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Introduction 

Webinars are one of the fastest-growing tools for business owners to 

deliver high-quality material to clients, prospective clients and their 

broader network. 

They are not just for experienced trainers, speakers and presenters – 

although many of these people do use them very effectively. They 

can be used just as well by other business owners to promote and 

showcase their products, deliver follow-up support and training, 

and build client loyalty. 

If you’re interested in tapping into the power of webinars in your 

business, this book is for you. 

What is a Webinar? 
In brief, a webinar is a seminar you deliver on-line (on the Web). 

Typically, it’s used for delivering marketing material or educational 

material – just like in-person seminars are used for marketing or 

education. 

Because webinar technology is fairly new, some people use different 

names to describe it. The three most common terms are “webcast”, 

“web conference” and “webinar”. Sometimes they are used 

interchangeably, but in fact they do have some differences. As an 

analogy: 

 A webcast is like a movie. 

 A web conference is like a meeting. 

 A webinar is like a seminar or training course. 

These are three very different ways for audience members to 

participate, and that's what makes them different: 



 Webcast: A “webcast” is short for “broadcast over the Web”. As 

the name implies, it’s about sending out a message, generally to 

a passive audience. It’s like other broadcasts, such as radio or 

TV, or other passive environments, like going to a cinema or the 

theatre. People who attend a webcast don’t expect to interact 

much with the presenter. The main purpose of the presentation 

is to deliver the message, not to engage the audience actively. In 

fact, some webcasts aren’t even live events; they are simply a 

playback of a pre-recorded event. 

 Web conference: At the other end of the scale is a “web 

conference”, which is an on-line meeting – similar to a meeting 

in an office meeting room, except it’s done over the Internet. 

Unlike a webcast, where most people don’t actively participate, 

everybody is expected to participate in a web conference. There 

might not be any presentations, and everybody has an equal 

right – and obligation – to participate. 

 Webinar: A “webinar” is short for “seminar over the Web”. It 

falls somewhere between the (passive) webcast and the (highly 

active) web conference. It’s similar to a seminar, training session 

or other presentation, where the material is delivered by one 

presenter, but the audience expects to participate as well. 

This book is specifically about webinars, although many of the 

principles and techniques apply equally to webcasts and web 

conferences. 

Presenting a webinar well can be a challenge, even for experienced 

presenters. You have to engage your audience more than in a 

webcast, but also maintain more control than in a web conference. 

However, it does give you the opportunity to reach a broader 

market, and at a much lower cost than gathering people at a seminar 

venue. 

Become familiar with webinars 

If you’ve never participated in a webinar, let alone presented one, 

you’re at a distinct disadvantage. However, this is easy to fix. Every 

day, there are many free webinars available for you to join, and you 



should try a few, just so you experience them from an audience 

member’s viewpoint. 

Just search Google for “free webinar”, and register for the webinars. 

The only disadvantage is many of them are in inconvenient time 

zones, so it might involve waking up in the middle of the night to 

participate! 

Failing that, you can learn a lot by watching recordings of past 

webinars. Search Google for “free webinar recordings” or “free on-

demand webinars”. You can also watch recordings of my free public 

webinars on my YouTube channel GihanPerera.tv: 

 

Benefits of Webinars 
Webinars offer a number of benefits for your business, in a number 

of areas. Most businesses use webinars for: 

 Marketing: Promoting products and services 

 Delivery: Presenting educational material 

 Support: Customer service and follow-up support 

Another benefit of webinars – which affects all three areas – is that 

they are very efficient, so they increase productivity. 

http://www.gihanperera.tv/


 

Let’s look at these four areas in turn. 

Marketing 

Many businesses use free webinars for marketing. The benefits 

include these: 

 Expand market reach: Webinars give you the potential to reach 

the world just as easily as you can reach your local community. 

Some presenters are too optimistic about this potential, and get 

carried away with the thought they can suddenly attract 

attendees from far-flung corners of the Earth. Of course that isn’t 

the case – it takes diligent marketing to get every attendee. But it 

does give you the potential to reach more people. 

 Generate more leads: Webinars are an excellent tool for 

exposing prospective clients to the value you offer. Because they 

have such a low marginal cost (in other words, it costs nothing to 

have another attendee on the webinar), you can run a free 

webinar to attract people, deliver high value, and then follow up 

with them later. 

 Work at scale: You can run a webinar with groups of any size – 

small or large. You don’t have to book the right size venue in 

advance, you don’t have to print a certain number of handouts, 

and you don’t require minimum numbers by a certain date to 

confirm the venue. 



 Create a marketing edge: Despite the increasing popularity of 

webinars, most business owners still aren’t using them. So they 

give you a competitive advantage. 

 High touch for high-tech: Webinars not only allow you to 

leverage your time, they also give that personal touch, compared 

to e-mail, Twitter, e-books and other on-line services. 

 Research your market: Use webinars not only to deliver 

material, but also to discover what material is of most interest to 

your market. For example, if you’re planning to launch a new 

product or service, conduct a free webinar beforehand, where 

you present something of value on this topic, but also take the 

opportunity to ask your audience to tell you their most pressing 

questions. In this way, you do your market research before you 

launch the service, which of course means the service will be 

more attractive and compelling to customers. 

 Vertical servicing: One of the keys of successful niche marketing 

is to stop looking for new clients for your services, and start 

looking for new services for your clients. Use webinars to deliver 

additional value to your existing clients – either by presenting 

them yourself or by inviting guest experts to present for you. 

  Joint venture opportunities: Taking this a step further, if you’re 

currently involved in any joint venture partnerships, you can use 

a webinar to introduce your joint venture partners to your 

network, and vice versa. This is an important step in the trust-

building process. Unless your partners are hidden in the 

background and don’t need to be known by your network, 

people will want to know who you’re working with. They trust 

you, so that helps them trust your partners; but introducing the 

partners to them increases that trust level further. 

 Bonus/incentive: A webinar is a low-cost high-value gift to offer 

as a bonus or incentive for taking action. For instance, If you’re 

selling directly to audiences, include a follow-up webinar in 

your offer, but only make it available free to people who sign up 

today (others have to pay extra). 



Delivery 

For speakers, trainers and consultants, webinars also offer another 

way to deliver educational material: 

 Supplementary events: Not all webinars need to be stand-alone 

presentations. It’s easy to add value to other presentations by 

offering a webinar as a follow-up event. For example, if you 

present a keynote, training workshop or public seminar, offer a 

follow-up webinar a few weeks later to help people put your 

ideas into action. It’s easy to do, and costs very little, but 

demonstrates your commitment to real change. 

 Testing ground: Use a webinar as a testing ground for new 

material. In the same way you might offer free presentations to 

business networking groups, you can conduct your own free 

presentations to test new material. You don’t have to fit in with 

somebody else’s timetable and venue – you simply offer a 

webinar whenever you’re ready. 

 On-line balance: Webinars won’t necessarily replace all your in-

person presentations. However, they can help you move some of 

your business on-line. If you’re sick and tired of all the “friction” 

associated with presenting face to face – travel, sleeping in hotel 

rooms, spending time away from family and friends – webinars 

can help you ease into doing fewer in-person presentations. 

 Down-sell option: Some clients, particularly in tough economic 

times, are counting every dollar; and it’s very easy for them to 

cut training and speaking budgets because they don’t necessarily 

see the immediate return on investment. Rather than losing these 

clients altogether, you might be able to offer them a webinar 

instead of an in-person presentation, at a lower fee. You still get 

paid, they still get value, and you keep a relationship you might 

otherwise have lost. 

 Audience interaction: Well-designed webinars can be highly 

interactive events – perhaps even more so than the traditional 

training workshop. You can run on-line polls, host a chat room, 



share participants’ screens, and so on – all things that increase 

engagement and retention. 

 Reporting and analysis: Most webinar software includes tools 

for analysing your webinar, including audience attention, 

interactivity, time spent in the webinar, and so on. 

 Make a difference: Your webinars don’t all have to be about 

making money or building your business. If you have an 

important message for the world, a webinar is an excellent way 

to deliver it. For many of the reasons already mentioned – low 

cost, any size group and potential world-wide reach – offering 

your material in webinar form can be one of the best ways to 

extend its reach and make a difference to people you wouldn’t 

otherwise be able to reach. 

Support 

Another common use of webinars is to support existing clients and 

customers: 

 Reward loyal clients: If you’re looking for ways to reward your 

best and most loyal clients, put on a webinar for them (or invite 

them to a webinar you’re conducting for others). Webinars are a 

low-cost high-value way to keep in touch. You provide a 

valuable service (not just a “just keeping in touch” phone call, 

which can be an annoying intrusion more than a useful gesture) 

and demonstrate your on-going value to them. 

 Leverage access to you: Webinars allow you to reach many 

people at the same time, rather than having to deal with them 

individually. This is useful in a number of places in your 

business, including product training, customer support, and 

presentation follow-up. 

 Offer on-demand learning: Because webinars are easy and 

cheap to schedule and run, you can run them whenever they are 

needed, rather than waiting until the material can be covered in 

a formal training workshop. 



 Create a training library: Run regular webinars to train your 

staff and support network, and make the recordings available on 

your intranet for people who missed the live training sessions. 

Productivity 

Finally, in addition to whatever other purpose they have, webinars 

can improve productivity: 

 No wasted time: You start the webinar a few minutes before the 

appointed time, all the participants join from the comfort of their 

office or home, you conduct the webinar, and you hang up at the 

end. There’s no extra time getting to the venue, allowing extra 

time for traffic delays, including coffee breaks, and getting back 

to your home or office at the end of the presentation. 

 Lower cost: Webinars clearly incur a lower cost than bringing a 

group of people together at a venue. Even leaving aside the 

actual out-of-pocket costs (such as the venue, refreshments, 

printing handouts, air fares, accommodation, travel costs to the 

venue, parking and other incidentals), webinars also save the 

hidden cost of the participants’ time. 

 Create products in time: If it’s difficult to find time for creating 

products on top of everything else you do in your business, 

webinars might be the perfect solution. Record a webinar and 

you’ve got yourself an instant video product. Even if it’s not 

perfect in its raw form, this is easy to pass on to a technical 

expert for editing and polishing. 

 Short lead time: Because you don’t have to worry about booking 

venues, travel, accommodation and other such logistics – and 

neither does your audience – you don’t require as much lead 

time to announce a webinar. Of course, you do need to give your 

audience some lead time to fit you into their diary. But it doesn’t 

take the three months that’s typical for promoting an in-person 

seminar. You can get by with a month’s notice, and even less if 

you’re promoting it to people who already know and trust you. 



Why Now? 
Webinars have been available for a few years, but there are some 

reasons why they are particularly valuable for us now. 

 Lack of time: People just don’t have as much time now as they 

did before, and a webinar doesn’t waste their time. If you 

contrast it to an in-person presentation, they don’t have to get in 

the car, they don’t have to find parking, they don’t have to arrive 

early and stay late for networking. Instead, they just sit at their 

desk until the time of the webinar, and then click a link in an e-

mail message to join the webinar. 

 Global potential: I’m not suggesting you'll automatically attract 

millions of Internet users from around the world. But you do 

take distance out of the equation. 

 Cheap phone calls: Most participants connect to the webinar via 

their computer – at no cost. Even those who don’t can connect 

via a phone line. In that case, even if they have to make a long-

distance phone call, it’s relatively cheap nowadays. 

 Easy-to-use technology: Webinar services are inexpensive and 

easy to use. That wasn't always the case, but it's certainly true 

now. 

 More competition: Finally, your competitors might be using 

webinars already to reach the same market you do. And your 

market, which is seeking answers to their problems in whatever 

form suits them best, might be silently switching to those 

competitors. 

This is the revised (2012) edition of this book. Since I wrote the first 

edition in mid-2009, webinars have continued to grow in popularity. 

I’ve noticed these trends in particular over the last year: 

 More people are using them for marketing now, not just for 

delivering educational material. 

 Webinar attendees are becoming more familiar with the 

technology (It’s less common now for people to have problems 



with connecting to the webinar, struggling with their 

microphone, etc.). 

 GoToWebinar, the webinar service I describe in detail here in 

this book, has become more widespread. 

 Other webinar services have also appeared, with different 

features, prices and purposes. 

 More tools are available for what happens around the webinar 

itself – things like scheduling tools, payment systems, on-line 

training sites, and membership sites. 

About Me 
Webinars have made a big difference in my life. 

In 2007, I was flying across Australia from Perth to Sydney regularly. 

It’s a long flight each way, and I was doing it every month. At the 

time, I was conducting public seminars in Sydney, and later in 

Melbourne. If you’ve ever run public seminars you know how 

enjoyable they can be; but also how much work is involved in 

putting them on, organising them and marketing them. 

In 2008, I decided to do things differently. I still travelled, but less 

frequently. So the question became, “How do I still keep the personal 

connection with my clients, members, and even prospects?” 

Teleseminars came to my rescue. I still ran them once a month, but 

from my office in Perth. I didn’t have to travel, book 

accommodation, hire a venue, organise catering, or anything else 

that goes along with an in-person event. 

In 2009, I upgraded the presentation experience by switching to 

webinars – which are teleseminars with visuals. Not only are they 

more engaging for audiences, they were easier for me to create and 

deliver – once I got over the initial technical hurdles. 

Now, webinars are part of my regular presentation schedule, and I 

do far more webinars than in-person presentations. I use webinars a 

lot now, and not just for regular educational presentations. I use 

them for sales presentations, preliminary and follow-up sessions for 



training courses, individual and group mentoring, recording 

podcasts, and more.  

In June 2009, I even spent a month living in Prague, but still 

operating my business successfully, using on-line technology like 

Skype, webinars, conference calls and the like. I did the same in 

Auckland in November 2010. 

I run lots of webinars – about 10-12 a month, which means I 

generally run about a 100 webinars a year. 

Webinars allow me to reach a wider audience, connect in a personal 

way with members of my membership site, deliver my material from 

the comfort of my home, and even give me the freedom to travel and 

still run “business as usual”. 

I’ve made a fair share of mistakes as well. I’ve had lots of people 

register, and then not turn up. I’ve had my audio drop out part-way 

through a webinar. I’ve had a guest presenter’s audio drop out 

during a webinar! I’ve seen webinar slides load so slowly that the 

technology has messed up the flow of the presentation. I’ve been a 

webinar participant where I couldn’t hear anything the presenter 

was saying. I’ve had a webinar recording fail (luckily, I had a backup 

recording). 

I also teach my clients how to run effective webinars, and I’m 

writing this because of that experience. Many of my clients are 

experienced and skilled professional speakers, trainers, coaches, 

consultants and authors. And yet, many of them struggle with 

webinars. The good news for them – and for you – is that once you 

get past the initial hurdle, webinars can be a powerful, effective and 

even enjoyable tool for your business. 

Overview 
Broadly, this book is organised in the order you would naturally use 

when planning, promoting, preparing and presenting a webinar. 

