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Webinar Plan Template
Purpose

The purpose of this tool is to help you develop a plan to fully exploit webinars as a sales, marketing and support channel.  Webinars are a very influential type of content, capable of meeting multiple business objectives.  Organizations have embraced webinars to accomplish a number of important business goals, including lead generation, to establish or strengthen their perception as an industry thought leader, and to train employees, customers or partners.
This resource assumes that a business case for webinars has already been approved.  
How to Use this Template

Complete the following sections with your project team and/or stakeholders.  Cut & paste this information into a document that reflects your corporate image, and deliver your Webinar Plan to your key stakeholders and those responsible for helping execute it.  There are links to many other tools and templates to help you completed each section of the plan.
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1. Program Summary & Objectives
1.1 Why do you have a webinar program and what are its objectives?

Summarize the reasons why the organization will produce and deliver webinars.  Include in this section the objectives you have for your webinar program.  Since webinars are sometimes used for multiple reasons (e.g. lead generation, sales demos, thought leadership, training), discuss each category of use separately, because the objectives should differ by category.  

For example, webinars used for marketing typically have as their objective to generate Marketing Qualified Leads, while training or sales demo webinars will have different objectives.  Provide detail for each category of use.  If you used the Demand Metric Webinar Business Case Template to get approval for your program, most of the information you need for this section is found in that business plan document.
2. Pre-Webinar Event Planning
This section of your webinar plan will address all planning elements and considerations that require your attention well in advance of hosting any webinar.
2.1 Audience
Any successful webinar must first consider the audience.  Who will you attempt to influence with your webinar content? Since the webinar program may have several target audiences in mind, describe each audience fully in this section of your plan:
· Who are they?  Identify them as specifically as possible – Stay-at-home moms in suburban New England, CIOs of Fortune 500 companies – ensuring that you serve their information needs effectively through a webinar.  It is often helpful to develop a profile of your audience, which you can do using the Demand Metric Customer Profile Template.
· What do they need to know?  Even when webinars are used to sell, the content you deliver through a webinar is far more effective when its purpose is to help, not sell.  Describe the information needs of your audience(s) and how you will fulfill them through a webinar.

· Where do they tend to get their information?  Understanding their preferred and trusted information sources is useful as you promote your webinars, ideally through these sources.
2.2 Content, Talent & Delivery
After profiling the audience for your webinars, the next place to put your focus is on the content and its delivery.

Develop the content you will need for each webinar you intend to produce.  Abstract the webinars you will produce in this section of your plan.  Considerations for developing content include:

· Message.  The content authoring process should begin with the core message.  What is the main thing you need to communicate during your webinar?  There are usually several messages a presenter wishes to convey.  If so, which is the most important one?  Use the Demand Metric Message Mapping Tool to help you prioritize the messages you wish to convey in your webinars.  The message that emerges as most important is the one you should use as the theme of your presentation.

· Format.  The most common content format is PowerPoint.  As you begin the content development options, understand which formats your webinar platform will support and take full advantage of any variety offered, such as rich media.
· Length.  For most organizations, the challenge is to keep webinars short and concise.  The appeal of a captive audience often leads longer presentations. It’s best to put yourself in the position of the attendee or viewer, whose attention span and interest is not as high as the presenter.  If you’re planning a sales or marketing webinar, a length of 20-30 minutes tends to work best for keeping your audience’s attention.  Sessions whose focus is training or education can last longer, up to 60 minutes or more.  In general, the shorter the webinar, the greater the engagement.  For webinars that use PowerPoint, presenters will spend on average between one and two minutes per slide, so a 20-slide presentation will often last between 20 and 40 minutes.
Secure the best talent you can to deliver your webinar presentation.  While there are several considerations when it comes to choosing webinar talent, here are two you can’t ignore:
· Engaging.  Having engaging presenters can mean several things, beginning with how they sound:  smooth, fluid speech that isn’t punctuated by lots of aural distractions, like repetitive use of “uh” or other cringe-worthy utterances.  Good webinar presenters understand the medium, using their voice to reach out to the viewer and grab their attention.  A webinar is essentially a performance, so look for someone that has a good webinar “stage presence” without any hint of nervousness.
· Appeal.  Having a “celebrity” presenter only increases the appeal of your webinar.  In this case, a celebrity is simply someone who is known and respected by the audience you’re trying to reach.  While you may have to pay for a guest presenter, the benefits come in the form of people who attend or view later just because of who is presenting.  The work you do to profile your audience should reveal the persons of influence you could recruit as webinar presenters or guest speakers.  As you identify talent and presenters for your webinars, keep track of the using the Demand Metric Speakers Database.
The webinar you produce may be the one chance you have to influence an attendee or viewer.  You can craft a brilliant presentation, only to have a presenter that bores or turns the audience off.  It’s worth putting talent through a tryout process and also hosting practice webinars to make sure you have the right chemistry.  Use the Demand Metric Presenter Evaluation Tool to screen presenters to make sure you’re putting the best talent on your virtual stage.
Put a webinar delivery plan in place.  If you have not yet chosen a webinar platform, one of the first things you will need to do is select one.  You can use the Demand Metric Services RFP Template to help you evaluate potential platform providers.  To make a final webinar platform selection, use the Demand Metric Web Conferencing Platform Evaluation Tool.
Beyond webinar platform selection, here are some other webinar delivery tips:

