
KICK-ASSWebinars
The Ultimate Guide to:
Revenue Generating Webinars
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VIRTUAL BUSINESS EVENTS

It’s been a rough start to 2020. 
COVID-19 has sent the world into 
unchartered waters, affecting people’s 
lives, businesses and the world 
economy. Social distancing and self-
isolation have become the norm. 
From a business perspective, this 
means concerts, conferences, trade 
shows, or events will be on hold for the 
foreseeable future. 

With many people living and working 
from their laptops, now could be the 
right time to introduce webinars to your 
marketing mix. 

Webinars are one of the best ways 
to build a relationship with your 
prospective audience, showcase your 
expertise, and educate your existing 
customers.

TAKE YOUR
IT’S TIME TO

EVENTSOnline



Research conducted by insidesales.com1 
found that 73% of B2B sales leaders and 
marketers consider webinars to be one 
of the best methods to generate quality 
leads. And consumers share the same 
sentiment, with 79% indicating2 they 
were willing to register and share their 
information to opt-in for webinars.

Audiences love video content, and engage 
with it at a higher frequency than other 
types of content. And marketers are seeing 
positive results. According to Hubspot 
and Wyzowl’s State of Video Marketing in 
20203 report, 87% of businesses use video 
for their marketing objectives, and 88% 
of marketers say that video gives them a 
positive ROI. 

Consumers engage with webinars as 
they provide a relaxed atmosphere, 
encouraging them to be more involved and 
interact on their own terms. This real-time 
interaction and connection can result in 
turning cold prospects into warm leads.

WHY AUDIENCESlove Webinars

1. Optimal Lead Generation, Insidesales.com, 2017
2. Content Marketing Statistics: The Ultimate List, Curata, January 2020
3. Video Marketing Statistics 2020, Wyzowl, 2020



1.STRATEGIC OVERVIEW



Before introducing a webinar to your marketing 
strategy, it’s important to establish your goals. 

Start with a list of your high-level business and 
marketing goals, and analyse how a webinar could 
help. Webinars are known to help generate new 
leads, increase brand awareness, improve customer 
retention, and secure sales for your products, 
services, or solutions. 

A webinar should address your customer’s pain points 
and present them with solutions. To achieve this, it’s 
essential that you know your audience and where they 
sit in the customer journey. 

Once you have a clear view of the desired outcomes, 
objectives, and target audience, it’s time to figure out 
the resources that will be required. Here’s a high level 
overview of what it takes to put together a successful 
webinar. 

1.  Create your Content

Create the content that will drive customers to your 
webinar, including the content for the landing page 
and promotional materials such as EDMS, social posts 
or banners.

2. Amplify your Content 

Establish which channels you’ll use for your 
promotional efforts and the budget to allocate for 
advertising.

3. Set up your Funnel 

Make sure your landing page, email invitation, and 
campaign schedule are all in place. Fine-tune your 
funnel to achieve maximum conversion rates, CPC, 
CTR, etc.

4. Establish Post-Webinar Activities

Create post-webinar emails to thank your 
customers for attending.  Gather lead scoring 
metrics to follow-up with and nurture your 
prospects. Modify your webinar landing page to 
include the recorded content, transcripts and any 
other resources used.

STRATEGICOverview



2.CONTENT CREATION



Creating webinar content for your brand can be more than a just a short-term strategy. 
The right content will enable you to establish authority and become a thought leader in 
your field.

Once you’ve established the objectives, the target audience, and the pain points to be 
addressed in the webinar, it’s time to create your content.

It’s important to create engaging, relevant and timely content. Without this, webinars can 
easily run unnoticed by viewers and your hard work could go to waste if attendees start 
to drop off. 

There are two streams of content to focus on when creating a webinar: 

     1. Webinar content

     2. Supporting assets

CONTENTCreation



4.  10 Webinar Benchmarks Every Marketer Should Know, 
GoToMeeting, 2019

your promotional content will have a direct 
influence on registration rates. 

Here’s what you’ll need to create to support 
your webinar: 

WEBINAR CONTENT

Webinar Length
When it comes to length, go long and go 
strong. A survey by GoToMeeting4 found 
that audiences preferred longer webinars; 
hour-long webinars attracted a 67% sign 
up rate while 30-minute webinars only 
attracted 8%. 

Content Ideas
There is clearly a hunger for long-form 
content about specific topics that provides 
exceptional value. If you’re looking for 
inspiration for the direction of your 
webinar, why not try: 

Depending on your business goals, a 
webinar can be used to provide insightful 
workshops or encourage individuals to 
purchase a product.