These are the main chapters: 



 Webinar Basics: An overview of the different types of webinar, 

how to choose a webinar provider, and some hints on running 

your very first webinar 

 Marketing and Promotion: How to set your webinar price, write 

an effective sales letter, schedule it and promote it to your 

network 

 Preparing Your Webinar: Understanding your audience, 

organising your material and planning to engage your audience 

 Webinar Visuals: This could be part of the previous chapter, but 

it’s such an important factor in your webinar’s success that I’ve 

given it a chapter of its own 

 Running the Webinar: Now we get into the webinar itself – and 

look at starting, running and ending it 

 After the Webinar: Following up with attendees and making the 

recording available 

 Special Situations: Handling Q&A sessions, managing difficult 

situations, and running promotional webinars 

Webinar Smarts Free On-Line Course 
In addition to the material in this book, I have more resources 

available for you at WebinarSmarts.com. Visit the site and subscribe 

to the free on-line course, and every two weeks, I’ll e-mail you with 

tips, ideas and techniques for running better webinars. It’s the 

perfect companion material to this book. 

http://www.webinarsmarts.com/


Webinar Basics 

In this chapter, we’ll look at the basics of webinars – in particular: 

 Different types of webinar 

 Choosing a webinar provider 

 Tips for running your first webinar 

Types of Webinar 
Most webinars are presentations – with one or a few presenters, and 

the rest of the audience mainly listening and watching silently. 

However, there are some other webinar formats as well. In this 

section, I’ll briefly describe various types of webinars and how you 

can use them in your business. 

Promotional webinars 

One of the most common webinar formats is a free promotional 

webinar, which is typically a 45-60 minute webinar that delivers 

some useful content to the audience, but its main purpose is for lead 

generation or sales. If you’re running one of these webinars, you 

invite as many people as possible, present to them, and end with a 

sales pitch of some form. 

These webinars are so common that when some people hear of a 

webinar, they assume – for better or worse – that it’s one of these free 

promotional webinars! It’s worth knowing how to present a good 

promotional webinar. However, as you’ll see, there are many other 

ways you can use webinars as well. 

Training session 

This is also a common webinar format, where your purpose is to 

teach your audience something. It’s ideally suited for transferring 



skills and knowledge through education and instruction, provided 

the teaching doesn’t depend on the participants actually being in the 

same room. 

Many professional speakers, trainers and seminar presenters use 

webinars as teaching tools, either to complement their in-person 

sessions or as stand-alone teaching segments. 

A typical training webinar is about an hour long, possibly with a 

handout the participants download in advance and exercises they 

complete during the session. You do most of the talking, but you also 

include a number of Q&A (question and answer) sessions. 

Broadly speaking, you take the material you typically deliver in an 

in-person training session and adapt it for delivering by webinar. 

You can still use slides, handouts, workbooks, answer questions, ask 

for a show of hands, and even initiate group discussion. 

Training course 

The next logical step is to present a multi-stage training course. 

Rather than a one-off event, you present the training in smaller 

chunks, perhaps with “homework” between each session. 

An obvious advantage to this approach is that it doesn’t force your 

participants to sit in front of their computer screen for long periods 

of time. Another is that you can ask your participants to do some 

work between the webinars. They can do this work when, where and 

how it suits them, as long as they have it complete before the next 

session. You can even offer to answer their questions by e-mail or 

phone between the webinars, so they still have access to you in the 

breaks between webinars. 

As an example, suppose you typically run a full-day presentation, 

with four 90-minute modules separated by morning tea, lunch and 

afternoon tea. If you’re offering this by webinar, don’t try to 

duplicate this timing exactly, because it’s tiring for everybody. 

Instead, you could offer the entire course over a week, with a 90-

minute module each morning, with some work for the participants 

to do during the day, before the next module starts the next day. 



This is much easier for participants to digest, and easier for you to 

manage. 

It’s difficult to run this sort of course as a series of in-person sessions, 

but it’s much easier by webinar. So don’t think of webinars are 

simply replacing a training event; this is one example (of many) 

where a webinar creates presentation opportunities for you. 

For example, I used this principle when I conducted a three-part 

webinar series Planning Your Web Site, for an hour each Monday 

morning for three weeks. At the end of each webinar, I gave the 

participants some “homework” to do during the week; and I started 

the next webinar 15 minutes early to answer questions from that 

homework. 

Q&A session 

One of the easiest webinar formats is a question and answer session. 

You don’t do any preparation; instead, you just turn up and invite 

the audience to ask you questions (which can be submitted in 

advance if you wish). 

I do this for my two-day “Build Your Web Site In Two Days” 

workshop, which is an in-person event, run in a training room. The 

participants build their Web site during the workshop, but continue 

working on it afterwards. So, two months after the workshop, I run a 

support webinar to answer any questions they might have had in 

that time. 

I don’t prepare for it at all, although I do invite them to send 

questions in advance if they wish. At the time of the webinar, I turn 

up and simply answer their questions. I don’t prepare any 

PowerPoint slides, but I do have the ability to demonstrate tasks in 

my Web browser. 

Even though I have to be able to answer any questions thrown at me, 

I know my stuff! So it’s a low-pressure event, easy for me to run, and 

very high value for the participants. 



Interview experts 

Webinars allow you to bring in other experts for your audience. This 

is an easy way to deliver high-value content if you’re not an expert 

yourself. But even if you are an expert, you can bring in other 

experts who work in different areas but can still help your market. 

Although you can do this in in-person presentations as well, that is 

rare – perhaps because presenters think they themselves need to be 

the only expert in the room, and their credibility would be 

diminished if somebody else was also delivering material! For some 

reason, interviewing experts by webinar doesn’t have the same 

stigma. In fact, if some people attend your webinars regularly, they 

will appreciate hearing from your guest presenters as well. 

This is a popular webinar format, especially among non-presenters, 

because it’s just two people having a normal conversation. So there’s 

less pressure to make it a “presentation”. This is sometimes done 

only by teleseminar (that is, without any visuals), and webinars add 

one extra level of engagement. If you plan the interview in advance, 

you can create a slide show to accompany the interview. 

Alternatively, you can add visuals on the fly, such as showing your 

interview subject’s screen as she demonstrates something on her 

computer or on a Web site. 

For example, when search engine marketing expert Ed Keay-Smith 

presented a webinar to members of my eGurus Community, we 

conducted the webinar as an interview. Most of it was audio only, 

but at certain times Ed took over the screen to demonstrate some 

aspect of search engine marketing. 

Panel interview 

Another option is to interview a panel of experts. If you have 

experience in this area already, again a webinar is an effective 

medium for conducting your interviews. 

Even with a panel of experts, you can add visuals to enhance the 

experience for the audience. Of course, the larger the panel the more 

difficult it is to manage this, so plan it carefully. For example, you 



might decide that only you show visuals – a particular Web page or 

document, for example – and then call on the panel to comment on 

it. 

Mastermind group 

You can also use webinars for facilitating a small group session, such 

as a mastermind group. 

I was part of a mastermind group that used this very successfully. 

We met at an appointed time each month, and used the webinar 

technology to connect us. Most sessions didn’t involve any visuals, 

so it was more like a teleconference call. However, we did have a 

chat room open, and we did have the opportunity to show 

PowerPoint slides and Web pages. 

I hosted the webinar, but didn’t have to do any preparation; I simply 

facilitated the discussion. At the start of the webinar, I turned on 

each participant’s microphone, and asked them to “mute” 

themselves except when they wanted to speak. This meant I didn’t 

even have to manage the microphones myself during the webinar. 

Facilitate discussion 

You can do the same thing with a larger group, acting as the 

facilitator for a discussion. For any facilitation, your role as facilitator 

is to create the right environment for discussion among the 

participants, rather than being the expert. So you set the scene, and 

then open the webinar for the audience to do most of the talking 

(with your guidance, of course). 

One of my clients, Ann Rolfe, blends in-person training with 

facilitation webinars very effectively this way. When she runs a 

training program, she then conducts a follow-up webinar a few 

weeks later to facilitate a discussion among the participants. Part of it 

involves her answering questions, but most of it is for her to facilitate 

discussion among the group. 

Make sure the participants are comfortable with the technology. 

Unlike other presentations, where it doesn’t matter if some 



participants say nothing or only type in questions, with a facilitated 

discussion you want everybody to have a headset and microphone 

so they can actually speak during the webinar. 

You need to be comfortable with the technology as well – turning 

microphones on and off, checking for private messages participants 

send to you, being alert to hands raised, and so on. Fortunately, 

you’re saying less yourself, so you do have more time to attend to 

the technology. 

Because the participants can’t see each other, you need to do more 

initially to make them feel comfortable with each other (assuming 

they don’t already know each other). For example, you could: 

 Show a slide with everybody’s name and photo 

 Ask each person to introduce themself at the start 

 Introduce them yourself, paying particular attention to how you 

position them and their role in the webinar 

Group coaching 

Another way to facilitate a discussion is to conduct group coaching 

by webinar. Coaching involves asking questions and giving clients 

time to answer them. Group coaching simply means you do this with 

a group, and webinars are an effective way to do that. 

As an example, at the end of each year, I run such a webinar, to help 

attendees plan their on-line marketing strategy for the following 

year. I do prepare a PowerPoint presentation, but most of the slides 

are simply my coaching questions. During the webinar, I ask a 

question (actually three questions at a time), and then pause for 60-

90 seconds to give participants the time to answer them. 

This is an easy webinar to run, because the slides are simple, most of 

the one-hour webinar is silence, and I don’t have to manage 

audience interaction. In fact, I don’t want participants to speak, 

because the purpose of the webinar is for them to do the work 

privately. So I don’t have to worry about turning microphones on 



and off, I don’t have to worry about a Q&A session, and I don’t have 

to run polls. 

Host a guest 

Another common webinar format is where you invite a guest 

presenter. You host the webinar, so you open the webinar, introduce 

the presenter, and facilitate the interactive sessions; and your guest 

makes the main presentation. 

I did this with my very first webinar, when I was new to the 

technology. I was the host and I invited leadership expert Alicia 

Curtis as my guest. She managed her slides, but I did everything else 

with the technology – turning microphones on, reading questions 

out loud, running the polls, and so on. We were sharing the work, so 

it made it easier for both of us. 

Although this can work well, it also relies on working with a guest 

who’s a competent and confident presenter. Alicia was very easy to 

work with, and was just as interested in running webinars as I was, 

so we were both very motivated to do it well. However, I’ve 

attended other webinars where the guests haven’t bothered 

preparing good webinar slides, have struggled with the technology, 

or just aren’t good presenters. 

Coaching and mentoring 

So far we’ve talked about webinars as being for group presentations. 

But there’s no reason you can’t use them for one-on-one 

presentations as well – in particular, coaching, mentoring or 

consulting. Personally, I use webinars a lot for this purpose, because 

I live in Perth and most of my clients live elsewhere. 

If you run a webinar as a coaching session, you'll be asking lots of 

questions and giving the client more time to answer them. So you 

might ask a question, and then give the client time to answer it. 

Even though the webinar technology allows you to display visuals, 

you don’t have to create a slide presentation for the session, of 



course. However, it’s often valuable to create just one slide showing 

the agenda items you intend to cover. 

It’s a good idea to record the session, so you can send the recording 

to your client later. Some clients find this useful, others don’t; but it 

does add perceived value to your offering. 

Group coaching and mentoring 

Don’t limit yourself to individual coaching, either. One of my clients, 

Domonique Bertolucci, at DomoniqueBertolucci.com, runs very 

successful group coaching by teleseminar (which, in principle, is the 

same as doing it by webinar). For her, teleseminars provide a way to 

reach people who couldn’t otherwise use or afford her one-on-one 

coaching service. Clients answer her questions privately in writing 

during the sessions. 

This is similar to doing training by webinar, except you’ll probably 

be working with a smaller group, and you’ll probably know each of 

them better than you would in a typical training room. 

One very effective use for these group sessions is when they are part 

of a larger on-line training program, because they can be the only 

time the entire group gets together. 

Presenting remotely 

Finally, one other use of webinar technology is for you to make a 

presentation remotely (in other words, when you’re not physically 

present). The audience is gathered in a room, but you make your 

presentation from elsewhere. 

You might have seen this already in the form of videoconferencing, 

where a speaker is “beamed in” to a conference or meeting. That is 

still an option, of course, but it has some drawbacks: It can be 

expensive, it might require special equipment at both ends, it needs a 

fast Internet connection, and the audio and visuals don’t always 

synchronise correctly. 

Doing it by webinar is far easier, and often more effective. It doesn’t 

require as much Internet bandwidth, it doesn’t need any special 

http://www.domoniquebertolucci.com/


equipment at your end, and you can show a slide presentation as 

well. 

I did this when I spoke for the Canadian Association of Professional 

Speakers at their annual conference in Montreal. They were in 

Melbourne, I was in Perth, and we conducted the session by 

webinar. We had one person there with a laptop connected to a data 

projector and the venue’s speaker system; and she logged in to the 

webinar as the only audience member. I presented as I would 

usually present during a webinar, and when I stopped for questions, 

she relayed the audience questions to me. 

I believe this form of presentation will become more common, so it’s 

worth getting comfortable with the idea. 

Here are some tips for making it more effective: 

 Practice session: If possible, do a practice session beforehand 

using the same technology you’re going to use on the day. 

 Q&A protocol: Decide on the protocol for handling questions. 

Will you have one person relaying other people’s questions to 

you, or will you have a roving microphone for people to ask 

questions directly? If the latter, you need to test that as well 

beforehand. 

 Audio setup: Explain to the person at the other end that they 

should turn off their microphone when you’re speaking. 

Otherwise, your voice, which is being broadcast through the 

venue’s A/V system, will echo back to you. This is disconcerting 

(especially as there might be a delay of a few seconds), and also 

spoils the recording. 

 Handouts: If you have handouts, flyers, order forms, props or 

anything else to be distributed to the audience, organise this 

clearly and carefully. It’s easier when you are there in person to 

coordinate it, but now you’re leaving it in somebody else’s 

hands. 

 Rapport: Include a photograph of yourself to your first slide, 

and show this slide as you’re being introduced. Your audience 



won’t see you during the presentation, so it’s useful for them to 

see your face at the start. 

 Mechanics: For many in your audience, this might be the first 

time they’ve experienced a remote presentation by webinar. So 

when you start, take a few minutes to explain how it’s going to 

work – they won’t be seeing you, they will have the chance to 

ask questions, you’ll be taking questions by e-mail, and so on. 

 Schedule: If you’re speaking at a multi-speaker event, try to be 

scheduled as early as possible, so you’re less likely to be affected 

by delays. You’ve probably set aside a fixed time in your diary 

for your presentation, but the event organiser has set aside (say) 

the whole day for her event. So if there are any delays, she will 

move other things – and even other speakers – around in order 

to make up time; but that’s no good for you sitting on the other 

side of the country! 

Choosing a Webinar Provider 
One of the most common questions I get asked about webinars is 

which platform to use. In fact, some presenters spend too much time 

evaluating and assessing every webinar platform trying to find the 

“best”, when they would be far better off just choosing one that 

works and actually running webinars. 

There are a bewildering number of tools available for conducting 

webinars and on-line meetings, and new services crop up every few 

weeks. This makes it a fiercely competitive space, which is good for 

us as customers. However, it also means it’s difficult to choose the 

right provider. 

Most of them offer a core set of services – such as showing 

PowerPoint, hosting a chat room, a question box for participants to 

type questions, and a recording facility. Some also offer additional 

services – such as multiple choice polls, automatic e-mail reminders 

before the webinar, seeing the presenter on webcam, audience 

microphones, and post-event surveys. 



