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The three-act structure is a classic method of 
storytelling with a clear beginning, middle, 
and ending phases. By answering the 
questions in this worksheet you’ll gain a 
clearer perspective on how your Virtual Reality 
(VR) experience should be structured and 
paced for success in a B2B trade show. 

Keep in mind that your story needs to be fun, 
educational, engaging and speak to your 
target audience’s (protagonist) daily 
challenges. The user should leave your booth 
understanding why they need your product 
making your sales team’s job of successful 
following up easier.

the 
Goal

“The scariest moment is always 
just before you start” 

– Stephen King
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protagonist 
The leading character or hero, this is your target 
audience user when we’re talking about VR.
 
antagonist
A person or force who is opposed to struggles 
against, or competes with another, this is the 
problem that your product resolves.

setting
The locale or period in which the action of a novel, 
play, film, etc., takes place. For the VR experience, 
this is the location or locations that the story is set.

act I
What does your company do? Introduce the 
characters in the context of the story and set 
audience expectations about why they should care.

act II
Detail the problem and eventually, the solution 
(your product). Show how your product will 
make their life better.

act III
Resolve the conflict and leave the audience 
with a clear call to action.

the 
stage

http://www.ceilink.com/
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ACT I : THE BEGINNING 
OPENING SCENE: These questions set the tone for the story.

Where does your story take place?

Who is the protagonist (target audience) for your product?

SETUP: Scenes that introduce the characters’ world, introduce supporting 
characters, and point to changes to come. This teases the message or essential 
truth of your product.

What’s happening in the target audience’s industry in general that your product solves?

Are the challenges different for the main character’s boss and coworkers in your story? If so please 
detail the differences.

INCITING INCIDENT: The surprise moment that turns the protagonist’s world 
upside down and kicks off the main plot.

What is the single biggest problem your target audience faces? What pain is so bad that it forces 
them out of their comfort zone to find alternate solutions?

CALL TO ACTION: How do the characters react to the inciting incident?  
What choice must the protagonist make? What is at stake?

How does your target audience react to the industry challenges prior to learning of your product?  
What solutions are they trying that are failing?

http://www.ceilink.com/
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ACT II, PART 1 : THE MIDDLE 
THE CHOICE: How does the protagonist decide to deal with the problem? What 
are the stakes?

What steps does your target audience take to deal with the problem?

B-STORY: The protagonist learns about the theme (YOUR PRODUCT), usually 
with the aid of a mentor, friend or marketing campaign.

How does the protagonist potentially become aware of your company?

RISING ACTION/MOUNTING PROBLEMS: Troubles mount as the conflict kicks into 
high gear. What keeps the protagonist going?

What other issues happen without your product being used?

MIDPOINT/REVERSAL: A surprise event that wrecks the protagonist’s plan and 
raises the stakes, often after a temporary triumph. Goals are achieved…but 
a reversal upsets the plan. This story is far from finished.

What might a temporary success look like for the target audience without your product? 

What is the big problem that makes the temporary success a failure?

http://www.ceilink.com/
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ACT II, PART 2 : AFTER THE      
 MIDPOINT 
MORE TROUBLES: There is fallout from the midpoint, continuing the conflict 
as problems pile up.

What other problems will the protagonist have without using your product?

DISASTER: A moment when everything goes wrong and the goal appears 
impossible. The protagonist’s darkest hour begins.

What are the consequences to your target audience for providing a solution that doesn’t deliver?

TURNING POINT (THIS IS WHERE YOUR PRODUCT SHOWS UP): New ideas or fresh 
inspiration offer hope and set up the story’s final act.

What hope does your product offer the protagonist?

http://www.ceilink.com/
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ACT III : THE RESOLUTION  
PLAN/RESOLVE: All the pieces are moved into place for a final climax or 
showdown. Subplots tie together and the stakes are raised to a peak.

What steps or processes need to be done for your product to be used?

How does your product solve the protagonist’s main problem?

CLIMAX: The protagonist comes face to face with the antagonist or main 
obstacle and is victorious.

What is the single most important part of your product?

FINAL IMAGE: After the climax, the protagonist and/or world have changed.  
A final scene provides closure to the story.

How does your product make the protagonist’s life easier?

http://www.ceilink.com/
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CONCLUSION 
Now you have a solid blueprint to create the best possible VR experience 
for you and your customers. 

As you plan to incorporate VR into you next trade show or event, remember 
that it is important to do pre-show marketing and prepare a plan afterwards 
to help prospects further convert into real opportunities.

If you have any questions about creating your own VR experience, 
contact us for a demonstration: 
Jenny Harbaugh, jenny.harbaugh@ceilink.com

BRAND EXPERIENCE STUDIO + SHOP 

CEI’s heritage of superior craftsmanship and desire to deliver 
outstanding products and services offers our clients a unique advantage 
in the world of immersive experiences across trade show, environment, 
and event services. We believe that cohesive physical and digital 
experiences built through strategic insight, leading-edge technology, and 
creative space fabrication deliver real-world results for brands. 

STUDIO
From value engineering to graphic production to interactive technologies, 
we’re an integrated group of experiential storytellers and technical 
artists. We design unique customer experiences that inspire, educate, 
and engage audiences to create lasting impressions and accelerate 
sustainable growth.

SHOP
We’ve built a team of artisan carpenters, metal fabricators, and project 
managers that allow us to further push the boundaries of exhibit design. 
Our full-service fabrication facility creates an agile environment, resulting 
in quality assurance, one-of-a-kind structures, and speed to delivery.


