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Engage with this experience

3
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Do more with less…

4

• More programs, less resources

• Cut programs, increase results

• Increase results, less spend

• Increase results, less headcount

• Increase ROI, decrease tech stack

• More webinars, double results, less 

resources…
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For many, webinar programs don’t evolve
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5 signs your webinars are stuck in the past

6

Webinar delivery

Event format

Audience targeting & 

personalization

Data generation

Business goal

Passive experience, little interaction or engagement

Live event only, no on demand strategy or additional value

One-size-fits-all experience

Names on a spreadsheet

No documented goal other than form fills
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To propel pipeline forward we 
need to re-think how we 
engage, connect and convert
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• Easy to find, easy to consume

• Right content, right time

• Their schedule, not yours

• Personalized, curated options

• Engaging, interactive, connected

Audience expectations are changing

stock-photo-happy-african-american-businesswoman-using-

digital-tablet-over-light-background-copy-space-1201168342



The New Way to Webinar:

• Optimized for engagement & conversion

• From generalized to personalized experiences

• Globalized for maximum reach

• From a moment-in-time to ongoing campaign

• Content that feeds multiple channels

• Success is measured by pipeline impact 
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“But I am only an 
army of one?”

10
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AI-driven automation, 
simplifying marketing 
execution
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Creating a multiplier effect to drive results

13

Optimizing Live 

Engagement

Segmentation & 

Personalization

On Demand 

Engagement

Campaign/

Nurture

Turning engagement into actionable insights 
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Multiplier Effect 1: Live Event
Optimizing for maximum engagement

14
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How do you feel about your webinar 
programs? 

15



216
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Average number of webinar 

attendees in 2024 

* up 7% year-over-year

Webinars audiences 
are growing

Source: 2025 ON24 Digital Engagement Benchmarks 

report



17

Webinars capture 
and hold audience 
attention

52 Minutes
Average length of webinar engagement

Source: 2025 ON24 Digital Engagement Benchmarks 

report
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Presentations into breakouts
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One of the best channels to drive pipeline

Bottom Funnel Demo Webinar

Expansion Community events

Top Funnel Best Practices

Mid Funnel Customer Interviews
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How do you measure 
webinar success? 

25
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Digital scale has 
to mean more 
than reaching 
more people…

26

Product 

Demo

Training 

Hub

Executive 

Roundtable

User 

Conference

Thought 

Leadership 

Webinar
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When does the numbers game 
run out of numbers? 

27

Sales Executive
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Rethinking webinar goals

28

Volume problem?

Increase _____________?____________

Conversion problem?

Improve _____________?____________

Registration to attendance

Attendance to engagement

Engagement to MQL

MQL to sales meeting

Sales meeting to pipeline

Registration

Attendance

Engagement

Marketing qualified leads (MQL)

Sales meetings
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Business goal: volume & conversion

29

200
Registrants

112

Attendees

6

Sales meetings

5

Pipeline

56% 
Registrant-to-attendee conversion

5%
Attendee-to-meeting conversion

80% 
Meeting-to-pipeline conversion 

×

×

×
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Business goal: increase volume

30

400
Registrants

224

Attendees

11

Sales meetings

9

Pipeline

56% 
Registrant-to-attendee conversion

5%
Attendee-to-meeting conversion

80% 
Meeting-to-pipeline conversion 

×

×

×

2X 

reach

2X 

pipeline
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Business goal: improve conversion

31

200
Registrants

112

Attendees

11

Sales meetings

9

Pipeline

56% 
Registrant-to-attendee conversion

10%
Attendee-to-meeting conversion

80% 
Meeting-to-pipeline conversion 

×

×

×

2X 

conversion

2X 

pipeline
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Engagement: 
the key to driving pipeline in a digital world

32

Generate

first-party data

Convert

pipeline/revenue 

Drive

engagement
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The more your audience engages with 
your digital experiences, the more you 

learn about them. 