If you’re getting started, here is my advice: Choose GoToWebinar 

(the service I’ve used for many years). It’s powerful, reliable, 

affordable if you’re doing a reasonable number of webinars, and has 

all the features you need for delivering high-quality webinars. 

I’ll describe GoToWebinar first, and then give you some guidelines 

in helping you evaluate other providers. 

GoToWebinar 

The platform I use – and have been using for years – is 

GoToWebinar, from Citrix (Sign up at GoToWebinar.com): 

 

I like GoToWebinar because it’s easy to use for beginners, but also 

includes many advanced features for experienced presenters. 

I like these three features in particular (which some other webinar 

platforms don’t provide): 

1. Screen sharing: I can show the audience anything on my screen, 

not just my PowerPoint slides. That means I can show them my 

Web browser, Excel spreadsheets, Word documents, PDF files, 

and more. 

2. Audience microphones: Participants with microphones can 

speak out loud during Q&A sessions and discussion time. This is 

far more personal and engaging than just typing questions into a 

box. 
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3. Automatic e-mail reminders: GoToWebinar sends automatic 

reminders to participants a week, a day and an hour before the 

webinar. This will save you a lot of time, especially when you 

are running many webinars. 

The biggest obstacle to GoToWebinar is its price. You can join for a 

free 30-day trial, but after that the lowest plan is $100 a month. Many 

people balk at this price, and choose another webinar platform 

instead. However, because you can run as many webinars as you 

like in a month, if you’re serious about webinars, $100 is cheap for 

what you’re getting. Compare that with the cost of hiring even a 

small training venue a few times a month, and you’ll see it’s a small 

price to pay. 

GoToWebinar has a tiered pricing structure, with the $100/month 

plan allowing you up to 100 participants. That should be plenty for a 

while, unless you know you have a very big database of people who 

are keen to attend your webinars. But for most of us, it takes time for 

your list to grow, so the lowest plan is more than enough. 

GoToWebinar also has a younger brother, GoToMeeting, which is a 

cut-down version of GoToWebinar. It’s much cheaper, but has a 

much smaller limit on the number of participants, and doesn’t have 

some of the webinar features you will use later (such as audience 

polls and registration pages). In any case, for your first few webinars, 

you’ll be able to use the 30-day free trial, so you might as well use all 

the features of GoToWebinar. 

One other drawback of GoToWebinar is that some of the features 

aren’t available on a Mac, because of limitations in the Mac operating 

system. For example, at the time of writing it isn’t possible to record 

your webinar on a Mac. That won’t affect your first webinar, but it’s 

something to keep in mind for future webinars. Also keep in mind 

there are usually workarounds for these Mac limitations (for 

example, running the webinar on a PC, logging in on a separate PC 

just to do the recording, or asking a PC user to record the webinar 

for you). 



Choosing a provider 

If you’re evaluating webinar platforms and providers, here are some 

things to consider: 

 Webinars vs on-line meetings: Many of the services are 

excellent for meetings (group discussions), but don’t have 

specific features to help you run webinars (presentations) – such 

as good registration pages, automatic e-mail reminders, polls 

and attendance reports. 

 Price: Of course, the price of the service is an important 

consideration, but it’s not always easy to compare different 

services because a number of factors affect the price – number of 

attendees, number of webinars, and so on. 

 Advertising: Some of the free services are supported by 

advertising. That’s the price you pay for the free service, but it 

doesn’t look professional if your webinar participants are 

distracted by advertising during your presentation. 

 Limits: Check what limits the service imposes – for example, 

number of attendees, number of webinars each month, length of 

a webinar, availability of the webinar line during busy times, 

and so on. Of course, some limits are to be expected; just be 

aware of them when evaluating a provider. 

 Geographical features: Webinars are, by definition, for 

participants to access remotely, so be sure the platform supports 

international participants. This can be as simple as allowing 

participants to register in their own time zone. 

 Screen sharing: Can you share anything on your screen, or do 

you have to upload your presentation to the webinar provider 

(that’s less flexible)? 

 Audience microphones: Can you allow audience members to 

speak during the webinar, or can you only take written 

feedback? 

 Audience engagement: In what other ways can you engage with 

your audience? Examples are polls, chat rooms, switching to 

their screen, and so on. 



 Social media integration: Some webinar providers make it easy 

for you to link your webinar to social media – for example: 

creating the webinar as an event on Facebook, using a Twitter 

back channel during the webinar, or uploading the recording to 

YouTube. This can be useful if you’re running a lot of free 

promotional webinars and you’re active on social media. 

 Recording: Is it easy to record your webinars and make them 

available for later playback? If the provider hosts the recordings, 

do they give you sufficient storage space? 

This isn’t a comprehensive list by any means, but it does cover some 

of the most important factors to consider. 

Your Very First Webinar 
When I asked a webinar audience why they hadn’t started using 

webinars yet, these were some of their most common responses: 

 “I don’t know what technology to use” 

 “Frightened of not being able to manage the technology” 

 “Not confident about questions from the audience” 

 “Haven’t got to it yet, I need to build sufficient followers” 

 “Was very worried about making a mess of it and a fool of 

myself” 

Most of the responses were about doubts, concerns and even fear 

about using webinar technology. Even experienced workshop and 

seminar presenters suffer from this problem, because they find the 

webinar environment unfamiliar and daunting. 

For many people planning their first webinar, the problem is not that 

things go wrong, but they worry things might go wrong. That either 

holds them back from getting started or makes them nervous when 

they do start. 

As Mark Twain is supposed to have said: 

“I’ve had many troubles in my life, most of which have never 

happened.” 



The solution is simple: Simplify. 

Think about the difference between climbing a mountain and taking 

a casual hike in a national park. 

 

An experienced climber can tackle the most challenging mountains 

in the world with confidence and safety, because she has the right 

equipment, the right training, a lot of preparation, a competent 

support team, and so on. If you didn’t have all of that, climbing a 

mountain would be foolhardy. 

On the other hand, even without a lot of training, equipment, 

support and experience, you can take a casual hike on well-

signposted trails in a popular national park. 

I recommend you treat your very first webinar as a casual hike 

rather than a challenging climb. Rather than trying to plan for 

everything that might go wrong, design a webinar so it can’t go 

wrong. 

That might seem obvious, but you might be surprised how many 

people over-complicate their first few webinars, and increase the 

pressure and stress as a result. 

Here are some things I recommend you don’t do in your first 

webinar: 

 Don’t charge money for it. 



 Don’t invite as many people as possible, even if you could reach 

them. 

 Don’t turn on audience microphones during the webinar, 

because that increases the chances of an audience member taking 

you off track. 

 Don’t use multiple windows – for example, switching between 

PowerPoint, your Web browser, Excel, Word and PDF. 

 Don’t have multiple presenters, because it adds extra steps when 

switching screens, turning microphones off, and so on. 

All of those things add extra potential problems. Instead, do the 

following: 

 Make your first webinar free. 

 Make it private: Invite only selected, trusted people – such as 

colleagues, friends or your best clients. 

 Take questions in writing only, either sent in advance by e-mail 

or sent to you during the webinar. 

 Use PowerPoint only (or Keynote on a Mac), and close all other 

windows. 

 Be the only presenter. 

This is obviously not the way you are going to run every webinar in 

the future, but it’s a great way to get started. 

Why this works 

When you simplify your first webinar as I’ve just described, there are 

many things you don’t have to do. 

Before the webinar: 

 You don’t have to write a persuasive sales letter 

 You don’t have to set up a shopping cart and affiliate system 

 You don’t have to advertise on social media and obsess over the 

exact wording of your tweet or update 

 You don’t have to prepare a handout and send it to people in 

advance 



During the webinar: 

 You don’t have to do live demonstrations, like switching to a 

web browser window 

 You don’t have to turn on audience microphones 

 You don’t have to keep an eye on a chat room to see what people 

are saying 

 You don’t have to run polls 

 You don’t have to switch between different presenters 

After the webinar: 

 You don’t have to send a feedback survey 

 You don’t have to provide a recording 

All of these things can be useful in the future, but my main point is 

you don’t need them now. You can still run an effective webinar 

without these additional features. Just simplify your life so as few 

things as possible can go wrong, and focus on delivering a great 

presentation. 



Marketing and Promotion 

In this chapter we’ll look at some aspects of marketing and 

promoting your webinars. 

The best resource I’ve ever seen about webinar marketing is “Stop 

Speaking For Free!”, by Lee B. Salz (available on-line from 

StopSpeakingForFree.com). If you’re planning to run a lot of paid 

webinars, I highly recommend you get this book. It complements my 

book, because Lee’s is mostly about marketing your webinars, with a 

small amount of material about design and delivery; and mine is the 

other way around. 

Pricing 
In the book I just mentioned, Lee Salz starts with these words in the 

Foreword: 

“If you ask 100 people, ‘Are webinars free?’ most of them will 

answer, ‘Yes!’” 

This astonished me. I’m not disputing the experience of the author of 

that foreword, but my experience has been the opposite. It’s certainly 

true many webinars are free, but my own experience – as well as that 

of my clients and the expectation of their markets – is that high-

content webinars are a legitimate educational tool, and it’s 

reasonable to have a price attached to them. 

However, most presenters don’t know how to price their webinars, 

and as a result they usually price them too low. Sometimes they do 

end up giving them away free, when in fact they should have 

charged a fee. 

That said, I don’t think you always need to charge a fee. There is 

definitely a place for offering free webinars – and not just for charity 

or community groups. This is a separate topic, which we’ll tackle 
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towards the end of the book. In this section I’ll help you work 

through some factors that will help you set the price of your for-fee 

webinars. 

Because webinars are fairly new, there is no “standard fee” for a 

webinar – unlike, say, the price of $25-40 for a business book or $5-15 

for an e-book. This gives you a lot of flexibility in setting your price; 

but it also puts the responsibility on you to explain the value they get 

in return for paying the fee. 

Cost plus 

We’ll start with two of the most common pricing methods, even 

though they aren’t necessarily the best. 

The first is margin – in other words, setting your price on a “cost 

plus” basis. 

Webinars themselves have a very low cost, so it’s hard to justify your 

pricing based on your cost, because almost everything is pure profit 

to you. However, you might consider this as one factor in setting the 

price, especially if there are other costs involved – such as 

advertising, paying guest presenters, or paying somebody to be the 

host while you’re the presenter. You should also factor in the cost of 

your own time. 

Competitor pricing 

A second common method is to look at your competition. 

This works well for well-understood products and services, where 

customers typically make decisions by comparing prices. 

Unfortunately, this usually isn’t the case for webinars, because they 

are still novel. Your customers probably can’t find another 

competing webinar to compare with; and even if they did, it’s not 

like comparing breakfast cereals, cars or mobile phone plans. 

The other danger with looking at competitors is you don’t know the 

competitor’s underlying strategy behind their price. They might be 

setting a low price because a sponsor is backing it, they’re building a 



database, or they’re making the real money by selling products 

during the webinar. They might also be pricing it high because they 

want people to buy a cheaper service instead, or they want them to 

upgrade to a slightly more expensive service, or because it gives 

them more negotiating room when selling tickets in bulk, or because 

they sell on commission. 

Example 

I priced one of my webinars at $147, which is at the higher end for 

my target market (My other paid webinars at the time were usually 

priced around $100). However, this webinar was the regular 

monthly webinar for my eGurus Community members, so my main 

objective was to serve them, not to make money from outsiders. 

So I deliberately priced it high for outsiders, for four reasons: To 

reward the loyalty of members; to cover the costs of advertising it to 

others; to reduce my workload (it’s easier to deal with, say, 50 people 

paying $150 than 75 people paying $100); and to encourage non-

members to become members (they could then get the webinar for 

just $55 – the monthly membership fee). 

The final numbers reflected this decision. One-third of the attendees 

paid the full $147, while the other two-thirds attended as part of 

their membership (in effect, getting it for the monthly membership 

fee of $50). 

Now you know my thinking, you can see why I priced it at $147. 

However, if you had only seen the price but not the reasoning, you 

might have thought it was too expensive. 

Equivalent product 

Now we’re moving into the better options for pricing your webinars. 

Let’s start by considering the price of an equivalent in-person 

presentation. 

The reason I like this approach is you’re now starting to set your 

price based on the value you offer, which is far better than basing it 

on your cost or arbitrarily comparing it a competitor’s price. 



If you deliver the same value to your participants, there’s no reason 

why you shouldn’t charge a similar price – regardless of whether it’s 

an in-person presentation or a webinar. In some cases, you can even 

argue the webinar offers more value to participants, because it saves 

them time and money in getting to the in-person workshop. 

However, when setting your price this way, you do have to be 

careful of two things. 

First, remember that value, like beauty, is in the eye of the beholder. 

For instance, some people enjoy attending an in-person presentation, 

and wouldn’t consider a webinar to be of equal value. They might 

like the opportunity to get out of the office, they might enjoy 

interacting with others at a workshop, or they might even enjoy the 

chance to “goof off” for a few hours. They won’t pay the same price 

for a webinar, even if it delivers the same educational value. 

Second, you have to work hard to convince attendees your webinar 

does in fact offer the same, or comparable, value to an in-person 

presentation. Most people will automatically expect a webinar to be 

cheaper, so roll up your sleeves and work diligently at your 

marketing to prove the value. 

High demand 

If there is a high demand for your topic area, obviously you can 

charge a higher price. However, in my experience, business owners 

often over-estimate their value, and are disappointed when their 

market doesn’t share their belief! It’s easy to fool yourself into 

thinking your topic really is in high demand. So when assessing 

demand, be sure you’re doing this from your market’s viewpoint. 

This doesn’t necessarily mean you need to conduct an expensive 

market research campaign. If you’re already actively working in this 

area, you’ll see the signs from things like: 

 The most common questions your clients ask you 

 The blog posts you write that generate the most comments and 

discussion 



 The common audience questions from your in-person 

presentations 

 Common topics of discussion in on-line forums, such as Twitter, 

LinkedIn, Facebook, Google+ and other on-line communities 

Urgent need 

Topics that address current needs are in high demand, and usually 

command a higher price. We’ve talked about high demand already, 

but I want to address urgency separately because this is one area 

where you can actively demonstrate urgency in your client’s mind. 

Some businesses find it easy to create urgency because they carry 

physical stock – for example, retail stores with last season’s fashions, 

authors with a few copies of a book available before a new edition 

appears, event organisers with limited seating, and so on. 

It’s not always as easy for presenters. Their “product” – that is, their 

educational material – doesn’t have natural scarcity built in, so they 

can’t promote it based on the urgency factor. Some people try, but 

more often than not it comes across as contrived. 

A more respectful approach is to explain why now, more than ever, 

your topic is important and relevant. Tell them how the world has 

changed in ways to create threats and risks they might not even have 

considered. 

This will depend on your specific expertise and your market, of 

course. Some things include: The global financial crisis, changes in 

tax laws, a change of government, the rise of Generation Y, the 

impact of the Internet in their life, changes in industrial relations 

laws, a new medical discovery, a new Google feature – you get the 

idea. 

What can you say about the world that makes your topic more 

urgent? 



Scarce supply 

This is the flip side of the supply/demand balance: Is your material 

so rare they can’t get the same value elsewhere? In this case, it’s 

more valuable, and hence you can charge a higher price. 