· Consider using a host and presenter.  Having two people instead of one host/presenter for your webinar provides many advantages.  Of course the host introduces the presenter, but also tends to any logistical matters during the webinar, such as monitoring the chat or question panel for attendee comments.  Having two voices provides some audio diversity that improves the webinar experience.

· Scheduling.  Try to avoid scheduling webinars on Monday and Fridays.  In addition, consider where your audience may come from, so you can choose the most appropriate time for your webinar.  If, for example, your attendees are all within a single time zone, you have more flexibility; just avoid the first and last hour of the workday, as well as the lunch hour. However, if your attendees are across multiple time zones, you will need to host your event in the hour just before or after lunch to accommodate the greatest number of schedules.  If you have attendees around the globe, then you may need to schedule two or even three separate sessions, at times convenient for international and domestic attendees.
2.3 Promotion
Simply developing great webinar content that is delivered by qualified presenters is not enough to ensure success of your program.  Create and document a promotion plan for your webinars.  Your plan can describe both a general philosophy of promotion for all webinars, but should definitely include a specific plan for each scheduled webinar.
Webinars lend themselves to promotion through a number of channels.  Here is a list of proven, effective ways to promote your webinars, and your promotion plan should include a blend of several of these:
· Online.  This is the starting point for webinar promotion, because webinars are hosted online and when your webinar platform will produce a URL for the webinar and a webinar registration page.  It’s also a good idea to create a landing page on your website that promotes the webinar and generates inbound SEO traffic.  If you frequently host webinars, you might want to consider a webinar page that lists all upcoming sessions and provides easy access to archived sessions.

· Email.  This is perhaps the most common way to publicize a webinar, and it almost always is used in conjunction with a landing page.  As with any promotional email, the subject line usually determines if the email invitation even gets opened.  The purpose of the email is to sell the recipient on attending, so you’ll need to draft a concise yet compelling set of copy that describes who should attend and what they will learn.  Plan to send multiple emails promoting your webinar, with the first one going out between two and four weeks prior to the event.  Even emails sent out the day before or day of the event will produce new registrations.
· Direct Mail.  As long as you have enough lead-time, you can use direct mail to promote you webinar.  Provide a registration link and also use a QR code to make it easy for smart phone users to register.

· Social Media.  Social media provides an ideal platform for promoting your webinars.  Post announcements that include links to the registration page for your webinar.  An ideal posting schedule is to make the first post two weeks prior, the second post a week prior, and a final promotional post a day prior to the event.
· Sales team.  Make sure the sales team knows about all upcoming webinars, equipping them to use invitations to the webinars as ways to keep in touch and add value to the clients.  If you have an inside sales function, you can even consider a telemarketing campaign to invite people to your webinars.
· Advertising.  You can use online and social media advertising to cost effectively target specific types of attendees.  

· Partners. Partner companies will often help you promote your webinars, particularly if you acknowledge them in your webinar content in a meaningful way.  In addition, if you use outside, guest presenters, take full advantage of their connections and networks by asking them to promote your webinar through their channels and networks.

· Webinars.  At the end of any webinar, invite attendees to join you at the next webinar you plan to host.