33

Standard 

Webinar

DOWNLOADED 

WHITEPAPER
ANSWERED POLL 

QUESTION

ASKED QUESTION 

ABOUT COMPETITOR

SIGNED UP

FOR DEMO

 Engaging 

Webinar

Kerry
Prospect
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34

✓Click

✓View

✓Download

✓ Form Fill

COMPANY
Metropolis

INDUSTRY
Financial Services

ROLE
Director, 
Network Security

ENGAGEMENT DATA

NAME

Paula Price

AUTOMATED MARKETING

ANALYTICS

✓Attended event

ENGAGEMENT DATA

PHYSICAL EVENT ANALYTICS

COMPANY
Metropolis

INDUSTRY
Financial Services

ROLE
Director, 
Network Security

NAME

Paula Price

✓ Polls Answered

✓ Surveys Answered

✓ Questions Asked

✓ Resources Viewed

✓ Live Attended

✓ Live Minutes

✓ Group Chat

✓ Social Shares

✓ Colleague Referrals

✓ CTAs Clicked

ENGAGEMENT DATA

NAME
Paula Price

COMPANY
Metropolis

INDUSTRY
Financial Services

ROLE
Director, Network 
Security

ENGAGEMENT ANALYTICS

✓ Demos Booked

✓ Meetings Booked

✓ Free Trials Started

✓ Contact Requests

✓ Pricing Requests

✓ Chat with Sales

BUYING SIGNALS

Basic Lead Data                 vv1ST PARTY DATA 



© 2025 ON24, Inc.  |  Confidential

From tactical to strategic

35

Content delivery

Event format

Audience targeting 

& personalization

Data generation

Business goal

From To

Attendance Pipeline impact

Names Actionable insights

None One-to-one at contact level

Live only Personalized journey

Download Campaign
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Optimizing for engagement

Logo & custom 

background
Custom text

Speaker bio

Recommended

content

Poll

Media player

Slides

Ask question

Related content

36
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Optimizing experiences for engagement 

37

Refer Colleague Related Content Share Experience Speaker Bio Table Of ContentsSlides

Take Survey Take Test Text Text With Banner UrlTake Action

Book Meeting Contact Us Start Free TrialRequest DemoDrift Chat

DonateAsk Question Attendee Chat Engage On FacebookEarn CertificationBreakout Room

Help Image Media Player ReactionsPollEngage On Twitter

Conversion tools for buying signals

Engagement tools for qualification
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Awareness

Entire buyer’s 
journey of 
engagement 
in every 
webinar

38

Content Options
URL Links
Q&A, Polls

Interest
Survey

NPS Poll

Event promos

Product content

Intent
Book Appointment

Demo 

Free trial

Chatbot

ENGAGE
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Relevance

Learn more

Uncover need

Interest signals

Intent signals 2x sales meetings with 10% conversion to “Book meeting” CTA 

Matching engagement to actionable goals

Links to product pages, case study downloads 

NPS poll to determine platform satisfaction, trigger question in survey

Q&A, Chat, polls   

Customized content offers, industry specific page links    
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Book meeting CTA
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NPS poll
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Survey
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Related content
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Attendee chat
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Media player & slides



© 2025 ON24, Inc.  |  Confidential 47

Ready to engage

Ready to buy Ready to switch

Ready for a solution

Ready to learn
Ready to talk



© 2022 ON24, Inc.  |  Confidential

Consideration 

48

Key CTAs

Engagement

Follow-up 

action

Delivery 

mechanism

Marketing 

content

Business 

goal 
MQL

Invite to 

webinar

Trend content

Register for 

webinar

Resource 

download

Live webinar
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Selection

49

Key CTAs

Engagement

Follow-up 

action

Delivery 

mechanism

Marketing 

content

Business 

goal 
SQL

Start ABM 

retargeting

Best practices 

content

Book 

consultation

Survey 

Live webinar
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Pipeline

Send 

direct mail

Product 

content

Start 

free trial

Chatbot 

Q&A

Simulive 

webinar

Purchase

50

Key CTAs

Engagement

Follow-up 

action

Delivery 

mechanism

Marketing 

content

Business 

goal 
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Datapoint Insights Marketing Action Sales Action