Your audience isn’t only comparing your webinar with other 

webinars; they are comparing it with other ways of learning the 

same material. You might be competing with a YouTube video, a 

book, an e-book, a Facebook page, and myriad other delivery 

options. 

On the other hand, even if those options exist, some people will 

prefer the interactive nature of a webinar. So don’t write off the 

webinar’s value altogether; just remember to evaluate it in context. 

If your expertise is in a popular topic area – such as time 

management, leadership, customer service or goal setting – you 

might think it’s difficult to play the scarcity card. Not so! One easy 

way to create scarcity is to target a specific niche market. 

For example: 

 “Time management for busy people” is a very competitive topic 

 Even “Time management for busy businesspeople” is still very 

competitive 

 “Time management for CEOs” is more targeted, and more 

attractive to that market 

 “Time management for CEOs of public sector organisations in 

New South Wales” is highly targeted, and likely to be very 

attractive to the few people to whom it applies 

The disadvantage of narrowing your niche is you now have a 

smaller pool of potential attendees. However, most presenters lean 

too far in the other direction. You’ll usually get more mileage by 

going narrower rather than wider. 



Your reputation 

Does your market know, like and trust you as an expert on this 

topic? As with any other marketing, when you’ve established a 

reputation as an authority, you can generally charge a higher fee. 

One word of caution here: Be sure you’re seen as an authority in the 

market where you’re promoting the webinar. I’ve seen many a 

presenter with a well-established business and a strong client base 

fail miserably when they try to sell on the Internet. The main reason 

is that, although their clients and audiences love them, Internet users 

don’t know them. 

Even if you work diligently at your on-line reputation – for example, 

with your e-mail newsletter, blog and Twitter – don’t expect those 

users to automatically pay money for your webinar. Some will, but 

most won’t. It’s not that they don’t like paying money for anything; 

it’s just that your relationship with them is different. They might be 

your subscribers, readers, fans, followers and supporters – but not 

necessarily your customers. 

Negotiating room 

Are you setting a relatively high fee but know you’ll be discounting 

it for certain people – for example, for clients who buy this as part of 

a “conference keynote package”? 

I do know some people who see this practice as unethical, because it 

seems like you’re artificially inflating your price in order to be able 

to lower it later. However, I don’t think this has to be the case. 

Offering a lower price under special circumstances – for example, for 

bulk purchases or loyal clients – is a genuine business practice, as 

long as the advertised price is reasonable (that is, not outrageously 

high). 

Duration 

Within reason, the longer your webinar, the higher the fee you can 

charge for it. 



This is an important factor in many attendees’ buying process, even 

though it shouldn’t necessarily be. A 90-minute webinar is not 

necessarily worth three times as much as a 30-minute webinar, and 

there’s even an argument the shorter version jam-packed with value 

should command the higher price. 

But most of your audience won’t think this way. They will equate a 

longer webinar with greater value. And in many cases, they are right 

– because the longer webinar will probably offer more interactivity, 

more chance for them to ask questions, and probably more material. 

Few webinars last longer than 2 hours, and most are about an hour 

long. So you don’t have much flexibility in this factor alone. 

However, if you turn a webinar into a webinar series, you do have 

the opportunity to charge a higher fee for the entire series. 

For example, when I first ran my Webinar on Webinars in 2009, I 

priced it at $97. When I ran it again in 2010, I wanted to increase the 

price to $147, so I increased the duration from 60 minutes to 90 

minutes. In 2011, I increased the price again, because this time I 

changed the Webinar on Webinars into a five-part series of one-hour 

webinars. 

Product bundle 

Are they getting just the webinar, or is it part of a bigger, higher-

value package? For instance, you might also offer the recording, a 

tutorial e-book, a password-protected Web page with additional 

resources, and e-mail access to you for answering questions. These 

all allow you to increase your fee for the webinar. 

At the very least, I recommend you offer the recording to everybody 

who pays for the webinar, because: 

 Attendees know they can watch the recording to review 

anything they missed. 

 Attendees can register for the webinar even if they’re not sure 

they can attend the live event. 



 Some attendees will register knowing they can’t attend the live 

webinar, but can watch the recording. 

Audience mix 

When you go to a football game, you know not everybody pays the 

same ticket price. Some people pay the general admission fee, some 

pay for special seating, some members of the football club get in free 

as part of their membership, and sponsors might get a special price. 

The same applies to your webinars, although you have to think 

carefully about how you justify the different prices. Here are some 

ideas: 

 Members of your membership site attend free or at a lower price. 

 Corporate clients attend at a lower price because the webinar 

was included as part of a larger package they bought. 

 Attendees who refer other attendees get a discount (say, 25% for 

each referral). 

 Sponsors get in free, or even get a number of free tickets they can 

give to others. 

 Organisations buy a “group ticket” to the webinar, so they can 

send as many staff members as they wish. 

Whatever pricing model you choose, make sure it stands up to 

public scrutiny. You don’t have to publicly disclose the deal your 

corporate clients are getting; but be sure if somebody else does find 

out, they won’t be disgruntled or resentful. 

For example, I offer monthly webinars for members of my 

membership site, the eGurus Community. I occasionally promote 

these to the public as well (for a price). I set the price higher than the 

membership fee, so I don’t upset my members. In fact, I usually set 

the public price to make membership attractive. For example, I might 

charge exactly the same as the monthly membership fee ($50), and 

then announce at the end of the webinar that anybody who paid for 

it can have a trial membership for the rest of the month. My 

members who hear the offer – and who are already paying a 



membership fee – don’t resent the offer, because they know the 

others have paid as well. 

Marketing effort 

Consider a $20 webinar and a $100 webinar on the same topic. All 

other things being equal, you’ll probably get more people at the $20 

price than you would at $100. But will you get five times as many? 

Probably not, unless your market is very price-sensitive. What’s 

more likely is you will get some increase in numbers at the lower 

price, but probably not enough to justify it. 

What’s more, you’ll probably put the same marketing effort into 

both options, so you might as well charge a higher price. In fact, 

sometimes it takes more time and effort for the lower-priced option, 

simply because you are getting more registrations (which means 

more payment processing, more credit card errors, more questions 

about the technology, more undeliverable e-mail, and so on).  

Perceived value 

In general, people tend to link higher prices with greater value. For 

example, most people don’t choose the cheapest wine on a 

restaurant’s wine list, don’t book the cheapest tour when travelling, 

and don’t choose the cheapest tradesperson for a job around their 

home. This applies especially when we don’t know any other way to 

assess value, so we use the price as our guide.  

Consider this principle when setting your webinar price. Many 

people in your audience simply don’t know what a webinar 

“should” cost. Don’t overlook the link between the price you set and 

the webinar’s perceived value. It’s up to you to set a reasonable 

price, and then convince your audience of the value. 

If you price it too low, there’s a danger they will under-value it, and 

think it’s not worth their time. Of course, you can’t over-price it 

either, because then they will compare it with something else – for 

example, the cost of an equivalent in-person course, hiring a 

consultant or mentor, or simply whatever else they could do with 

that money. 



Whatever price you set, it’s still your responsibility to convince them 

of the value you offer. Setting a higher price places a higher burden 

on you to clearly articulate the value – so they can make a more 

informed buying decision. 

Comparative value 

You might choose to deliberately set a high price in order to make 

something else look cheaper in comparison. 

For example, you could push up your webinar price to a point where 

it becomes more attractive to some attendees to automatically 

upgrade themselves to an even more expensive option, simply 

because that more expensive option now offers tremendous value in 

comparison to the (slightly overpriced) webinar. 

For example, one organisation uses this principle for their webinars, 

with this pricing model: 

“Attend one webinar for $250 or subscribe and access all 60-

minute webinars for one year for only $500.” 

This is an attractive offer to people who want to attend more than 

one webinar (and who will then choose the $500 annual fee). In fact, 

at first glance it might even seem too generous. However, they’ve 

probably decided they would rather have a large group of loyal, 

regular attendees paying $500 per year, than to have to keep 

constantly marketing and promoting in order to get a lot of $250 

individual payments. 

Alternatively, you could still price the webinar high, but with an 

option for them to somehow get it at a lower price – provided they 

make some other commitment. 

I use this principle with some of the webinars I offer for my eGurus 

Community. Most of these webinars are for members only, but I 

occasionally open some of them to others – at a price. I deliberately 

set the price higher than the monthly eGurus Community 

membership fee. For example, I might price a webinar at $150, which 

is very high compared to the monthly membership fee of just $50. 



This might seem counter-intuitive at first – after all, non-members 

get only the webinar rather than all the other benefits of 

membership, so it seems they should pay a lower price. You might 

also think this is just asking to be exploited, since a non-member 

could join for a month, get the webinar at the reduced rate, and 

cancel their membership. 

This is true, but I’m willing to bet they won’t! My strategy is to 

increase membership, because I’m confident those who make the 

commitment to join will remain members for a long time. I’m 

confident of the value I offer, so I’m willing to take the financial risk. 

Lifetime value 

You might charge a lower fee to attract more participants, knowing 

you can sell more to them in the future. 

Most business owners don’t think this way. They think only of the 

cost and profit from the first sale, and disregard the future income 

from that customer. If you could accurately determine the average 

lifetime value of each customer, you could offer far greater 

incentives for them to become a customer in the first place. 

Captive audience 

As a special case of the previous point, sometimes you don’t have to 

think about the lifetime value of the customer; it might be enough to 

simply think of the next sale. In other words, if you get more people 

in the door, you can sell more products and services. 

For example, if you’re running a webinar that offers great value but 

also sells a $1,000 workshop at the end, and you know from 

experience 1 in 10 people buys the workshop, then you know each 

attendee is worth $100 to you (on average). Even if you allowed 

them in free, they would still be worth $100 each. So deliberately 

lowering the price might be worthwhile – provided you can reach 

enough of the right people. 



Wider reach 

The other way to look at the previous point is to consider how much 

you would like to earn from the webinar. If you want to be paid 

$2,000, you can do this by selling, say, 20 tickets at $100 each, 50 

tickets at $40 or 200 tickets at $10. 

If you know your market is price-sensitive, you might set the price at 

$10, but also make sure you can reach enough people to convince 200 

of them to buy it at that price. 

Be careful with this approach. In my experience, most marketers 

grossly over-estimate their ticket sales. Unless you’ve done a lot of 

testing in the past with real people and real offers, take your initial 

gut feeling and scale it down. 

Market demographics 

Some markets can afford more than others, and that might affect 

your pricing. For example, if you’re selling to schools, you might 

find they simply can’t spend beyond a certain budget, no matter how 

much value you pack in to your offer. 

That said, even in these markets, you might be able to find creative 

ways to get what you want – for example: 

 Getting a sponsor to subsidise – or completely defray – the fee 

 Helping the group get a government grant 

 Getting access to their mailing lists, newsletters, or other 

promotional material 

Affordability 

Finally, one very good reason for keeping the price low is to make it 

accessible to a particular group of people who can’t afford a high fee 

– for example, students, the unemployed or some other group of 

people. 

If your webinar is not aimed specifically at these groups, there’s no 

reason to offer the same discounted fee to everybody. Instead, you 



could keep the fee high for most people, but offer a discount for the 

groups you choose. 

If you do offer this sort of special pricing, keep in mind it’s not easy 

to prove somebody does qualify for this price (You can’t ask them to 

show you a student ID card when they register)! So you need to find 

a way to prevent abuse of this offer by people who aren’t entitled to 

it. 

For example, if the students are all from a certain university – or 

even a specific class at the university – you could send their 

university (or their lecturer) a password for them to pass on to their 

students. You can’t stop the students from then sharing that 

password with others, but at least it wasn’t you who made the 

student price public. 

Scheduling 
Scheduling any event to suit everybody is challenging at the best of 

times; it becomes even more difficult when you’re talking about a 

webinar. The main difference, of course, is your audience can be in 

different time zones, so you have to find a time that suits as many 

people as possible (including you!) 

In this section we’ll look at some of the issues you need to consider 

when scheduling a webinar. 

Lead time 

If you’re running public webinars, you have to consider how far in 

advance to start promoting them. The conventional wisdom for 

public seminars is you need to offer at least three months lead time. 

With webinars, however, you can get away with shorter lead times – 

for example, 30 days. 

This is because it’s easier for people to schedule a webinar into their 

calendar. It usually only takes an hour, it doesn’t involve travel time 

or other “down time”, and they can attend from anywhere with a 



computer and an Internet connection. This makes it much easier to 

fit into their life around other things. 

In fact, I would recommend you don’t make the lead time too long. 

Because it is easy to accommodate into their calendar, some people 

won’t register if you send the invitation too soon. They might ignore 

it, or file it away and forget about it. 

Choosing the time 

Choose a date and time to suit you and your audience. That might 

seem obvious, but there are some subtle things to keep in mind: 

 As the presenter, you have to be up-beat and present with high 

energy. So keep that in mind when scheduling the webinar. 

Some people operate best early in the morning; others during the 

normal flow of their work day; others at the end of the day when 

their other work is out of the way; others later in the evening 

from the comfort of their home office; 

 Consider whether it’s better to present in business hours or out 

of hours. For example, if you’re making a presentation not 

directly related to your audience’s work day, they might only be 

able to attend an evening or weekend presentation. 

 If you know your audience’s schedule before and after your 

webinar – especially after – use that to your advantage. For 

example, if you’re making a sales presentation to a management 

team and you know when they hold their monthly management 

meetings, schedule your presentation close enough to that 

meeting for it to be fresh in their mind, but not too close that 

they don’t have time to add it to the agenda. 

If you’re presenting across different time zones, choose a time that 

suits as many people as possible. You might not be able to please 

everybody, especially with a large audience. But make an effort to 

choose a reasonable time zone for the people who matter the most. 

The free service at WorldTimeServer.com provides a “Meeting 

Planner” tool, which will tell you at a glance the time zones in the 

http://www.worldtimeserver.com/


various locations for your call and even gives you the most mutually 

convenient times to have a call for a given day. 

For example, when I was working from Prague, I ran a webinar with 

a guest presenter in New South Wales and my audience throughout 

Australasia. I used the Meeting Planner to show me three time zones: 

 

Based on this, I chose to schedule the webinar at 7:00am my time in 

Prague (Czech Republic). Although this meant an early start for me, 

everybody else in Australia could attend during business hours. 

Advertising the time 

Now that you’ve chosen the time, the next step is to advertise it. And 

that leads to another issue. 

An in-person presentation has one obvious time zone: The local time 

zone where the event takes place. Even if you or your audience 

members are travelling to the event, you schedule, promote and start 

the event at the time expressed in the venue’s local time zone. 

It’s not so easy with a webinar. You have to advertise a starting time, 

but in what time zone? The concept of a “local” time zone doesn’t 

apply, unless you know everybody attending is in the same time 

zone. 

There are two logical options for advertising the time: 

 Use your time zone, as the presenter of the webinar 

 Use the same time zone as most of your market 

I use both of these options, depending on the circumstances. For 

example, for my webinars to members of the eGurus Community, I 



usually promote them using my local time zone (Western Australia), 

because most of the members know I’m in Perth. However, when I 

promote public webinars, I usually promote them using Australian 

Eastern Standard Time (Sydney and Melbourne), because that’s 

where most of the audience will be. 

