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Introduction

Content is at the core of modern marketing. It is the foundation for effective 
inbound marketing, lead generation, and the prospect’s journey from self-
education to a willingness to engage in a sales conversation.

It is no secret that Google has been developing and adjusting its algorithms 
and ranking criteria to reflect and reward sites with unique, fresh and regular 
new content. This development reflects the natural way in which conversations 
take place. Those with new and interesting things to say get the kudos – in real 
life as well as on Google.

The challenge this poses for organisations is to create a continuous output of 
content. Long gone are the days when the company brochure was the only 
piece of content and the website was a copy of that brochure. Content types 
have grown in sophistication and in number, while target audience preferences 
have also diversified.

Your content strategy should address these preferences, but remain agile 
enough to change shape in line with developments from Google, prospects, 
and the marketplace. In this document, we investigate how to react to the rise 
in webinar popularity and integrate them into your content marketing strategy. 



How To Make Webinars  
Part Of Your Content Marketing Strategy

4

10 Steps To Integrate Webinars 
Into Your Content Marketing 
Strategy

Google Trends shows that the search term “webinar” overtook “whitepaper” 
in popularity in 2008. That trend has continued and accelerated ever since 
then. When it comes to long-form content, i.e. content that contains enough 
value to warrant being gated behind a registration form, whitepapers have 
traditionally held pole position. However, webinars arguably are the only 
marketing asset that was conceived with the internet in mind. It is the only 
marketing asset that is self-hosted, provides its own registration forms, and 
contributes its own detailed analytics. This independence from third parties 
makes webinar technology versatile and powerful from the outset.

Perhaps this versatility has also resulted in confusion about where, or how, 
to include webinars in a content strategy. Below we outline and explain the 
best way to make webinars a permanent and productive part of your content 
strategy.

1. Be intentional and have a plan
A content marketing strategy should never be made up on the spot or exist 
only in the minds of those executing it. It requires thought, planning and 
structure, and is therefore best written down. The process of writing down 
goals turns intentions into a plan, instead of just being a wish. 

The same applies to making webinars part of your content strategy. Be 
intentional and write them into your content strategy, because if you don’t 
define and document (!) a content marketing strategy you won’t be integrating 
your webinars into anything. Your plan should answer why you should include 
webinars, but also how and where they can be integrated into your existing 
content marketing strategy.

The Content Marketing Institute found that 
organisations that document their content 
marketing strategy:

•  Are far more likely to consider themselves 
effective at content marketing

•  Feel significantly less challenged with 
every aspect of content marketing
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•  Generally consider themselves more effective in their use of all content 
marketing tactics and social media channels

•  Were able to justify spending a higher percentage of their marketing 
budget on content marketing

So, documenting your content marketing strategy, not only reduces your 
challenges, but it also increases justification for more budget – which will be 
useful for your webinars.

The good news is that you have already started with this process by reading 
this guide. Follow the advice in this document to help you formulate your plan.

2. Understand webinars 
The key to successfully integrating anything new is to 
understand what you are integrating. This is as much 
about understanding webinars as a tool, as it is about 
understanding the features of any given webinar vendor. 

Webinars are different to webconferences, skype calls, 
videos on YouTube, podcasts, conference calls and many 
other tools that may be referred to as webinars. Don’t set 
off on the wrong path from the very beginning, but be sure 
you understand exactly what webinars are and what they 
can contribute.

Definition: Webinar
An interactive streaming 
audio or video presentation 
with synchronised slides, 
delivered by one or multiple 
speakers to a larger 
audience (“one to many”) 
via a browser. 
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Custom webinar registration page

Webinar analytics dashboard

Personalised webinar console
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In the DNA of a true webinar platform is the ability to generate leads by collecting 
user demographics (registration form), engaging a large audience (scalable 
interactivity elements), and analysing interactivity (detailed analytics). Webinars 
achieve this via an internet connection and browser, as opposed to phone lines 
and plugins.

As a result, webinars offer a wealth of prospect insight, based on their interaction 
with the webinar content and interface. This insight reaches far beyond any insight 
marketers get from other marketing assets. Webinars are therefore not only a 
communication tool, but a way to engage, nurture and qualify leads. They provide 
actionable metrics and insight, as opposed to meaningless vanity metrics such as 
views, shares and other metrics that are disconnected from personally identifiable 
user data.

3. Do your platform due diligence
First you need to decide what value webinars should contribute to your content 
marketing strategy, and then you need to decide which webinar platform will 
achieve this in the best possible way.