Handraiser Survey 

Question #1 = Yes 
Ready for meeting

Personalized marketing 

nurture

Account re-targeting

Personalized sales follow-

up
Book meeting CTA 

NPS Poll Answer = 5 or 

higher
-

Personalized marketing 

nurture

Account re-targeting

Personalized sales follow-

up

Attended - Warm marketing nurture General sales follow-up

No-show
Qualified for no-show 

nurture
No-show marketing nurture No-show sales follow-up

NPS Poll Score of 7 or less Ready to switch Competitive campaign Competitive outreach

Engagement Datapoint

Survey Currently evaluating Ready for a solution Solution nurture Solution outreach

Attendee Chat Question asked Ready to talk Warm marketing nurture General sales follow-up

Attended 90% duration Ready to engage Warm marketing nurture General sales follow-up

Call-to-action Book meeting Ready to buy ABM campaign Personalized outreach

Turning webinar data/insights into action

Related Content 2+ consumed Ready to learn Use case nurture Use case outreach

Insights Marketing actions Sales actions
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Templatize for easily repeatable programs

52
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Pro Tip: 
Set triggers to find hand raisers

53
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Setting triggers to find 

intent/hand raisers
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Interactivity with a Purpose: Polls

55
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Qualifying survey questions

57
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Real World Examples

59
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24%

74

Webinar audiences are 

self-selecting CTA 

offers
Increase  in CTA clicks 

year-over-year

Source: 2025 ON24 Digital Engagement 

Benchmarks report
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3X

75

Sales-ready buyers are 

converting more than 

ever during webinars
Growth in meeting bookings during 

webinars year-over-year

Source: 2025 ON24 Digital Engagement 

Benchmarks report



© 2025 ON24, Inc.  |  Confidential© 2025 ON24, Inc.  |  Confidential

Pro Tip: 
Give a tour of the engagement

76
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Give a console 

tour 

show value of 

content and 

engagement
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Multiplier Effect 1:
Optimize for 
engagement 

79

Key Takeaways:

• Create primary & secondary goals

• Optimize for interest & intent signals

• Full buyer’s journey in every webinar

• Create triggers to find intent

• Promote the engagement
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Multiplier Effect 2: 
Segmentation/Personalization

80
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Personalizing for unique 
audience segments

81
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Book meeting CTA
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Key Audience 
Segments

Prospects Customers Partners

84

Audience targeting & personalization
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Segmenting audience

85

Self-select at 

registration

Pull from 

marketing 

automation

Segment 

post-

registration
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Audience 
targeting & 
personalization
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Prospect:

Book meeting CTA

Customer

Join community CTA

Partner

Register now CTA
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Prospect Client

Segment-driven Engagement

Related Content

Survey

Certification

Breakout Room
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Identify key target segments

Segment type
By business 

relationship
By funnel stage By contact title By account vertical By region

Segment 1 Customer Awareness CXO Financial Services NA

Segment 2 Prospect Consideration VP/Director
Professional 

Services
EMEA

Segment 3 Partner Selection Manager Life Sciences APAC

Fallback Prospect None Other Other Other
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Mixing and matching segmented offers

90
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Personalizing CTAs: 
Appointment setting by use case

92

Demand Generation Prof. Certification Life Sciences Manufacturing
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Personalizing demo offers

93

Demand Generation Professional Cert HCP Engagement ON24 Customers

Use Case Customer
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Personalized Resources

94

ON24 CustomersNon-Customers
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Personalized Surveys

95

ON24 CustomersNon-Customers
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Personalized experiences, multiple segments