Whatever time zone you use: 

 State it clearly in your promotional material 

 Show the time in a few other relevant time zones, if useful 

 Show the time in GMT, if you’re expecting an international 

audience 

 Link to a time zone Web site, such as the World Time Server site 

WorldTimeServer.com  

For example, I might say something like this: 

“The webinar is 9.30-10.30am WST, which is 11.30-12.30pm Qld, 

12.30-1.30pm Vic & NSW, 2.30-3.30pm NZ, 1.30-2.30am GMT.” 

Yes, this looks awkward, but it gets the message across – especially 

for people who aren’t alert to the fact that time zones matter! 

Even better, if you’re using GoToWebinar, the webinar registration 

page includes a drop-down list of different time zones: 

 

Of course, you can only use this for promoting free webinars, 

because people who see this page can also register immediately for 

the webinar. 

If your webinar provider doesn’t give you this option, or you don’t 

want to expose this page too soon, the World Time Server has a Time 

http://www.worldtimeserver.com/


Converter tool that allows you to specify your webinar start time in 

one time zone, and presents a drop-down list for other time zones: 

 

You get a special link to this page, which you can add to your 

promotional material to help attendees do the time zone conversion. 

Coordinating a time 

So far I’ve assumed you choose the time for your webinar, and for 

most webinars to a general audience, this will be the case. However, 

when presenting some webinars to a smaller audience or a specific 

group, you can involve them in choosing the time, in order to make 

sure they can all attend. 

The most basic option is to simply phone or send an e-mail 

suggesting some times and asking participants to choose a time. 

A more sophisticated option is to use an on-line service like Time 

Bridge, at TimeBridge.com, which allows you to suggest up to five 

times, and the participants nominate those most suitable for them: 

http://www.timebridge.com/


 

A similar service is Tungle, at Tungle.me, where you can show 

available times on a calendar, and participants can choose a time that 

suits them as well: 

 

Tungle is quite a sophisticated tool, which you can optionally link to 

your Microsoft Outlook calendar, so it automatically updates your 

availability as you make other bookings in your schedule. If you 

don’t need this level of sophistication, consider NeedToMeet, at 

NeedToMeet.com, which is much faster to use, although not as 

powerful: 

http://www.tungle.me/
http://www.needtomeet.com/


 

Another option is to use, say, Microsoft Outlook’s Calendar function, 

which allows you to e-mail an appointment invitation to all 

participants. They in turn can accept it, decline it or suggest a 

different time. An advantage of this process is that the event, when 

accepted, goes directly and automatically into the participant’s 

calendar. 

Other calendar management software, such as Lotus Notes, Google 

Calendar and iCal, operates in similar ways. 

Sales Letter 
The next step is to write a flyer, brochure or “sales letter” to promote 

the webinar. You don’t need to be an expert copywriter to write this 

sales letter, but you do need to put in some work to make it 

persuasive and compelling. 

Target market 

An important factor – which applies to all your marketing, not just 

your webinar marketing – is to clearly identify your target market. 

The classic marketer’s dilemma is to choose between creating a 

product that serves a tiny niche market very, very well and creating 

one that serves a broader market but not as well. The tighter and 

smaller your niche, the more attractive your product; but you’re also 

restricting your potential reach. 



Broadly, my advice is to err on the side of the niche, even if it means 

you eliminate potential prospects. Most marketers take the opposite 

approach, trying to be as broad as possible in the hope of attracting 

more people. However, that’s usually a mistake, unless you’re very 

experienced with mass marketing. Most business owners aren’t, and 

are overly optimistic about the value of their product. 

When you’re promoting webinars, there’s another factor more 

important than the size of the niche: the relationship you have with 

your market. 

Broadly, your prospective attendees fall into three categories: 

 

 The people in the top group, which I call friends, are your clients 

– that is, people who have paid you in the past for your products 

and services. 

 At the bottom are strangers – those who have never heard of you 

before. They may have found you through a search engine, by 

reading an article on another Web site, by finding your Web 

address in a newspaper, or by some other means. 

 In the middle are neighbours, who have heard about you but are 

yet to become clients. They might be the people on your e-mail 

newsletter mailing list, people following you on Twitter, your 

friends in social networks like Facebook, and so on. 

The key in marketing is to know which groups are in your target 

market, and to market differently to them. 



It’s tempting to aim your marketing at strangers, because they are 

the largest group and will potentially bring more people to your 

webinar. However, they are also by far the most difficult to reach, 

attract and convert into paying attendees. 

On the other hand, the “friends” group (existing clients) is likely to 

be the smallest, but potentially the most profitable. People who have 

bought from you in the past are much more likely to buy from you 

again. Even if it’s the smallest of the three groups, it might be far 

more responsive – and hence far more profitable. This is especially 

true with new technologies like webinars, where past attendees at a 

webinar now know and understand the technology and the value 

you offer. 

As an example, when I promoted my Webinar on Webinars, I decided 

to market it to all three groups. 

The “friends” were the members of my eGurus Community, who got 

it free as part of their monthly membership. So it didn’t require 

much promotion at all – just an announcement of the event: 

 

The “neighbours” were my newsletter readers. They required more 

convincing, especially as I was asking them to pay a fee to attend. 



For them, I wrote an article in my newsletter about the benefits of 

webinars: 

  

I followed that with a brief promotional item about the coming 

webinar: 

 

This took them to a sales letter about the coming webinar, which 

allowed them to pay and register. 

For the “strangers”, I advertised to the National Speakers 

Association of Australia, which has the right sort of people for my 

target audience: 



 

The advertisement reached members by e-mail, and they were then 

directed to the same sales letter page as the “neighbours”. 

Sales letter template 

I’ll give you a simple formula here for writing a sales letter for your 

webinar. This is by no means the only formula, and if it’s a really big 

webinar, you might choose to hire a copywriter to craft your sales 

letter for you. However, this simpler version will suffice for many of 

the webinars you offer. 

It has seven components, which I’ll list here and then describe: 

1. Title – a catchy and informative headline 

2. Overview – a one-paragraph summary 

3. Audience – who this is for 

4. Benefits – what they will learn 

5. Authority – why they should listen to you 

6. Process – what they get 

7. Action – what they should do next 

1. Title 

I assume you’ve chosen your webinar topic already, but you now 

need to choose an engaging title. 

We’re talking here about the art of writing headlines, and some of 

the same principles apply whether you’re writing for trashy 



magazine covers, newspaper articles, blog posts or webinar titles. 

Here are some broad guidelines: 

 Be clear, not clever. 

“The Three Key Questions You Need to Ask Your Financial Planner” 

is better than “Goldilocks and the Three Financial Services Bears”. 

 Be specific. 

“The Seven Biggest Mistakes …” is better than “The Biggest 

Mistakes …”. 

 Be intriguing without being obscure. 

If appropriate, use words like “Secrets”, “Mistakes” and 

“Unknown” to hook your readers. 

 Promise take-away value. 

“How to Save Money when Buying Car Insurance” is better than 

“Why You’re Probably Paying Too Much for Your Car Insurance”. 

 News sells. 

If your material is genuinely new, use words like “New”, 

“Innovative”, “Brand-New” and “Breaking (News)”. 

Use your judgment. Not all of these ideas are appropriate for every 

webinar, and for some webinars you shouldn’t use any of these at 

all. For example, if you’re promoting a follow-up webinar to an in-

house training program, and it’s compulsory for staff to attend, then 

a “sales-y” program title is not only unnecessary, it might even be 

seen as condescending. 

2. Overview 

Write a one-paragraph summary of the topic, for time-poor readers 

who just want the 20-second overview. They probably won’t make 

their buying decision on this alone, but its purpose is to convince 

them to keep reading. 

3. Audience (“Who is this for?”) 

This is more than just listing a set of demographics (“This webinar is 

for accountants, lawyers, financial planners and others in 



professional service firms”). Be more specific and list the specific 

situations people are in when they most require this webinar – for 

example: 

 “Accountants who need to understand the new tax laws as they 

apply to family businesses” 

 “Lawyers who are moving into business development roles” 

 “Managers of Generation Y staff, who are concerned about high 

turnover” 

4. Benefits (“What will you learn?”) 

List the benefit-oriented results they will achieve from attending 

your webinar – for example: 

 “All your salespeople will perform at the level of your ‘Stars’” 

 “You’ll have a happier and more productive team” 

 “You’ll save an hour each day” 

This is also a good place for inserting relevant benefit-oriented 

testimonials, if you have them. 

5. Authority (“Why You?”) 

Describe briefly why you have the authority, credibility, expertise 

and experience to present this webinar. 

If you’re promoting this on your Web site, some of this information 

might already be on your “About Us” page. But don’t rely on that 

alone; copy the relevant information to the sales letter as well. 

6. Process (“How does it work?”) 

First, they are getting the webinar, so provide the details of how it 

works: The date and time (including time zone), the duration, the 

equipment required to participate, the level of interaction you will 

offer, and (if relevant) the size of the group. 

If they get anything else as well, make sure you describe that: A 

recording, a handout, a special report, a research white paper, a 

follow-up phone consulting session, and so on. 



7. Action (“So what happens now?”) 

End with a clear call to action. Tell them exactly what you would like 

them to do next – pick up the phone, register directly, register and 

pay using your shopping cart, e-mail you to ask for an invoice, or 

whatever you require. 

Payment and Registration 
When interested participants read the sales letter, they register for 

the webinar. In this section we’ll look at this process in more detail. 

Broadly, for a paid webinar, this is a three-step process (For a free 

webinar, the first step doesn’t apply): 

 

An alternative is to allow them to take payment after they register. 

However, that means you have to check that everybody who 

registers has paid, which is more work for you. It’s easier to take the 

payment first. 

Payment 

If you already have a shopping cart on your Web site for taking 

other orders, taking payment should be easy. However, you need a 

shopping cart that allows you to customise the message customers 

get after the purchase, so you can include the webinar registration 

information in it. If you don’t have this feature, you’ll have to e-mail 

each attendee separately, and that soon becomes a nuisance. 



If you don’t already have an on-line payment system in place, 

consider using PayPal, at PayPal.com, which is now widely accepted 

as a payment system for on-line payments. Your customers don’t 

need to be PayPal members – they can just pay using their credit 

card. 

PayPal does allow you to customise the follow-up message after an 

order, though it’s not obvious: 

 

Whatever method you choose, a few people will invariably have 

trouble paying by that method. So be ready to accept payment by 

cheque or direct deposit into your bank account as well. 

Registration 

After payment, you take people to a registration page, where they 

register for the webinar (If this is a free webinar, they go directly to 

this page from the sales letter). This is a page, supplied by your 

webinar provider, where they provide their name, e-mail address 

and other information of your choice. 

The exact layout of this page varies for each webinar provider. 

GoToWebinar, for example, allows you to create a Web page with a 

description of the webinar, your logo and some basic branding, like 

this: 

http://www.paypal.com/


 

It also includes a very useful feature that allows the person to specify 

their local time zone, and it uses that time zone in all e-mail 

reminders: 

 

Some webinar providers allow you to collect additional information 

at this point. In general, Internet users don’t like filling in forms, so 

resist the temptation to ask for too much. The less you ask for, the 

better; and if you do ask for other information, make it optional 

rather than compulsory (unless there’s a very, very important reason 

for you to know it). 

Confirmation 

After people register, you need to send them the information to join 

the webinar. Sometimes this is as simple as giving them a private 

Web address they save until the day of the webinar. 

Some webinar technology (such as GoToWebinar) asks each 

participant to register at any time before the webinar, and then sends 



them a unique URL to use on the day of the webinar. It also converts 

the webinar time to their time zone, gives them a link to add it to 

their Outlook calendar, and sends regular e-mails leading up to the 

webinar. 

This is very useful, but it does rely on them taking that initial step of 

registering for the webinar. So make a special point to emphasise this 

to your attendees, especially those who have paid. In fact, when I 

run paid webinars, a few days before the webinar I will cross-check 

the list of payments with the list of registered attendees, and send a 

special e-mail reminder to those who haven’t registered, gently 

reminding them they need to do so. 

Promotion 
Promoting your webinar is just like promoting any other product or 

service. Broadly, it’s no easier (they won’t turn up in their thousands 

just because it’s a webinar) and no more difficult (they won’t 

necessarily stay away just because it’s a webinar). 

Promoting a free webinar is easier than promoting a paid webinar, 

because it doesn’t seem as intrusive, and others are more willing to 

promote it on your behalf. However, both free and paid webinars do 

need to be promoted, and they need to be promoted effectively. 

I’ve noticed two common mistakes among people promoting 

webinars: 

 They don’t take full advantage of their existing marketing 

channels and networks; or 

 They expect too much from on-line marketing channels (such as 

blogs and social media). 

To avoid the first mistake, look at all the ways you currently reach 

your market, and consider how you can use them to promote your 

webinar. 

This can include off-line methods, such as: 

 Promoting the webinar during other presentations 



 Creating signage or flyers for customers who walk into your 

office or store 

 Mentioning it to people you meet at networking events 

 Sending postcards to key clients and customers 

It also includes on-line methods, such as: 

 Promoting it in your e-mail newsletter 

 Mentioning it in your blog in the weeks and days leading up to it 

 E-mailing key clients and customers directly 

 Using your established social media channels, such as Twitter, 

Facebook, Google+ and LinkedIn 

If you have worked diligently to establish these marketing channels 

already, it’s easy to slip your webinar announcements into them, 

without rudely interrupting them (In other words, you’re doing 

“permission marketing”, as Seth Godin terms it). 

I can’t emphasise this point enough. You can’t just open a Twitter 

account, start tweeting about your coming webinars, and expect 

people to register in their thousands! If you haven’t already 

established these channels, there won’t be anybody following them, 

so it will be a waste of time. 

The type of promotion you do will depend on the channel you use. If 

you consider your on-line channels, think of your Internet presence 

as a solar system, with your Web site – the Sun – in the middle, 

surrounded by your other on-line properties: 



 

When somebody registers for your webinar, they do so on your Web 

site (or on the webinar provider’s Web site). But to get them there, 

you have to engage them first elsewhere. 

As you can see, I’ve grouped the other places (the “planets”) in two 

groups: 

 The inner “planets” are places where you demonstrate your 

expertise – your blog, e-mail newsletter, podcast, YouTube 

channel, special report, slide shows, and so on. 

 The outer planets are places where you build your reputation by 

making connections – Facebook, Twitter, LinkedIn, Google+ and 

other on-line communities. 

When people engage with you in one of the inner places, they 

usually engage deeply, so you can assume a stronger connection. So, 

when you’re promoting your webinar here, you can do it with depth 

and detail.  



On the other hand, when you’re promoting your webinar in one of 

the outermost places, you might reach more people, but you don’t 

usually have as much space (for example, it might be a 140-character 

tweet). So you might briefly describe the webinar, and then link to 

one of your innermost planets. 

That gives you an overview of the process; now let’s look at some 

specific things you can do with these on-line marketing channels. As 

you read them, keep these two things in mind: 

 You don’t have to do all of these things for every webinar; just 

pick and choose what seems right for each webinar. 

 The more important the webinar, the more often you’ll promote 

it, and in more places. 

Blog 

Write blog posts with articles related to your webinar topic, and link 

to the webinar sales letter at the end of each article. You can write 

more than one article, and publish them at intervals leading up to 

the webinar. 