At the top of the customer journey, you 
could conduct interviews with influencers 

Exploring current trends in your 
industry
Expand on top-performing blog posts
Other blogs in your industry
See what people in your industry are 
discussing on Google, Quora, and 
Reddit
Ask your email list what they want to 
hear about it

or an ongoing how-to series. If a thought 
leadership conference is better suited to 
your industry, ensure you choose the right 
keynote speakers or panellists to keep your 
audience engaged and interested. 

A product-focused webinar is a great 
option to demonstrate how a specific 
product works. 

Video Production
As for video production, focus on the right 
lighting and background. Invest in excellent 
equipment to ensure high quality of audio 
and video outputs. As webinars take a lot 
of time and effort, they should be recorded 
with the intention of repurposing and 
further promotion.

SUPPORTING ASSETS

Developing content for promotional 
material is equally as important as the 
webinar itself. The branding and feel of 

Find a high-quality camera so the video 
looks great on all monitors 
Always use a quiet room with no echo
Use a portable light to adjust lighting, 
which will provide a more professional 
look
A pleasing background that looks 
inviting and not dull

Webinar Landing Page 
Your webinar landing page is where 
you’ll convert prospective viewers, 
so it needs to have a compelling and 
relevant headline, conveys the value of 
the webinar, and a clear and a single-
call-to-action. Be sure to include other 
assets such as videos or infographics, 
as landing pages with content other 
than text will see a higher conversion 
rate. 

Email Nurture Campaign
Letting your audience know about 
your webinar through one email isn’t 
enough. Set up an email sequence 
that will encompass an email for 
confirmation, a reminder, and post-
webinar thanks. Your emails will need 
persuasive copy, attention-grabbing 
graphics, and banner images.

Social Promotion
You may also want to consider creating 
tailored content for your social 
channels, to use as another conversion 
driving tool. 



3.CONTENT AMPLIFICATION



Start with owned channels
Your first priority should be to focus on 
your owned channels; these are your brand 
platforms you can completely control and 
can convert traffic into leads at no cost. 

To encourage webinar sign ups via your 
owned channels you can:

Reach out for earned media 
Once you have set up content amplification 

CONTENTAmplification
on your owned channels, it’s time to move 
onto earned media. 

Try a multi-pronged attack for securing 
earned media by: 

Any amplification you do with earned 
media should always include a link back 
to your webinar registration landing page. 
That way, you’ll be able to track the success 
of earned media amplification and the 

referrals it achieves. 

Scale up with paid media
There are a plethora of paid media 
channels you can use to promote your 
webinar, but choosing the right ones will 
come down to your goals and budget. 
Once you’re clear on your goals, it becomes 
easier to quantify the number of leads 
you’d like to capture, the budget needed to 
acquire those leads, and the paid channels 
which can perform under the allocated 
budget.

Depending on your webinar format, 
industry and target audience,  you could 
target the Google network, social channels 
or work with publications to run targeted 
campaigns. 

The great thing about using paid channels 
is the targeting doesn’t have to stop at 
the webinar sign up stage. Once you have 
completed the webinar, upload the video 
to your landing page and retarget those 
who engaged with the content, but didn’t 
register.

Now it’s time to amplify your webinar. What is your primary goal? How many participants need to register and attend to achieve your pipeline goals?

Add a banner to your homepage or as 
a sticky header with a link leading to 
the registration landing page. 
Write a blog post promoting the 
upcoming webinar which features a 
topline overview of the topic. Be careful 
not to give too much information away 
here; the blog post is designed to be a 
teaser for what’s to come. 
Email promotion drives up to 57% of 
registrations2 for webinars. The email 
list you have built over time consists of 
people familiar with your business and 
what it has to offer.
Schedule a series of social media posts 
on Facebook, LinkedIn, and Twitter to 
raise awareness and interest for your 
webinar.

Putting together a media release 
that announces your webinar, what 
kind of value it can offer and why it’s 
different from the rest. You can send 
your release to third party bloggers 
and journalists who may choose to 
promote your webinar if it’s in the 
interests of their target audience. 
You could also bring in a partner 
organisation to maximise your webinar 
audience by promoting content 
through their social platforms and 
email. It’s a win-win for both of your 
businesses. 
Be on the lookout for opportunities 
to supply a guest blog post to a 
publication whose audience overlaps 
with yours.

2.  Content Marketing Statistics: The Ultimate List, Curata, 
January 2020



4.MARKETING FUNNEL SET-UP



MARKETING FUNNELSet-Up
The end goal of your webinar is to 
achieve a conversion, whether it’s 
sales, sign ups, or securing leads 
via digital channels. Establishing a 
marketing funnel and KPIs will help to 
ensure the success of your webinar. 

The Marketing Funnel Process

Good marketing automation will play 
a very critical role in your funnel. 
Everyone who attends the webinar 
will get a ‘lead score’, which will mark 

them as qualified leads to pass on to 
sales for following up. Lead scoring is 
a process with which you can assign 
scores to a lead based on their ‘profile’ 
and ‘behavioural’ data.