96



© 2025 ON24, Inc.  |  Confidential© 2025 ON24, Inc.  |  Confidential

Personalized experiences see outsized growth

97

Increase in demo bookings4X

Increase in resource downloads61%

Increase in registrations for 

upcoming webinars from 

personalized landing pages3X

Source: 2025 ON24 Digital Engagement Benchmarks 

report
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Multiplier Effect 2:
Segmentation & 
Personalization 

99

Key Takeaways:

• Identify target segments

• Personalize content and CTAs

• Start with basic segments

• Mix up personalization categories
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Multiplier Effect 3: 
On-demand engagement

10

0
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10

1

On-demand 
webinar 
audiences 
continue to 
increase Of an audiences attends live

56%

Of an audience attends on-demand

45%
1%
of audiences attend both 

live and on-demand 
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On-demand webinars as a strategy

10

2

Event level

Make on-demand 

part of your live 

event workflow
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Update for “evergreen” engagement 

10

3

• Adjust offers ad 

CTA’s for long term 

usage

• Update slides, make 

any edits

• Chapterize
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Globalize for target regions/languages

10

4
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On demand content hubs to drive viewers 

10

5

• On Demand webinars

• PDFs, videos

• Custom CTAs and 

engagement tools

• Personalization



e
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Serving the right 

content to the 

right audience

106
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Personalized on demand hubs 

10

7

SUBMIT
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Multiplier Effect 3:
On Demand Strategy

10

9

Key Takeaways:

• Make on demand webinar evergreen

• Globalize for key regions/languages

• Create on demand hubs to promote 

all on demand webinars

• Every webinar should link to a hub to 

binge on more content
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Multiplier effect 4:
Turning webinars into streams of new 
content to feed marketing channels

11

0
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1
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2
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Your most valuable post event asset?

11

3
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4

Repurposing webinar content to drive demand 

Transcript

eBook

Thought leadership 
webinar 

Social 

content

Blog

Summary

Sales 

follow-up No FOMO: Event Recap
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5

AI- generated 
content, based on 
your own content
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6

Capturing live event engagement 
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7

Heat mapping “key moments”
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AI to turn previous webinars into new videos

Social Video Integrated video in other events
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12

0

Nurture pages 
to drive on 
demand viewing 
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ON24 Example: Webinar

12

1
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Webinars can be the foundation of a content 
campaign

12

2
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Creating content campaigns

12

3

Video Clip for OD Reg page
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Creating content campaigns

12

4

Social promos and 

sales emails from 

summary content
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Creating content campaigns

12

5

Video and summary 

content for social 

media promotions
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Creating content campaigns

12

6
Blog Post
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Creating content campaigns

12

7

Nurture page w/key moment videos



© 2025 ON24, Inc.  |  Confidential

Using re-purposed content to drive OD reg 

12

8

Live Webinar

OD Webinar

• Social media

• Website

• Paid Ads

• Retargeting
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Nurture pages to drive on demand viewing

12

9



© 2025 ON24, Inc.  |  Confidential



© 2025 ON24, Inc.  |  Confidential© 2025 ON24, Inc.  |  Confidential

Getting out of the email inbox

13

1
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One webinar to a campaign-in-a-box:
6-12 Months of content aggregation

13

2

Live > Post Live      
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Multiplier Effect 4:
Repurposing 
webinars into new 
actionable content

13

3

Key Takeaways:

• Leverage AI to repurpose webinars:

• Summary

• Blogs

• Ebooks

• Videos

• Create targeted nurture pages to 

scale reach, fuel ABM programs, find 

new audiences

• Use repurposed webinar content to 

feed paid and organic channels
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Multiplier Effect 5: 
Turning engagement data into 
actionable insights

13

4
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A moment of 
empathy for our 
sales teams

13

5
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6

Marketing delivering 

leads to sales
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Sales needs better data to convert

13

7

✓ Role in buying decision

✓ Challenges & needs

✓ Product direction

✓ Decision stage 

✓ Buying Intent

✓ CONVERSION!!!!