Because this is your blog, there’s nothing to stop you from posting 

an advertisement. So you could also have another blog post that’s 

purely a promotional blurb for the webinar. Here’s an example from 

my blog: 

 

Newsletter 

Take the articles you’ve written for your blog, and send them to your 

newsletter subscribers – with the webinar promotion as well. Don’t 

send them on the same day as the blog posts; send them on different 



days so that people who follow you in both places won’t get 

duplicate content on the same day. 

Podcast 

Read your articles out loud, record them and publish them to your 

podcast. Again, you can use the same material you’ve written for 

your blog and newsletter, but publish it on different days. 

Video 

Record a video of yourself speaking to camera, teaching the same 

material as the articles you’ve written, and ending with a short 

promotion for the webinar. Publish this to YouTube (including a link 

to the webinar sales letter) and embed it in your blog as well. 

Alternatively, if you have a guest presenter, interview them on 

video, and publish that to YouTube instead. 

Slide show 

Create a short PowerPoint presentation of your material, ending 

with a link to the webinar registration page, and upload it to 

SlideShare, at SlideShare.com (If you haven’t come across 

SlideShare before, think of it as “YouTube for PowerPoint”). 

Don’t make this purely a promotional slide presentation; teach the 

user something useful in it. For example, if you’re teaching five 

things in your webinar, list all five in your slide presentation as well, 

and include some basic information about each. Then finish the slide 

show with a promotional slide for the webinar, and a link to the sales 

letter. 

I used this technique to promote a webinar I was presenting about e-

learning strategy. As part of the promotion, I created a short slide 

presentation about the seven biggest mistakes people make with e-

learning, and published that on Slideshare and my blog: 

http://www.slideshare.com/


 

Facebook 

Mention your webinar on your Facebook profile, including a link to 

the sales letter, and ask your Facebook friends to pass it on to 

anybody they think might be interested. If your Facebook friends 

include your target market, it might be appropriate to promote the 

webinar directly to them. But be careful, because Facebook is meant 

to be for connecting with family and friends, so don’t be too pushy. 

On the other hand, if you have a Facebook page for your business, 

then it is appropriate to promote the webinar directly on it, with a 

link to your sales letter. 

Twitter 

When you post articles to your blog, promote them on Twitter (just 

the article subject and a link to the blog post). You can also promote 

the webinar sales letter directly on Twitter. 

Many Twitter users have too many followers to see all but the last 

few tweets in their Twitter stream. So consider posting the same 

tweet at different days and times, so you can reach more of your 

followers. 



If you have built a strong relationship with your followers, some of 

them will re-tweet it to their networks as well. 

LinkedIn 

Post to your LinkedIn account in the same way as your Twitter 

account (but preferably not at the same times). 

You can also mention your webinar in LinkedIn groups, but be 

careful to only do this in groups that explicitly allow commercial 

messages. Even free webinars are sometimes considered commercial 

messages, so be careful not to offend your LinkedIn colleagues. 

Google+ 

Post to your Google+ account in a similar way to using Twitter and 

LinkedIn. Google+ allows you to write longer posts than a 140-

character tweet, so use this to describe your webinar topic in more 

detail. 

If you have members of your target market in your Google+ circles, 

Google+ is also a good place to do preliminary market research 

before your webinar. Google+ users tend to be passionate and 

committed in their areas of interest, so you might find them very 

willing to reply to surveys, answer your questions, and engage with 

you about your webinar topic. 

On-line communities 

If you’re a member of other on-line communities, consider whether 

it’s appropriate to promote your webinar there as well. Again, be 

sure they allow this sort of promotion. 

For example, I promote all my webinars – free and paid – on 

ThoughtLeadersCentral.com, an on-line community that allows 

promotion and where I already have established my reputation: 

http://www.thoughtleaderscentral.com/


 

Reminders 

Finally, as with any other marketing campaign, don’t rely on a single 

promotional effort. Some people will respond to the first message 

they see; others will respond to subsequent messages. 

This is not surprising. They might have missed the first message, 

were waiting until the last minute to check their availability, they 

might not have understood the relevance of the topic the first time, 

or they might simply be the sort of people who make last-minute 

decisions about most things. Whatever the reason, the follow-up 

reminders are useful to boost your numbers. 

For example, I conduct monthly webinars for members of the eGurus 

Community, who have already paid a monthly membership fee (so 

the webinars are included in their membership). Even in this 

situation, where the webinars are effectively free, sometimes it takes 

two or three reminders for some people to register. 



Preparing Your Webinar 

Most webinar presenters don’t do enough to engage their audience, 

so most webinars are boring. 

Fortunately, there are a lot of things you can do to make your 

webinar more engaging. They fall broadly into five categories: 

 Understand your audience 

 Structure your material 

 Create effective visuals 

 Keep shifting the energy 

 Use the interactive features of the technology 

 

We’ll cover visuals in the next chapter because it’s such an important 

topic that it deserves its own chapter. Now let’s consider the other 

four areas. 



Understand Your Audience 
The more you understand the specific needs of your audience, the 

easier it is to structure your webinar to meet those needs (while still 

meeting your objectives as well). 

Broadly, your audience wants one (or more) of these things: 

 Solve their problems 

 Answer their questions 

 Meet their challenges 

 Achieve their goals 

It’s your job to help them do it! 

You might think you know what your audience wants. But do you 

really know? A simple survey can give you the facts. You’ll be 

amazed by some of the responses – and they might be very different 

from what you assumed. 

I learned this lesson in 1998 from one of my very first clients, Max 

Hitchins. When I was visiting Max at his office in Sydney, I arrived 

about 10 minutes early to our meeting. He invited me into his office 

and excused himself, saying he just had to make a few phone calls. 

It turned out he was presenting a workshop the following day, and 

was calling each of the participants in turn, saying something like: 

“Hi, I’m Max Hitchins. I’m your presenter at tomorrow’s 

workshop, and I’m just calling to introduce myself and also find 

out if there’s anything specific you would like me to cover 

tomorrow?” 

I was impressed he would take the trouble to connect with each 

person in this way. It’s a lesson I remember to this day, and I apply 

the same principle (even if it’s not always by phone) whenever 

possible. 

Conducting a survey is easy, especially if you use an on-line tool like 

SurveyMonkey.com. However, when it comes to survey questions, 

one size doesn’t fit all. Broadly: 

http://www.surveymonkey.com/


 Ask open-ended questions to gather information 

 Use closed questions to refine information you’ve already 

gathered 

For example, when Matt Hern, at MattHern.com.au, conducted a 

survey to prepare for a presentation, he asked a single open-ended 

question: 

 

However, when he starts working with a client, he asks them to 

complete a more detailed Financial Health Check Questionnaire: 

 

As a general rule, the less you know about the audience, the more 

open you should make the questions. 

The best questions address their needs; and their needs vary 

depending on their knowledge, experience and exposure to your 

material. 

When somebody’s evaluating something, they generally go through 

four stages in the buying process: 

1. Why: Is this right for me at all? 

2. What: If so, what specifically is the best option for me? 

http://www.matthern.com.au/


3. Who: Who is the right person to offer this service? 

4. How: How do I work with them? 

So, when you’re doing your survey to discover their needs, focus on 

one of these four stages – the one you think applies to most people in 

your market. 

For example, if you’re a financial planner like Matt, you might ask 

one of these questions, depending on where you think they are in the 

process of engaging your services: 

1. (Why) Complete novices: “What is your biggest concern about 

managing your money?” 

2. (What) People who have heard of financial planning but haven’t 

investigated it: “What is your biggest question about financial 

planning?” 

3. (Who) People who want a financial planner: “What is your 

biggest question about choosing a financial planner?” 

4. (How) People who have decided to work with you: “What is 

your biggest question about working with me?” 

The right question can give you nuggets of gold in the responses, 

while the wrong question can be a complete waste of time. 

Asking for general questions 

If you know your topic and your audience well, you might not need 

to be as specific as I’ve suggested above. You might be completely 

comfortable simply asking people to tell you what they else would 

like to know about the topic. 

For example, when I presented my Webinar on Webinars in 2010, I 

knew it would be highly relevant to the audience (because I’d done it 

before, and because of the individual consulting I have done with 

clients). I did ask for questions in advance, but not for the purpose of 

knowing what content to cover. Rather, it was an opportunity to 

engage the audience before the webinar, and helped me control the 

sequence of questions during the webinar. 



I simply said this in an e-mail to the attendees, about a week before 

the webinar: 

“I've done lots of webinars, so I've got a lot of stuff to share with 

you. But I want to make sure I answer your questions as well. I'd 

love to know what you would most like to know about running 

your own webinars. Ask me about the technology, pricing, 

different kinds of webinar, how to engage with the audience, ... 

whatever!” 

The simplest option for your attendees is for you to e-mail them the 

request and ask them to reply to you with your questions. You then 

collate the replies to help with your preparation. 

A more sophisticated option is to use the free Wallwisher service, at 

Wallwisher.com: 

 

Wallwisher allows you to set up a private “wall” where others can 

add their comments (like pinning notices to a bulletin board, or 

sticking Post-It notes on a wall). 

You invite your webinar attendees to visit the wall and post their 

questions to it. They also get to see other people’s questions, which 

helps to prevent duplicate questions and might also trigger other 

questions for them. 

http://www.wallwisher.com/


For you, this saves time because you don’t have to collate the 

responses yourself. You can also move the notes around on the wall 

to group related questions together. 

When I use a Wallwisher wall for gathering questions, I also refer to 

the wall during the webinar, in the Q&A times, so people can see 

exactly what questions I’m answering. This is a subtle, but useful, 

reminder the webinar is relevant to them because it’s answering 

their questions. 

Structure Your Material 
When structuring your material, keep in mind that there's nothing 

magical about the webinar format. It’s just another medium for 

delivering your presentation. You organise the content just the way 

you would any other presentation, and you deliver it in (broadly) the 

same way. 

One easy but very effective structure is known as the “4MAT 

System”, based on research by Bernice McCarthy into different 

learning styles. The 4MAT System breaks down your presentation 

into five steps: 

 Point: You state your main point or purpose in one sentence. 

 Why: Tell the audience why they should listen to you 

 What: Tell them the main points 

 How: Describe a process for putting your ideas into action 

 What Next: Tell them the steps to take – in other words, your 

action plan 

It’s called the “4MAT System” because of the four main questions 

you ask (Why? What? How? What Next?). We add “Point” to the 

start of the list because it’s useful to state your main point before 

launching into the other steps. 

Think of this as a circle with four quadrants: 



 

The idea is to start from the Why quadrant and work your way 

around clockwise. 

You do not spend equal time in each of these four areas. Most 

webinars are designed to inform or educate, so you will spend most 

of your time in the What and How areas. Broadly, you might 

organise a 60-minute webinar like this: 

 

The “main content” segment above will typically be the What and 

How of your material. You now need to structure that material as 

well. Here are some options. 



Timeline 

This is the classic structure that often appears in business 

presentations: 

 How were things done in the past? 

 What is the current situation? 

 What are you proposing for the future? 

 

This structure is particularly useful when your webinar is about 

change, or if the underlying environment has changed and your 

audience doesn't realise it. 

Geography 

Some topics lend themselves to a geographical approach. For 

instance, if you're describing something that affects people 

differently in different parts of the country, you provide a brief 

introduction, then talk them through the impact of each of the 

locations, and then summarise in your conclusion. 

For example, if you're speaking about taking action to address 

climate change, you could start by discussing what countries are 

doing, then individual cities, and finally talk about what individual 

participants can do. 

Scope (Broad to Narrow) 

A similar approach is to talk about your topic at a very broad level, 

then narrow it down to more detail, then describe it in even more 



detail. Some audience members will want to know the big picture 

and others want the nitty-gritty details, so this approach allows you 

to appeal to both types. 

 

For example, if you are speaking about personal fitness, you could 

start by talking about how it adds years to your life and makes those 

later years more enjoyable; then talk about how it improves general 

well-being and happiness; and then describe what people should be 

doing every day. 

Problem to Solution 

For some topics, it's useful to explain the problem and then describe 

the solution. In between these two, also describe the cause and effect. 

So the structure looks like this: 

 Problem: What is the problem your audience is facing? 

 Cause: What's the underlying cause of that problem? 

 Effect: How much is this costing them? 

 Solution: What are you suggesting to fix the problem? 



 

This structure is particularly useful when your webinar addresses 

something that your audience members know is a problem in their 

life. 

Traffic Lights 

Another approach, which is very good when giving advice, is to 

break down your advice into three sections: 

 Red: What should they stop doing? 

 Amber: What should they continue doing? 

 Green: What should they start doing? 

 

 

Step by step 

For procedural or instructional presentation, a step-by-step approach 

might be the best choice. Start with the first step, and then go 

through the entire sequence of steps. In the 4MAT System, this 



means you’ll be spending most of your time in the How area. You 

lead with a brief What that lists the steps, and then plunge into the 

details. 

Simple to complex 

Start by describing a simple concept, and then gradually add layers 

of complexity as you progress through your presentation. 

This can be particularly useful when presenting something new or 

unfamiliar to your audience. For example, if you’re teaching wealth 

creation, you wouldn’t teach complex share trading strategies first. 

You would probably start with something everybody understands, 

like managing a savings account. 

Catalogue 

In this, one of the most basic structures, you simply list all your topic 

items in a particular category – for example, all digital cameras, all 

types of urban renewal, all food groups – and address each in turn. 

Be aware this isn’t a particularly interesting structure for your 

audience (nor for you!). So only use it if you’re sure there’s no better 

option available. 

Even within this structure, look for ways to organise it in more 

interesting ways. For example, if you’re discussing digital cameras, 

you can group them by manufacturer, feature list or history. 

Depending on your purpose and audience, one choice might be 

more interesting than the others. 

Keep Their Interest 
Choosing a structure for your material makes it easy for the audience 

to follow. However, that alone isn’t enough to keep them engaged 

through your entire presentation. You now need to include specific 

presentation techniques to keep their interest. 

You might like to think of this as left-brain and right-brain 

techniques. A good structure satisfies their logical, analytical left 



brain; and good presentation techniques satisfy their emotional right 

brain. 

This is true for any presentation, not just a webinar. But you need to 

do more of this, and more often, for a webinar, because: 

 It’s easier for them to become bored or distracted 

 It’s more difficult for you to create the atmosphere of a group, 

where the group dynamic tends to carry individuals along 

 As a presenter, you are more distant (literally!), so it’s more 

difficult to build and keep rapport 

Let’s consider some specific techniques you can use to create 

engagement during your webinar. 

Connect early 

Put some careful thought into planning the very start of your 

webinar. 

When your audience is in the same room, they know when a 

presentation is about to start. If they’re chatting, standing or 

otherwise distracted just before you begin, when they see others 

sitting and paying attention, they’ll stop what they are doing and 

follow. Although you still have to keep their attention right from the 

start, you don’t have to do much to get it in the first place. 

You don’t have this luxury with a webinar. Your audience isn’t in 

the same room, they might be distracted by other things, and they 

can do other things without worrying they might be distracting 

others. Because of this, you have to work harder to get their attention 

initially. 

One way to do this is to ask them to do something early in your 

presentation. This forces them to take notice, involves them right 

from the start, and demonstrates this isn’t just another boring 

presentation. 

