


BEST PRACTICES 

SOPHOMORE YEAR 
Cisco transforms last year's first-ever virtual sales 
conference into an all-new hybrid event experience 

IN 2009, CISCO SYSTEMS set out to save costs 
by taking its weeklong annual sales meeting, 
the Global Sales Experience (GSX), out of the 
real world and into a virtual one for the first 
time in its 20-year history. That ell.'Perience 
taught the tech giant several valuable lessons 
about what works and what doesn't when it 
comes to educating and motivating a driven 
and competitive sales force in a non-physical 
space. (Check out last year's story here: event
marketer.com! article! ciscos-gsx -goes-vi rtual.) 

After last year's event, the Cisco events team 
reviewed feedback surveys, login reports and 
other metrics and learned that the environ
ment and the augmented reality game it called 
"Threshold" were top-performing elements. 
What the attendees struggled with was focus
ing on eight hours worth of live content every 
day, and missing out on the recognition ele
ments they had looked forward to at previous 
live events. 

Taking on the event again this year, which 
ran from Aug. 16 to Sept. la, senior manager
Global Sales Experience at Cisco Systems, 
Angie Smith, set out to address these issues 
and improve on the areas that worked well. 
Step one was to make the event more of a 
hybrid, with local Cisco offices hosting group 
sessions via its proprietary Telepresence tech
nology (see pg. 20 to learn more about the rise 
of satellite events). The local events mostly 
addressed the recognition concerns, helping 
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local executives and managers to showcase and 
reward superstar salespeople in front of their 
colleagues. 

The virtual environment was a huge hit last 
year, with attendees almost universally calling 
it "stunning" and "beautiful; ' according to 
Smith, so exceeding that mark was a new chal
lenge. To raise the bar even further, for the 
20 1 a GSX redux, she and her team brought in 
internationally recognized architects and 
graphic designers from all over the world, 
using Cisco products to facilitate global collab
oration, to design the new environment, which 
as a result resembled a utopian fantasy dream
scape. 

While the Threshold game was also a big hit 
last year, it may have been too much of a good 
thing. The post-event analysis revealed that the 
hyper-competitive sales force was so set on 
winning, they were checking into sessions just 
to get the next clue or puzzle for the game and 
once it came out, they would bail. Obviously a 
problem when it came time to meet educa
tional goals. The game did drive engagement 
like a dream, however, so to keep what worked 
and not lose attendee focus, the new game, 
dubbed "The Hunt," was scaled back and kept 
separate from the main event and only ran for 
two weeks. Like last year, though, it was still 
tied to Cisco product information and tech
nology, so it was again a key educational 
tool-just not as integrated this time. 

BY THE NUMBERS 

Inside Cisco's 2010 
Global Sales Experience 

e 20,404 total attendees 

e 1,100 conference rooms, 

in 158 locations, in 59 coun
tries, covering 20 time zones 

e Nearly 18,000 unique 

attendees in the virtual plat
form 

e 50 exhibitors at the virtual 

Solutions Showcase trade 
show 

e 85 sessions conducted 

over 101 event hours and 
seven days 

e 130 hours of live broad

cast 

e 52,513 session sign-ins in 

the virtual platform 

e Live event staging and 

production in four cities 
around the world 

e Broadcasts hosted from 
six Cisco TV production fac ili
ties worldwide 

Agencies: George P. Johnson Experience 
Marketing. jUXT Interactive, InXpo. Tim Fink 
Events & Media . 

www.eventmarketer.com 



BEST PRACTICES 

Other ga ming tools included 
head-to-head Sudoku challenges 
and the "Togetherizer," which was a 
music mash-up software that 
allowed players to upload a sound 
clip which would then be "mashed" 
with other players' sounds to make a 
new piece of music. They were all 
archived for players to listen to at 
their leisure. 

To keep the messaging consistent 
and facilitate the collaborative 
nature of GSX, under the 2010 
theme of "Together We Can," Cisco 
this year designed and built a cus
tom internal social media platform 
known as the Together App, which 
the sales fo rce could install on their 
mobile devices and access via the 
virtual environment. They posted 
learnings and comments from ses
sions and collaborated on session 
discussions via the platform, which 
continues to exist within the compa
ny's in tranet. It was also a vehicle for 
checking into sessions and filling out 
evaluation surveys. To showcase and 
enco urage attendees' community 
spirit, Cisco integrated volunteer 
opportunities into GSX and donated 
$100,000 to communi ty charities on 
behalf of the Cisco sales force. 

The changes and improvements 
fo r GSX 2010 are still being evaluat
ed, but early metrics look positive. 
The average overall session score was 
4.75 out of 5 and more that 15,000 
unique attendees checked out info 
and chatted with experts in the Sol u
tions Showcase trade show area. The 
evolution isn't over fo r GSX, though. 
As the data from 2010 paints the new 
picture, the planning begins for GSX 
2011. 

"I think we almost have the right 
formula," Smith says. "It's a complex 
chemistry to meld conten t and 
engagement successfull y." And mas
tering that chemistry is a process, 
she says, that Cisco is uniquely situ
ated to accomplish. 

"Virtual is part of what we say, do 
and walk every day at Cisco. It's in 
our DNA," she says. "We're risk-tak
ers here and sometimes they pay 
off." Big time. EM 

- Ken neth Briodagh 
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MAI(ING IT POP 

TOAST OF THE TOWN: 
The makers of Pop
Tarts ' 3.000-square
foot pop-up shop in 
Times Square follow ed 
a strict development 
process to ach ieve its 
rec ipe fo r success. 

A play-by-play guide to bu ilding an award-winning pop-up store 

WHEN POP-TARTS set up a Facebook fan 
page last summer, it was fl ooded with 
more than two million consumers in ter
ested in talking about its toaster pastries. 
The online chatter, which included new 
flavor combination suggestions, inspired 
the Kellogg's-owned brand to bring the 
excitement to life in a pop-up store. The 
result? The 3,000-square- foot Pop-Tarts 
World on 42nd Street in New York City 
(more on all the sweet details in a 
moment). 

What goes into making a killer pop-up 
program? We asked Manchester, NH
based handling agency Gigunda Group to 
show us the road map. We also asked Kel
logg's for its Pop-Tarts recipe, but they 
declined to comment. Guess we' ll focus 

on the pop-up instead. Allow us to break 
it down: 

MIXING THE RIGHT INGREDIENTS 
Every program is di ffe rent, but typically in 
phase one, agency and client zero in on 
program objectives, metrics, key targets 
and locations. It sounds straightforward, 
but it's one of the hardest parts, because 
there are always diffe rences of opinion on 
what the program should accomplish . 

In phase two, the creative and initial 
budgets are hammered out, including a 
profit and loss statement if there is a retail 
component (in Pop-Tarts' case there is) . 
This phase takes the longest as major 
decisions are made, like finding appropri
ate location options. Pop-Tarts narrowed 
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