3. Webinar Event Execution
3.1 Logistics
Document the logistics of hosting a webinar in your plan. Recognize that the logistical considerations presented here may not be the same for all webinars you host:
· Monitor registrations.  In the days leading up to the event and even minutes before you start, know how many people are registered for your webinar, particularly if registration is limited. Should a webinar session approach capacity, consider scheduling a second session.  If you are not seeing registrations after your promotion has begun, make sure the registration links are working.

· Session start time.  Login and begin your webinar session 15-20 minutes prior to scheduled start time.  This gives you time to address any access issue that arise.  It’s best to test the PC you plan to use to host the webinar.  You can also dialogue with panelists or guest presenters as well as test screen sharing prior to the start of your webinar.  

· Polls and surveys.  Many webinar platforms have a feature that allows you to conduct a poll or survey, a meaningful way to increase attendee engagement.  Take full advantage of these capabilities, and make sure you know how these feature work and get your polls set up before you start your webinar,
3.2 Management
Use the Demand Metric Webinar Execution Checklist to help manage your webinar session:  
· Record the webinar.  Quite often, webinars are more valuable as content in recorded form than when they were delivered live.  Plan to record the webinar and make it available through your website, YouTube channel or a podcast.
· Facilitate dialogue with attendees. Quite often, webinars have too many attendees to make live, two-way audio practical.  But just because attendees are muted doesn’t mean they can’t interact.  Use the interactive features of your webinar platform and promote their use at the beginning of your session and throughout.  Webinars are far more effective when communication is two-way.  Have the webinar host monitor the interaction throughout the session to bring attendee comments and questions to the attention of the presenter for response.

· Leverage social media.  During a live webinar presentation, post quotes, comments or answers to questions through any of your social media channels. Twitter provides a great channel for doing this, because you can create a webinar or event specific hashtag that you publicize in advance and during the event.

· Seek feedback.  Most webinar platforms have a mechanism for gathering feedback or evaluations immediately after a webinar concludes.  Certainly exploit this capability, but just before you end a webinar, specifically call attention to it and invite the attendees to provide feedback.  Doing so will increase the feedback you get, allowing you to improve the quality of your webinars.  Use the Demand Metric Webinar Evaluation Template to help track and analyze the feedback that you get.
4. Post Webinar Event Marketing
4.1 Recommended Follow-up
Following up on attendees to webinars helps ensure you get a return on your investment in producing them.  Document a follow-up plan with timelines or standards and measures for every webinar you produce.  Here are some tips and best practices for webinar follow-up:
· Timeliness.  The propensity for an attendee to take a desirable action as a result of viewing your webinar is immediately after your session concludes.  For this reason, the faster you can follow-up with attendees, the better your chance of converting them to a qualified lead, customer or simply a more satisfied customer.  Your plan should call for follow-up to occur within 24 hours of your webinar.

· Frequency.  It’s a good idea for your follow-up plan to include multiple communications.  For example, the first follow-up message is a simple “Thank you for attending” with an offer to help or answer any questions.  A second follow-up message can provide a link to the archived webinar for the attendee to view again or to share with others.  Your follow-up communications will quickly evolve into lead nurturing communications, which are discussed in the next section of this document.

· Methods.  Email is the default channel for follow-up, and if you use marketing automation, it is simple.  Balance the need for a speedy response with the time required to prepare an elegant message.  If you’re rushed to send out follow-up communications, you may sacrifice the creativity required to craft effective ones, so in your follow-up plan, prepare these communications in advance of your webinar.  Consider also using other communications channels.  If you’re able to monitor (easier to do if you use a separate host and presenter) during a live broadcast which attendees engage more actively, as represented by chat messages or questions perhaps, consider calling those attendees.  Use social media as well to send out a thank you post and link to an archived webinar.
4.2 Lead Nurturing
Many organizations use webinars to generate leads, so putting a lead nurturing strategy in place becomes a critical success factor.  As part of your webinar planning, identify and document how you will nurture leads generated through your webinar program.  For additional insights on lead generation and nurturing, visit the Demand Metric website to view the tools, templates and guides that are available to help you do this.
Here are some considerations for nurturing the leads your webinar programs generate:

· Marketing Automation.  Lead nurturing is far simpler and more effective when a marketing automation system is in place.  Marketing automation solutions integrate with most webinar platforms, making it very easy to track registrations, attendees and subsequent activity such as website visits.  With a marketing automation solution, you can automate an entire nurturing campaign and get real-time measurements. While it’s not imperative to have marketing automation, it will make your nurturing efforts more productive.
· Goals.  If you have a mature lead nurturing process already in place, just make sure the webinar-generated leads are integrated into that program.  If you’re new to lead nurturing, set some goals.  You should avoid simply passing every webinar attendee to sales as a lead, because the degree of lead qualification can vary greatly between attendees.  The primary goal of your nurturing efforts is initially to produce Marketing Qualified Leads, the definition of which the sales and marketing team will need to agree.  Typically, these are leads that have expressed a readiness to buy, with approved budget and within some acceptable timeframe.  The goal is to use the definition of an MQL as a filter to pass only qualified leads through to sales.  For the remaining leads, the goal is to nurture them until they attain MQL status.

·  Strategy.  A great way to nurture leads generated through your webinar content is through more content. Offering webinar attendees a white paper, pointing them to a relevant blog post or inviting them to join your organization’s LinkedIn group are all excellent examples of nurturing tactics.  Make sure your webinar leads are on the appropriate lists for drip email campaigns, particularly for receiving invitations to future webinars.  Once again, if you use marketing automation, you’ll know which of these tactics are working.  
4.3 Leveraging the Content
Webinars potentially have greater value in a recorded, archived format than when initially presented live.  They are one of the most valuable types of content for use with in a content marketing strategy.  For this reason, your webinar plan must include some provision for recording and using this content.
· Recording.  Your webinar platform should have features for recording your live webinars.  Learn to use these features when you present a live webinar.  
· Sharing.  If you have a YouTube channel, publish your archived webinars there.  In addition, publicize the availability of archived webinars through any other social media channels you use.

· Web.  In addition to making your webinar content available through social media channels, provide links to it from your website.  You may choose to embed a player on your website to provide easy access to archived webcasts or simply link to recordings on your YouTube channel.  However you choose to provide access, provide full descriptions of them on your website for SEO purposes.
· Newsletter or blog.  If you have an enewsletter, blog or both, reference your archived webinars in that content and provide links to them.
5. Goals, Measures, Targets, & Initiatives
5.1 Key Performance Indicators
Identify and track a set of metrics or Key Performance Indicators (KPIs) that will help you understand how effective your webinar program is.  You should select KPIs that link to the goals you established for your webinar program.  Use the Demand Metric Webinar Metrics Dashboard to help you identify and track your KPIs.  Here are examples of KPIs you can consider for use:
· Registration numbers. Be aware that different types of webinars will draw different kinds of viewers.  A product demo webinar may attract more viewers who are less patient to absorb a lot of content, while an educational webinar can attract fewer attendees but who are highly motivated to learn.  As you establish a favorable reputation for producing quality webinars, your registration numbers should improve.
· Live attendees.  It’s always reassuring to have a live audience, so measure the numbers as well as the percentage of registrants who attended live.  Related KPIs are the number of live attendees who viewed the full presentation, or the number who actively watched.  It is typical for between 40 and 60 percent of people who register to attend a live session.  While attendance is good, low attendance shouldn’t discourage, as webinar content is often consumed more in recorded form than live.

· New leads and return viewers.  If you’re generating leads, an ideal outcome for a webinar is to have a high percentage of registrations and attendees who are new leads.  At the same time, tracking return webinar viewers is an excellent indicator of interest.  Consider tracking both metrics.

· Sales.  In the final analysis, sales are the reason why many firms launch a webinar initiative. There are multiple, meaningful metrics to track that are related to sales: new opportunities created and sales closed are at the top of this list.  It will require the use of marketing automation and/or CRM software to accurately track these metrics.
· Social Media mentions.  Monitor social media for references to or mentions of your webinars.  Promoting your webinars with a hashtag makes this easier to do.

· Cost per lead.  Also, cost per qualified lead.  These metrics are management favorites and important if you intend to show ROI for your webinar program.

5.2 Budget
Create a budget for your webinar program using the Demand Metric Webinar Budget Template.  Develop a total budget for your webinar program, and track costs at the individual webinar level.  Make sure you consider each of the following expense categories:

· Webinar delivery.  This is the cost of your platform.

· Promotion.  Any costs associated with marketing your webinars: ads, direct mail or the use of any channel for which you must pay.

· Talent.  These fees include honorariums for speakers, equipment, connectivity, travel or living (if any) associated with securing and using presenters for your webinars.  