For example, you could: 

 Conduct an on-line poll 



 Ask them to draw or write something 

 Leave part of your handout blank, and ask them to fill it in 

The idea is to design something easy but engaging. It doesn’t have to 

involve them sharing anything personal – in fact, it shouldn’t, 

because that’s too early in the presentation for them to share with 

others – but it should involve them doing something. 

Ramp interaction 

Don’t ask your audience to do difficult things too early. Start with 

small low-risk activities, and build up gradually to the more difficult 

tasks. 

For example, in some in-person presentations, the presenter asks 

participants to introduce themselves and state what they would like 

to learn from the presentation. I generally recommend you don’t do 

this for a webinar. It’s asking too much from strangers who are 

uncomfortable with the technology to share personal details over an 

Internet connection. 

So when you’re designing your interactive activities, build them up 

during the presentation. For example, here’s a logical sequence for 

“ramping up” the interaction: 

 Show some introductory slides before the webinar starts. 

 When it starts, you start speaking but don’t ask others to speak. 

 Ask the audience to write down their objectives for the webinar. 

 Ask them to respond to a poll (low risk, because they just have to 

click a button). 

 For the first Q&A segment, read out questions they’ve sent in 

advance, rather than opening up the webinar for live questions. 

By going through this sequence, you help them become comfortable 

with the technology and the environment. This eases them into the 

interaction, so they are more likely to participate later. 



Shift energy 

Experienced presenters know they need to keep changing the energy 

in their presentation room. This principle applies equally to 

webinars. For example, instead of just speaking and showing slides, 

you could: 

 Conduct on-line polls 

 Show a video 

 Ask them to write or draw things 

 Stop talking for 30 seconds of “reflection time” 

 Show a list and ask them to pick their top 3 priorities 

 Ask for questions 

 Answer questions sent in advance 

 Hand over to a guest presenter 

 Ask somebody in the audience to share a story or case study (ask 

for their permission in advance) 

 Switch from a slide show to a Web page or some other software 

 Use the webinar’s whiteboard facility to draw your diagrams 

during the webinar, rather than just displaying a slide showing 

the completed diagram 

If you have experience in designing presentations, you will probably 

think of other ideas as well. 

Switch learning channels 

Different people learn in different ways, based on their prior 

knowledge or expertise about your topic: 

 When somebody is a novice or beginner, they gather information 

for learning, and this is where their five senses are most 

important. 

 As they move beyond the basics, they arrange and group that 

information in logical ways. 



 When they evolve further to become experts, they seek to 

understand not only the information but also how it fits into their 

world. 

This leads to three levels of learning channels, with three different 

learning styles at each level: 

 

(I designed this Learning Channels model with Matt Church, and it’s 

since been refined by the Thought Leaders program, at 

ThoughtLeaders.com.au. It’s based on Howard Gardner’s work on 

multiple intelligences.) 

These nine learning channels, from bottom to top, are as follows. 

Kinesthetic 

They learn by doing things or moving their body. 

In a webinar, this is particularly important, because the environment 

doesn’t lend itself to much movement. However, you can certainly 

encourage them to write things, turn pages of a handout, and 

participate in polls. 

http://www.thoughtleaders.com.au/


Auditory 

They learn by hearing and listening. 

This is easy and obvious for a webinar, and in fact the real danger is 

your webinar relies too much on just auditory learning. You can 

engage these learners by playing music, varying your voice, using 

guest presenters, asking for questions, or interviewing somebody. 

These learners are also particularly sensitive to problems with your 

audio technology, so make sure you use a good telephone line (if 

you’re presenting over the phone), a fast Internet connection, a good-

quality microphone, and a quiet environment. 

Visual 

They learn by seeing and watching. 

Again this is easy and obvious for a webinar, and again your goal is 

to make sure the visuals aren’t too repetitive. You can engage these 

learners by showing brief videos, using the webinar’s whiteboard, 

showing photos, varying your slide design and designing attractive 

slides. 

These people also get annoyed and frustrated with poor visuals, so 

ensure your slides load quickly and videos play smoothly. 

Linguistic 

These learners appreciate and value words and language. 

Use quotations, acronyms for your key points, memorable phrases, 

slogans and similar things to engage these audience members. 

Of course, this advice applies to all presentations, not just webinars. 

However, this is one area where you have a distinct advantage in a 

webinar. Because your audience can’t see you, you can make copious 

notes and have them on hand during your presentation. You don’t 

have to remember that rhyming slogan – it can be part of your script, 

which your audience never sees. 



Numerate 

These learners appreciate and value numbers and counting. These 

are the people who like lists, bullet points, graphs and statistics, 

spreadsheets and calculations. 

In your webinar, you can engage these people with on-line polls, 

slides showing graphs, a spreadsheet showing a live calculation, a 

Web site with an on-line calculator, slides with lists, and keeping a 

careful eye on the time. 

Interpersonal 

These people learn from interacting with others. 

Of all the nine learning channels, this is perhaps the most difficult 

group to engage – and keep engaged – during your webinar, because 

they’re not physically in the same room as everybody else. 

However, you can do some things to make them feel like part of a 

group, such as doing polls, asking the group to answer somebody’s 

question (rather than you answering every question), and allowing 

some Q&A time for them to share experiences (not just ask 

questions). 

Personal 

These people try to understand how the knowledge fits into their 

lives. They are the people who always ask “Why?”, and must know 

the relevance of something before absorbing it. 

In a webinar: Explain the objectives clearly at the beginning; describe 

the benefits of learning the material; ask them to write their own 

goals and objectives; check in at various points to ensure they are 

getting value; set aside time near the end for them to write down an 

action plan. 

Abstract 

These people abstract information they receive so they understand it 

at a higher level. They are the “global” or “big picture” (as opposed 

to “local” or “detailed”) thinkers. 



Include models, metaphors, big picture diagrams and high-level 

concepts to keep these thinkers engaged. 

Webinars can be very detailed, especially with the details of 

managing the technology on top of the detail in your content. So be 

aware this might not come naturally to the abstract thinker. 

Existential 

These learners try to understand how your information fits into a 

world larger than them. It’s about how it affects the future, the 

environment, their grandchildren and society at large. 

Some presentation topics, of course, lend themselves naturally to this 

angle – for example, international relations, long-term wealth 

creation, climate change and parenting. Even if yours doesn’t, look 

for ways to link your material to more existential topics. For 

example, a webinar itself is more environmentally friendly than an 

in-person presentation if it brings together people from around the 

world without the environmental costs of travel. 

Use the Technology 
In the previous section, we talked about some of the principles of 

making your webinar more interactive and engaging. Now we’ll 

take this a step further by looking at specific features provided by 

the webinar technology, and their pros and cons. 

I’m not making any judgment about whether you should use them 

or not. All can be appropriate in certain circumstances. I’ll do my 

best to point out both benefits and drawbacks, so you can decide 

what’s appropriate for you in each webinar. 

As a general rule, the more features you use, the more interactive 

you can make the webinar; but it’s also more likely for things to go 

wrong. However, that doesn’t mean you should never use these 

features. Rather, use what you’re comfortable with at first, and then 

gradually add more features as you become more experienced with 

webinars. 



Slide show 

Most webinars include some form of slide shows, and for some 

webinars the slide show is the only visual feature. 

Benefits: 

 Slides add visual interest. 

 The visuals are faster than audio for some things (graphs, 

models, tables, and so on). 

 You get all the other usual benefits of slide presentations. 

Drawbacks: 

 It requires more preparation and rehearsal time. 

 You usually have to present in the same sequence as your slides 

(although it is possible to jump back and forth if you wish). 

 You have to remember what slide is coming up next. 

 Large, complex slides slow down the webinar technology. 

This is such an important area that we’ll cover it in much more detail 

in the next chapter. 

Screen sharing 

Some webinar technology takes this a step further and allows you to 

share other windows on your computer, or even share your entire 

desktop. 

Benefits: 

 You can demonstrate other software in use, rather than being 

limited to screen snapshots of that software. 

 You can visit Web sites during the webinar. 

Drawbacks: 

 If you’re sharing the entire desktop, the audience might get 

distracted by other things around the main presentation 

window. 



 You have to know – and control – which window your audience 

is seeing. 

 Your audience might get confused if you’re jumping around 

between different windows. 

 Doing live demonstrations slows down the webinar technology. 

 Some of the software you use might not work (for example, a 

Web site being slow or broken when you try to access it). 

 There’s a greater risk of inadvertently exposing private, 

confidential, sensitive or embarrassing information! 

I got caught in a slightly embarrassing situation myself once, with 

the first webinar I presented after upgrading my computer. I had 

installed a full version of Office 2007, but because the computer had 

a trial version already installed, every Office application – including 

PowerPoint – showed a message about running a “non-commercial 

license”. 

A webinar attendee spotted this and raised the issue (in a private 

note): 

“I am put off by you using a <not for commercial > license of 

PowerPoint. That is a FAIL for credibility.” 

Of course, she was right. Even though it was the software that was 

inaccurate, it was still my responsibility to get it right, and I had 

forgotten about that small – but important – effect on my image and 

reputation. 

Video camera (Webcam) 

Some webinar software allows you to turn on your webcam, so 

participants can see you in a video window, next to your slide show 

window. 

Benefits: 

 It can make the experience feel more “real”, and create a more 

personal connection. 



 You can express yourself using gestures, facial expressions and 

movement. 

Drawbacks: 

 You need to be more alert to your environment, especially the 

background and lighting. 

 You need to be more careful about personal grooming: You need 

to shave, comb your hair, put on make-up (and wear clothes!) 

 You need to put much more time into preparation, because 

you’ll be on camera all the time. So your audience can see when 

you’re referring to notes, reading from a script, moving your 

eyes to the side of the screen to check for questions, or reaching 

behind you for something you forgot earlier. 

 Video takes a lot of Internet bandwidth, so the video can 

sometimes look jerky and slow. 

As a general rule, I recommend you don’t use this feature, except for 

webinar topics where it’s a big advantage for your audience to see 

you. If this isn’t the case, using your webcam takes a lot of work for 

little benefit.  

Question box 

Most modern webinar technology allows participants to type in 

questions to you during the webinar. 

Benefits: 

 It’s a low-risk method for shy participants to ask questions. 

 Participants who don’t have a microphone can still participate. 

 Participants can ask their questions at any time, without waiting 

for you to stop for the Q&A session. 

 You can control the order in which you answer questions. 

 Participants can use this for a quick note to you without 

disturbing everybody else – for example, to ask you to speak 

slower, to repeat a point, or to tell you they have to leave early. 



 Participants can send emergency messages to you – for example, 

if your audio stops working for some reason. 

 The webinar software might save all these questions in a list, 

which you can download later. 

 If you don’t have time to answer all the questions, you can 

answer them by private e-mail later. 

 You can ignore questions you don’t want to answer (not only 

because they are hostile or awkward, but because they might be 

better answered in e-mail). 

Drawbacks: 

 You have to keep an eye on this box during the webinar, in case 

something important appears there. 

 If you get a lot of questions, it can feel overwhelming to see them 

all sitting there. 

 It can be distracting to see questions arriving while you’re 

presenting. 

 Written questions aren’t always clear, so you might answer the 

question as you interpret it, only to discover it’s not what was 

intended. 

Audience microphones 

Some webinar technology allows audience members to speak up 

during the webinar. You usually have their microphones turned off 

(on “mute”), but they can “raise their hand” to ask a question, and 

you turn on their microphone when you’re ready to hear it. 

Benefits: 

 This greatly increases the level of engagement and interactivity 

for your audience. 

 Even people who don’t ask questions feel more comfortable 

when they hear somebody else’s voice. 

 Some questions require a bit of back-and-forth conversation to 

clarify the exact question. 



 If you don’t offer this option, some people just won’t bother 

typing their question because it will take too long. 

 You can use this not only for questions, but at any other time 

you want audience members to speak. 

Drawbacks: 

 You can’t screen the questions in advance. 

 You can’t control the order in which you answer the questions. 

 Some participants will have low-quality microphones, strong 

accents or distracting background noises that make it difficult to 

hear and understand them. 

 If they are listening to you through their computer speakers (not 

a headset), when you answer their question, your voice will be 

picked up by their microphone and fed back to the entire 

audience, creating a slightly distracting feedback effect. 

 Invariably, some participants will have trouble getting their 

microphone to work at all! 

Moderated questions 

Whether you’re taking questions out loud or only in writing, some 

webinar software allows you to use a “moderator” to manage the 

audience interaction. This is like the producer of a radio talk-back 

show, who takes the incoming calls and screens them before passing 

them on to the host. 

Benefits: 

 Somebody else is managing this part of the webinar, leaving you 

free to focus on your presentation. 

 The interaction between you and the moderator often creates a 

positive energy for your audience, making them feel more like 

part of a discussion than a lecture. 

 A good moderator can clarify questions, eliminate duplicates 

and present them to you in a logical sequence. 

Drawbacks: 



 You need more preparation time, so you and your moderator 

know how you’re going to work together. 

 A moderator obviously can’t read your mind, so might 

sometimes let through a question that should have been 

deferred, or vice versa. 

 The audience feels one extra step removed from you. 

 You might feel one step removed from your audience. 

Public chat window 

Some webinar software allows you to open a public chat window, 

where participants can interact with each other during the webinar. 

Even if the software itself doesn’t allow it, you can offer this yourself 

by creating a Twitter “back channel” just for this webinar. 

Benefits: 

 You’re creating a more collaborative environment, rather than 

just a “presentation”. 

 Some people prefer to make their contributions in public. 

 The audience can sometimes ask and answer their own 

questions, without you having to do it. 

 Some generous people like making positive comments in public. 

 The chat comments are usually recorded, so you can review 

them later. 

Drawbacks: 

 You can’t control the conversation, so you have to take the good 

with the bad. 

 Some people will be so distracted by the chat window they’ll 

miss important parts of your presentation. 

 Seeing a high volume of chat might be distracting or even 

overwhelming during your presentation. 

 Seeing a low volume of chat, when you expected more, might be 

disappointing or disheartening. 



 Some people will address direct questions to you via the chat 

window, not realising you don’t have time to be reading 

everything there. 

Interactive polls 

Some webinar software allows you to survey your audience during 

your webinar, using a simple multiple-choice poll. 

Benefits: 

 It’s an easy low-risk way for participants to have their say. 

 It’s a good technique to use early in your webinar, to get your 

participants used to interacting. 

 It can genuinely tell you more about your audience, so you can 

tailor parts of your presentation to suit them. 

 The poll results are saved for you to download later, so you can 

follow up with individual participants based on their poll 

responses. 

Drawbacks: 

 If a poll isn’t relevant, some participants will dismiss it as a 

gimmick. 

 On the flip side, some people take the polls very seriously, and 

will want to discuss the poll results in detail – which you might 

not have time to do. 

 Because the polls are multiple-choice questions, you can’t cover 

all possibilities, so participants have to choose the closest option, 

even if it’s not as accurate as they would like. 

 If you offer a “None of the above” option, occasionally a 

participant who chooses that option will want to discuss it in 

detail. This can sidetrack your webinar, especially because – by 

its very nature – a “none of the above” option is not on the main 

path of your webinar. 



