 

Following the virtual annual meeting, ASAE considered developing and offering a 

virtual option for the association’s Technology Conference in December, to be held in 

Washington, DC. However, ASAE decided the time between the Annual Meeting and 

the Technology Conference was insufficient to evaluate the VAM experience and launch 

a new virtual experience. 

 

Tammy Blosil: We need time to digest and implement what we’ve learned. The past 12 

months of discovery and implementation have positioned us at the forefront in 

developing a plan that allows long-term growth, both fiscally and educationally. By 

focusing on the big picture we recognize there’s still a good amount to learn from the 

virtual annual meeting …that includes packaging future experiences and strategically 

pricing them to deliver elite results for our sponsors, exhibitors, and the customer. 

 

Learning from the virtual annual meeting experience encompasses many areas, 

including planning, pricing, and working effectively with a technology partner. ASAE 

reports the following key takeaways. 

 

•••• A virtual event really needs to be in synch with the live event from the 

beginning, from the planning stages. A virtual event shouldn’t be treated as a 

subset, or as some sort of step-child. 

 

•••• On pricing: Once it’s set, don’t waiver, unless you have overwhelming indication 

that the pricing is way off. 

 

•••• Be sure to include your technology partner(s) as you develop your event. Use 

them for marketing your event, because they’ve done this before and know the 

lay of the land. 

 

•••• Be as specific as possible in your statement of work with your technology 

partner(s). You don’t want unexpected problems to come back and bite you. 

 

•••• Start the program a minimum of a year in advance of the actual virtual event—

from researching potential technology partners to the event itself. The four-

month development window we had—April to August 2010—probably wasn’t 

sufficient. Open up that window as much as possible to enable proper 

development of the event. 
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Timeline: ASAE 2010 Virtual Annual Meeting 

September 2009 – January 2010: Data collection and vendor research 

December 18, 2009: Positioning statement completed (goals and objectives 

defined) 

February 4, 2010: Invited top 6 candidate vendors (of 40 companies reviewed) to 

present to ASAE 

March 3, 2010: Informed VIVA Creative that they were selected 

March 5, 2010: Began contract development and negotiations began with VIVA 

Creative 

March 5, 2010: Informed remaining five candidate vendors of our decision 

March – April 2010: Began contract development and initial product 

development discussions 

April 28, 2010: Official kickoff meeting at VIVA Creative in Rockville, Maryland 

April 30, 2010: Confirmed contract 

May 5, 2010: Signed contract 

May – July 2010: Development and speaker preparation 

August 2, 2010: Show testing 

August 16, 2010: Environment opens for attendee orientation 

August 22-24, 2010: Live show 

August 25 – November 30, 2010: Archive period for video and audio content 

from event 

 