✓ Lead generation ✓ Lead qualification

✓ Pipeline generation

✓ Positioning
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Journey tracking requires better data 

13

8

Net-new 

Non-ICP

Marketing 

Qualified 

Lead

(MQL)

Sales 

Qualified 

Lead

(SQL)

Opportunity/

Pipeline

Net-new 

ICP

• Registration data

• Marketing automation

• Predictive analytics

• 1st-party engagement data

• Interest signals

• Intent signals
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9
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0
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Paula Price

VP, Network Security

Metropolis

Enabling sales 
success
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Success metrics that matter

Registration 

source
Volume of Registration

Volume of 

Attendance

Volume of 

No-shows

Registration > 

attendee conversion

Average 

engagement score

TOTAL 1752 767 985 44% 3.6

Promo Email 713 296 417 42% 2.9

Content Hub 361 229 132 63% 3.4

Webinar 141 83 58 59% 5.2

Partner 94 9 85 10% 2.6

nurture 90 90 0 100% 4.1

Advertising 89 8 81 9% 1.8

CTA Email 82 10 72 12% 0.7

Social 78 5 73 6% 4.0

Community 63 21 42 33% 6.4

Referral 41 16 25 39% 5.1
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Turn engagement into insights for marketing action.

14

3

Audience 

Engagement

MAS 

Integration

Engagement Data

ENGAGEMENT ACTION

Poll Response Score as MQL

Content Download Add to Email Nurture

Free Trial Sign-up Alert Sales

Marketing 

Actions
Raj 

Prospect 

Marketer

Paula 
Prospect
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Turn engagement into buying signals for sales action.

Sales 
Executive

Sales 

Actions

ENGAGEMENT ACTION

Free Trial 

Sign-up
Call Prospect

Question on 

Timing

Prepare 

Implementation 

Collateral

Paula
Prospect

Engagement 
Data

CRM

Integration

Prospect Analytics

14

4
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Datapoint Insights Marketing Action Sales Action

Handraiser Survey 

Question #1 = Yes 
Ready for meeting

Personalized marketing 

nurture

Account re-targeting

Personalized sales follow-

up
Book meeting CTA 

NPS Poll Answer = 5 or 

higher
-

Personalized marketing 

nurture

Account re-targeting

Personalized sales follow-

up

Attended - Warm marketing nurture General sales follow-up

No-show
Qualified for no-show 

nurture
No-show marketing nurture No-show sales follow-up

NPS Poll Score of 7 or less Ready to switch Competitive campaign Competitive outreach

Engagement Datapoint

Survey Currently evaluating Ready for a solution Solution nurture Solution outreach

Attendee Chat Question asked Ready to talk Warm marketing nurture General sales follow-up

Attended 90% duration Ready to engage Warm marketing nurture General sales follow-up

Call-to-action Book meeting Ready to buy ABM campaign Personalized outreach

Turning webinar data/insights into action

Related Content 2+ consumed Ready to learn Use case nurture Use case outreach

Insights Marketing actions Sales actions
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Multiplier Effect 5:
Turning engagement 
data into actionable 
insights

14

6

Key Takeaways:

• Stop counting names and measure 

engagement & intent signals

• Leverage 1st Party data to analyze 

program performance

• MQL based on engagement metrics

• SQL based on hand raisers

• Integrate data into MAS & CRM 

systems…like Hubspot ☺
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Engage, connect and convert
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Intelligent Engagement

Automated workflows

Personalization at scale

Engaging, two-way experiences

AI-generated content & nurtures

Analytics at every level

Real-time integrations & actions

Old way

14

8

New way

Traditional webinars

Manual steps to execute

Generic experiences

Passive attendance

One-and-done events 

Superficial data

Leads on a spreadsheet
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• Create programs that 

deliver real value for your 

audiences

• Leverage new innovations to 

simplify and amplify 

webinar results and ROI

• Create entire campaigns 

that propel pipeline forward

Be a Webinerd Hero!
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Thank You!
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