Your target audience that didn’t attend 
the webinar will then be segmented 
and put into a separate nurture 
stream. This nurture stream can be 
a set of emails that can be assigned 
some score value. Based on the 
interactions with these emails, leads 
can be scored, and once they cross 
the threshold of ‘Qualified Leads’ in 
their overall scoring, they can then be 
passed on to sales for a final follow up.

The first step is getting people to 
the registration page by using a 
mix of the content amplification 
strategies set out earlier. Whether 
your leads come through your 
EDM list or from paid Facebook 
ads, they need to be driven to your 
dedicated registration page with 
the single purpose of registering 
for the webinar. 

Once you have captured their 
details, it’s best practice to set 
up automated communications 
which will take the pressure off 
you and your team to keep up 

1.

2.

the outreach process. You should 
stay in touch with your registrants 
with communication around  ‘save 
the date’, followed by reminder 
emails, ‘one week left’, and ‘see you 
tomorrow’.

After a lead registers for the 
webinar, they should be redirected 
to a ‘thank you’ page with an 
introduction or a teaser video for 
the webinar. Those who didn’t 
register can also be retargeted 
across the web using the paid 
channels set out above, with more 
educational content, prompting 
them to register.

3.



MARKETING FUNNELExample



Funnel KPIs

KPIs are an extremely important aspect of your funnel; these are the metrics you’ll 
use to continually monitor, optimise, and maximise your ROI.

We suggest setting KPIs around the following: 

Let’s say you expect 20 sales from the webinar, which will give you a revenue of 
$20,000. If your lead to sale conversion rate is 20%, you will need 100 leads (or 
registrations for the webinars). If your landing page is converting at 10%, you will 
require 1000 visitors on your page or 1,000 clicks from your ads.

To maintain a positive ROI, you can’t allocate more than half of the revenue to your 
ad budget. So, your maximum ad budget will be $10,000. On dividing ad budget by 
required clicks, you will now obtain your max CPC value, which comes out to be $10.

Now you can stay profitable by ensuring your ad CPC remains within $10, your 
landing page conversion rate doesn’t drop below 10%, and your lead to sale 
conversion rate remains equal to or above 20%.

Ad Metrics: CPC (Cost per Click) and CTR (Click Through Rates)
Funnel Metrics: Conversion Rates
Bottom Line Metrics: CPA (Cost per Acquisition) and AOV (Average Order Value). 
Ensure that your CPA is always less than AOV.



5.POST-EVENT NURTURE



POST-EVENTNurture
With your webinar finally done and 
dusted, send a ‘thank you’ email to 
the attendees within 24 hours. In your 
email, be sure to include a link to the 
recorded webinar video, slides, or 
transcript for your attendees to access 
if they please. 

Those who attended the entire 
webinar will be scored higher in 
marketing automation and will be 
passed on to sales for follow-up.

What about those who didn’t attend? 
As laid out in the ‘Funnel Process’, 
create a nurture email sequence — 
this will help to score these leads 
accordingly. 

The first email can be something 
along the lines of ‘Sorry you couldn’t 
attend, here is what you missed’, and 
if they open the email and watch the 
recorded webinar, these leads will be 
marked as qualified.

The nurture email sequence should 
consist of content that addresses the 
needs of the audience, business and 
sales cycle. 

Recorded videos of your webinars can 
always be offered on your website as 
gated content which will improve email 
sign-ups. Modify any blog posts about 
the webinar and edit them to include 
the link to the recorded webinar.

Uploading the transcript of the 
webinar to your website is not only 
helpful for search rankings but it also 
gives hearing-impaired visitors access 
to your webinar.

You can also provide special offers to 
webinar participants like free trials or 
strategy sessions for your products 
and services. Send it via emails and 
update the offer on your webinar 
landing page. It can also be a good 
opportunity to warm up the leads.

TIME TO 
DELIVER A 
KICK-ASS Webinar
Webinars are an essential part of any 
marketing strategy, especially during 
these uncertain times. We hope you 
enjoyed this guide, and feel empowered 
to deliver a kick-ass webinar.



POUNCE MARKETING
Pounce Marketing is an integrated marketing agency that constantly strives 
for creative and technical excellence while always maintaining clarity and 
transparency. We believe in the power of impactful storytelling, innovative 
thinking, and results-oriented outcomes. We say what we do, we do what we 
say, and we’re happy to answer any questions you have along the way.

GET IN TOUCH TODAY

p: +61 28199 9461
e: info@pouncemarketing.com.au
w: www.pouncemarketing.com.au

Suite 315, 115 Pitt Street
Sydney, NSW, 2000

http://www.pouncemarketing.com.au
mailto:info%40pouncemarketing.com.au?subject=Enquiry
http://www.pouncemarketing.com.au