Peer reviews and recommendations are good, but nothing beats your own due 
diligence. A competitor running webinars may give you an emotive justification, but 
to create a sustainable and commercially justifiable business case requires you to 
understand how webinars work.

Bear in mind that many webinar platforms may offer – on the face of it – similar 
features, but the devil is often in the detail. Especially if you plan to make full use 
of your webinar platform’s capabilities and integrate with your existing tools and 
system, you will want to be sure that you are aware of any potential stumbling 
blocks and caveats.

Knowing what analytics output you can expect from a 
webinar platform is one of the key aspects you need to 
determine. Platforms that excel at engaging attendees 
provide much deeper analytics and insight as a result. 
Limited analytics mean limited engagement, and therefore 
limited value. No amount of pretty design can make up for 
a lack of data and insight – a valuable point to keep in mind 
when assessing different vendors.

Here are some tips for your due diligence:

•  Request a demo of the webinar platform 
Webinar vendors should welcome the opportunity 
to demo their platform and should do so with a 
representative who has all the technical details to hand. 
Don’t let a sales rep take over the conversation.
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•  Ask for a free trial 
After you have had the demo, request a free trial. Again, this should 
be something the vendor is happy to provide. A free trial gives you the 
opportunity to delve deeper into the platform’s functionality and test drive 
it. A trial is probably the single most important due diligence factor – so 
much so, we have created a free guide on how to get the most from your 
free webinar trial

•  Ask for references  
Peer reviews are a good way to get insight into a vendor and their 
platform from the customer’s perspective. Depending on the industry 
sector or company policy, personal customer references can difficult to 
obtain. If this is the case, check for customer case studies and take a 
closer look at the list of existing customers using the platform.

•  Run a co-marketing webinar with a partner or peer 
While your free trial gives you detailed practical insight, especially if you 
manage to run a real webinar during the trial period, nothing quite beats 
the real-life scenario of running a full webinar. Connect with partners 
or customers who have experience in running webinars, or who share 
your interest in evaluating the technology, and agree to run a co-
marketing webinar. You will benefit from sharing the cost, workload, and 
responsibility. 

•  If you go down this route, lean on your chosen webinar provider to 
contribute with advice and assistance, in order to make your first attempt 
a resounding success. 

4. Get buy-in from all stakeholders

Successful integration of webinars into your content marketing strategy 
requires stakeholder buy-in. The four main stakeholders for webinars are:

•  C-level: for budget approval

•  Marketing: for implementation and usage 

•  Sales: for lead follow-up

•  Subject matter experts: for contribution with knowledge and presenters

If any one of these stakeholders is not on board with, or unaware of, the use 
of webinars you may come across stumbling blocks later. This is not to say 
that you need prior approval from each of these stakeholders, but they must 
be made aware of the commercial benefits webinars can bring to the entire 
organisation, as a well-integrated part of a content strategy.

http://blog.247webcasting.com/how-to-get-the-most-from-a-free-webinar-trial
http://blog.247webcasting.com/how-to-get-the-most-from-a-free-webinar-trial
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5. Set goals for your webinars
Now we’re getting into the implementation phase. The hands-on stuff. You 
are likely to have done a similar exercise for your other content. With the 
investment of time and budget you’re putting into the integration of webinars 
into your content strategy, you will want to determine the following:

•  What role do webinars fulfil as part of the content strategy? 
Lead generation is the obvious answer, but break this down further 
and think about lead nurturing, sales funnel stage targeting, persona 
targeting, customer communications, internal communications. Breaking 
it down in this way will provide a clearer view of where webinars 
contribute to the content strategy and execution.

•  Which parts of the sales funnel do webinars target? 
Defining this point helps to further determine the nature and role of your 
webinars. It also helps to generate ideas for content topics.

•  Which personas do your webinars target? 
Webinars may be more relevant to some personas than others. Don’t 
assume webinars are for everyone. Getting this point right could save you 
a lot of work and increase the overall productivity of your webinars.

•  What is the goal for your webinars? 
Different types of webinar (see above) will have different goals. The 
important part is to define and set the goals, even if you have to revise 
them later. Without goals, you risk drifting and not properly integrating or 
optimising your webinars into the content strategy. These goals should 
be specific, for example “Generate at least 10 hot leads per webinar”, or 
“Result in 2 closed opportunities within 3 months” etc.
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6. Make webinars at least equal to other forms of content
Webinars are tremendously powerful and versatile. Give them the focus they 
deserve and allow them to become the star of the show. You may be in a 
position where another asset (e.g. whitepapers) are producing great results. 
It’s only natural to not want to change that. But without trying, you won’t know 
whether webinars can produce even better results. Run A/B tests to compare 
performance and spend time on your webinar programme. It is unlikely they 
will produce the same or more results from day one. That’s because you and 
your team need to get used to the technology and how you can make it best 
work for your organisation. But your audience also needs to get used to this 
new way of communicating with them. However, with the significantly higher 
level of engagement and analytics, webinars are likely to overtake your best 
performing marketing asset, if you give it the opportunity to do so.

7. Create spin-off content from webinars
Don’t make the mistake of trying to integrate webinars 
as a standalone tool, meaning they shouldn’t just be 
promoted in isolation. You need to create touchpoints 
between your webinars and other marketing processes. 
One way of creating that connection is to create spin-off 
content from your webinars. Below are just some of the 
content that can be easily produced from each webinar:

•  Pre-webinar blog post about the webinar topic

•  Pre-webinar teaser video with the presenter

•  A whitepaper of the webinar content

•  An infographic with highlights from the webinar content

•  Social media updates with facts and stats from the webinar content

•  One-page summary for outbound and sales teams

•  Post-webinar blog post and summary of the content

•  Post-webinar blog post with all answers to the questions submitted 
during the webinar

•  Post-webinar video with summary and impressions with the webinar 
moderator

•  Slideshare deck of the presentation

By producing this spin-off content (and linking back to your webinar from each 
of these) you connect the webinar with social media, blog, newsletters, sales, 
YouTube and other channels. It will be hard to say you’ve not integrated your 
webinars with your content marketing, if you produce this volume of content 
and share it with your target audience.
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8. Integrate webinars and analytics into Marketing Automation 
and CRM
Go beyond the integration of webinars with various promotional channels, 
by connecting your webinar platform to your Marketing Automation (MA) and 
CRM tools. If the goal for webinars is to generate data and leads, then the goal 
of the integration with MA and CRM tools is to close the data and leadgen 
loop by identifying sales-ready leads.

Great webinar tools often hold a lot of individual lead information, but the wider 
context of how this lead has previously engaged with your organisation allows 
your marketing and sales team to act decisively and in a timely manner.

9. Create a repeatable and easy to manage process to run 
webinars 
Due to their versatility, webinars can require more work than simpler and less 
versatile marketing assets. Luckily, the best webinar platforms allow you to 
automate many processes. Nevertheless, it will pay in the long run to give 
someone on the marketing team the responsibility for webinars. This dedicated 
attention, even if it is not full-time, ensures consistency and the ability to 
optimise over time. 

This focus will allow you to sustainably integrate webinars into your content 
strategy. A common stumbling block, when you try to scale a webinar 
programme, is the availability of expert speakers. A dedicated webinar 
resource can work with speakers (internally and externally) to ensure a steady 
availability and flow of contributors. 

Check lists are your friend when you try and optimise and speed up 
processes. Create your own, or speak to your webinar provider about check 
lists that can help guide you to faster and easier webinar output.
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10. Extend promotional routines to include webinars
Get your marketing team to submit a list of all promotional activity with an audit 
of which marketing assets are being promoted. For example:

•  Monthly newsletter: Promotes whitepaper and blog

•  Weekly emails: Promote events and whitepapers

•  etc

You may already have a promotional calendar that contains all of this 
information. If so, great! Now you will need to rearrange it to make space for 
webinars. Bear in mind that webinars come with a recommended promotional 
cycle of 3 to 4 weeks. Unlike whitepapers, which are available instantly and 
on-demand, webinars are usually live and therefore benefit from a longer 
promotional run-up. 3 to 4 weekly emails achieve the best results. Whether 
or not that is split across different audiences (e.g. email list, newsletter 
subscribers, customers etc) is for you to decide.



How To Make Webinars  
Part Of Your Content Marketing Strategy

13

Conclusion

Webinars are versatile and very engaging. They hold the potential to 
revolutionise your lead generation and marketing communication, if you 
integrate them correctly into your content marketing strategy. Knowing 
how webinars work, what they are capable of, and where they fit into your 
organisation’s lead generation and communications cycle helps you to 
integrate them into your content and communications strategy.

Treat webinars the way you would treat a new employee. Give them a good 
place to sit, surrounded by support to get them started, spend more time with 
them when they’re new, and assign them a manager for direction. In time, that 
employee will grow into a key contributor and leader in your organisation and 
you’ll wonder what you ever did without them.
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