Changing presenters 

If you have a guest presenter, some webinar software allows you to 

change presenters during the webinar. This is more than simply 

turning on their microphone; it means participants can see the other 

person’s screen instead of yours. 

Benefits: 

 It gives your guest presenter control of their presentation, rather 

than them having to keep saying “Next slide, please” to you. 

 It can make the webinar more engaging and interesting for your 

audience. 

 Your guest presenter can use software that’s only on their 

computer, even if it isn’t on yours. 

Drawbacks: 

 Your guest presenter might not know as much as you about 

running an effective webinar (For example, they might not 

realise that showing complex slides, showing videos or even 

doing a lot of scrolling can slow down the webinar technology). 

 You have to prepare and practise in advance with your guest 

presenter so the changeover is smooth and painless for 

everybody. 

 You’re not only giving over technical control; you’re giving over 

some of the psychological control as well. So, for example, if they 

are speaking for too long without keeping an eye on the time, it’s 

more awkward for you to bring the webinar back on track. 

Taking control of mouse and keyboard 

Another option, which only some webinar software allows, is for 

you to take control of a participant’s mouse and keyboard (with their 

permission, of course). You show their screen to all attendees, and 

control the mouse movement and typing, as if you were there in 

person operating their computer.  

Benefits: 



 For some tasks, it can be more efficient for you to do things on 

their computer rather than telling them the instructions. 

 You can demonstrate something using the software on their 

computer, not yours. 

 You can work on something together (because they still have 

control of their own keyboard and mouse). 

Drawbacks: 

 It can be unnerving for some people to have somebody reaching 

across the Internet into their computer – in front of their eyes! 

 This is much slower than the person doing it themselves, 

because the webinar technology has to transmit every mouse 

move and keystroke across the Internet. 

 If this is planned (rather than spontaneous), you need to spend 

time preparing and practising, so it works smoothly. 

 Because you and the other person both have control, they might 

accidentally move their mouse or press a key, interfering with 

your activity. 

 There’s a risk you might press the wrong button, and 

inadvertently reveal some sensitive, confidential, private or 

embarrassing information. For example, modern Web browsers, 

when you start typing a Web address, show a drop-down menu 

of other Web sites they have visited, which could be confidential 

or embarrassing! 

Sharing documents 

If you’re providing handouts, worksheets or documents to help 

people prepare for the webinar, you can share them with 

participants. You can do this before, during or after the webinar, as 

appropriate. 

Benefits: 

 You don’t have to provide as much detail in your slides. 

 You can help participants prepare more effectively for the 

webinar. 



 Sometimes these documents are more important than the 

webinar (For example, you could be distributing a sales 

proposal, and the webinar is just for the purpose of going 

through the proposal in detail with a committee). 

Drawbacks: 

 If you send documents in advance, not everybody will read 

them, and some people will lose them. 

 If you share documents at the start of the webinar, some people 

will have trouble downloading them. 

 Some people will be distracted by the documents during your 

webinar. 

Pre-event reminders 

Some webinar software sends automatic e-mail reminders to 

participants in the days and hours leading up to the webinar. These 

might be standard messages, or you might have the option to modify 

them. 

Benefits: 

 The obvious benefit is participants are more likely to remember 

to attend. 

 If you can customise these messages, you can include pre-work 

instructions and ask for questions in advance. 

 You don’t have to send the reminders yourself. 

 The reminders include important logistical information, such as 

how they connect to the webinar, what software they need (or 

don’t need), how to use a microphone, and so on. 

Drawbacks: 

 Some participants will be annoyed by the constant reminders, 

and might not be able to turn them off. 

 Some e-mail systems might block these messages, assuming they 

are spam. 



 You trust the reminders, so you don’t take the trouble to 

manually check everybody is receiving them. 



Webinar Visuals 

Effective visuals are important in any presentation, but especially so 

with webinars. In an in-person presentation, you are the main visual 

for your audience, and your slides are merely visual aids. But when 

it comes to a webinar, your slides aren’t visual aids; they are the 

visuals. So put more work into them than you would with an in-

person presentation. 

Fortunately, that’s not difficult, especially with some of the newer 

features of Microsoft PowerPoint. But it does take a commitment to 

creating high-quality slides, because it’s so easy to be lazy and try to 

make do with boring slides full of text and bullet points. If you do 

take the lazy route, your webinar will fail, because your audience 

just won’t be engaged. 

Keep in mind that everything you show in your webinar has to be 

sent across the Internet to your participants. Even though most of 

them will have broadband access, it doesn’t necessarily mean they’ll 

have very fast access, especially in Australia, which is far behind 

many other developed nations in terms of Internet access. 

Unfortunately, this means most of the things that first come to mind 

in enhancing your slide show simply won’t work, because they will 

be too slow when viewed over the Internet. This includes things like: 

 Full-size photographs 

 Interesting transitions between slides 

 Animated movement to illustrate a point on a slide 

 Video 

Work diligently to simplify your slides as much as possible so they 

are sent efficiently to your participants. If you don’t, it will take a 

long time to load each slide, which will frustrate your audience and 

break up the flow of your presentation. 



Ironically, the best slide format for Internet use is the very bad, but 

all too-common, format of slides containing nothing but bullet 

points! These slides contain a lot of blank space, so the webinar 

technology can easily compress this into a very small file to send 

across the Internet. 

But this doesn’t mean you should design your slides with bullet 

points! In fact, one of my rules for any slide presentation is “No 

bullet points” (more about that later). I’m just making the point that 

the slides with the lowest visual appeal are (ironically) the easiest for 

the technology to handle. 

And that’s the visual presentation dilemma. 

So, in this chapter, we’ll look at ways to design attractive, engaging 

slides that don’t slow down your webinar. 

In terms of technology, the principles in this chapter apply equally to 

PowerPoint, Keynote (the Mac alternative to PowerPoint), Google 

Docs (which has its own in-built presentation software), or whatever 

else you’re using. This chapter is about design principles, not the 

particular software tool. 

In this chapter, we’ll look at two styles of slides to avoid (one which 

might surprise you) and three alternatives that are much better; and 

then I’ll share some other design principles and techniques that are 

particularly important for webinars. 

I’ll also end this chapter by showing you some examples of standard 

slides you can use in all your webinars. 

Slide Design 
When building your slides, let’s first consider two styles that are 

ineffective, and then look at three better options. 

Example 1: Lots of bullet points 

Don’t create slides with lots of text or just a list of bullet points. 



As an example, let’s consider Stephen Covey’s well-known “seven 

habits of highly effective people”. Some presenters would list the 

seven habits on a slide like this: 

 

I hope you don’t create slides like that! Sadly, though, that style is far 

too common, and thousands of audience members have been forced 

to sit through presentations with dozens of boring slides in this style 

(or worse). In an in-person presentation, they might sit politely and 

silently, simply because it’s rude to walk out; but in a webinar, they 

will simply switch off and turn to more important tasks. 

Example 2: Big photographs 

A more modern style is a slide that makes just one point, and has an 

attractive photograph to accompany that point – like this: 



 

Of course, this style is far better than the slide with bullet points. 

However, although it’s appropriate for in-person presentations, this 

sort of slide does not work well in webinars. When the webinar 

platform comes to this slide, it has to transmit a lot of information 

across the Internet (because photographs are very detailed). Even at 

current broadband speeds, that can cause a delay of 5-10 seconds 

before your audience members see the slide. Although that might 

not sound like much, a 10-second delay can be very disconcerting 

and annoying to your audience. 

So if you don’t want to bore them with bullet points and slow them 

with photographs, what can you do instead? 

Here are three options. 

Example 3: Plain text, one point per slide 

A simple option is to just put your points on individual slides, like 

this: 



 

In other words, instead of listing all seven “habits of highly effective 

people” on one slide, you spread them out over seven slides. 

This might not look like much of a gain. However, you are changing 

the slides regularly, so your webinar audience sees new things. The 

slides are still quite plain, but at least they do change. This keeps 

your audience on their toes, and encourages them to keep watching 

your presentation. 

Example 4: Visually arrange bullet points 

Another option is to present a slide with multiple points, but in a 

way that’s more visually attractive than just a set of bullet points. 

For example, here is another way of showing those seven habits: 



 

Compare that with the first example, and you’ll see that the content 

is exactly the same, but the layout is far more appealing. 

Example 5: Add small graphics 

You can improve this even further by adding graphics to the slide, 

like this: 

 

If you’re using a recent version of PowerPoint (on both PC and Mac), 

it takes very little effort to create either of these slides (Examples 4 



and 5). You simply start with a list of bullet points, exactly like 

Example 1 at the beginning of this section, and then use a feature 

called “Smart Art” to convert them into a more visually appealing 

form, like Examples 4 and 5. 

If you have PowerPoint 2007 or higher on a PC, or PowerPoint 2008 

or higher on a Mac, look for the SmartArt feature. If you’re not 

familiar with using it, just Google “PowerPoint SmartArt” for help. 

Example 4 was created from Example 1 by simply clicking the 

“Convert to SmartArt” option and choosing one of the options. 

Example 5 was similar, except I also inserted three photographs into 

the diagram. I obtain most of these photographs from 

iStockphoto.com, which provides a large collection of photographs 

at very reasonable prices (a few dollars each). 

Remember I started with a bullet point list (exactly as in Example 1). 

The small amount of extra work required converting it to Example 4 

or even Example 5 is worthwhile, because it makes a dramatic 

difference to the slide’s visual appeal. 

Other Design Tips 
If your typical presentation slides are full of bullet points, the advice 

I’ve given you already will make a big difference. 

Here are some additional tips to improve your slides so they work 

well in a webinar. 

If you have a really, really, really good reason to break these rules, 

go ahead! Sometimes it’s worth it, even though it might slow down 

the webinar slightly. Just be aware of why you’re doing it, and only 

do it when there’s a strong reason to do so. 

Fix the background 

Remove any graphics in the backgrounds of your slides. A plain one-

colour background is best – no graphics, no textures, no company 

logo, not even a decorative pattern. It doesn’t matter what colour 

http://www.istockphoto.com/


you choose, as long as it’s a single colour throughout. That way, the 

webinar software can compress it into a small packet for sending via 

the Internet. 

Don’t keep changing the background throughout your webinar. For 

example, if your slides alternate between a solid black background 

and a solid white background, they will still be slow because the 

webinar software has to transmit this change each time. 

So, for best results, use a solid background colour, and keep that 

same background colour throughout the webinar. 

Stop movement 

Carefully examine all other animation, even if it’s there for 

functional purposes, and consider how to remove it. The less 

animation you use, the faster your slides will load. 

For example, here’s a slide I use in an in-person presentation: 

 

In that presentation, the light bulb above the first head moves across 

the screen to the second head and back, tracing different paths across 

the slide in sync with my explanation. Although it’s very effective in 

an in-person presentation, I simply can’t afford that much movement 

on a webinar slide. 



“Build” slides 

There is one type of animation that is acceptable – and very useful – 

for webinar slides, and that is the idea of a “build” or a “reveal”. 

This is simply where you keep adding bits to a slide as you talk 

about it. 

For example, here’s a four-part sequence from one of my 

presentations, which builds a four-stage model in steps: 

 

 



 

 

As you can see, the final slide is quite detailed and could be difficult 

for the audience to grasp at first glance. That’s why I build it up in 

four steps. 

Fortunately, this doesn’t cause any problems at all for the webinar 

software. Because each step is simply adding to what’s already there, 

the software only has to transmit the bits that have changed on the 

screen each time – and that’s quite fast. 

So go ahead and use these slide “builds” to your heart’s content, 

without worrying about any adverse impact on your webinar. In 

fact, it helps your presentation, because you show parts of the slide 

as you’re talking about them. 

In practice, there are two ways to create these build sequences. You 

can either create separate slides, each with additional elements; or 

you can use PowerPoint’s “Custom Animation” feature to make 



elements appear on the click of your mouse. If your webinar 

software requires you to upload your slides beforehand, you might 

not be able to use the Custom Animation feature. 

On the other hand, if it allows you to show whatever’s on your 

screen (as GoToWebinar does), you can use either option. I’ve used 

both and I don’t see much difference one way or the other. The 

webinar software itself doesn’t know – or care – which method 

you’ve used; all it sees is a change on the screen, and that’s what it 

sends across the Internet. 

One word of warning, though, if you’re using the Custom 

Animation feature in PowerPoint: Don’t be tempted to use any 

special effects for making the elements appear or disappear. Just use 

the plain “Appear” or “Disappear” options. If you use anything 

more sophisticated – like dissolves or fades or flying in from the 

edge of the screen – it does slow down the slide, because now the 

webinar software has to transmit every little change within that 

effect. 

Remove transitions 

The same applies to transitions between slides. They are almost 

always unnecessary, and they will slow down the webinar display, 

so remove them. It doesn’t matter how simple or complex the 

transitions are; they all involve movement, and that’s the killer as far 

as webinar speed goes. 

Be especially careful if you’re using the presentation tool Prezi, 

which allows you to zoom around a “mind map” of your topic. It 

looks very impressive in an in-person presentation, but it’s terrible 

for webinar use. 

Eliminate waste 

If something is on a slide purely for decorative purposes, remove it. 

This applies especially to photographs, which are often used to add 

impact to a message. For example, here is a slide from one of my in-

person presentations: 



 

It’s a beautiful picture, which fits perfectly in the context of my 

presentation. But I would not use it in a webinar, because it would 

take 5-10 seconds to appear, and that’s just too slow. If I wasn’t 

willing to remove it altogether, I would adapt it for webinar use – as 

I’ll explain in the next point. 

This guideline also applies to other elements on your slides, such as: 

 Grid lines on a graph or chart (if they are needed, it usually 

means your graph is too complex) 

 3-d effects, such as reflections and shadows 

 Fancy borders around boxes 

You don’t have to eliminate every such effect in every slide. Just 

focus on the most glaring examples. 

Shrink pictures 

Many professional presenters have learned not to build the amateur 

style of slides, full of text and bullet points; and instead use attractive 

visuals. It seems a shame to lose these visuals just because you’re 

doing a webinar! 

Fortunately, there’s a happy balance: Keep the pictures, but make 

them smaller so they are sent more quickly over the Internet. 



Here’s that example again from my presentation, showing the in-

person version first and the webinar-friendly version after it: 

 

 

I can still keep the photo (which is important because I use the 

metaphor of an orchestra conductor), but now the slide is mostly one 

solid colour, so it’s much faster to send across the Internet. 

Use line drawings 

An even better option, if appropriate, is to use clip art, icons and 

shapes rather than photographs. Here is an example: 



 

By combining shapes, arrows and small photographs, you can create 

visually appealing slides that load quickly – for example: 

 

There are many professional icon collections available – search 

Google for “royalty free clip art” and “royalty free icons”. 

Remove audio 

If your slide show includes sound, audio clips or music, remove 

them unless they’re absolutely essential for your message. They can 



be very engaging for in-person presentations, but you can usually 

jettison them with no adverse effect on your webinar. 

If you do have essential audio – for example, an audio clip you want 

your audience to hear – check carefully how it is transmitted to your 

audience. Just because you can hear it through your speakers or 

headset doesn’t mean your audience can hear it through theirs. They 

only hear what’s coming through your microphone, so you’ll have to 

feed the sound into your microphone for them to hear it. 

Remove video 

Video takes even longer than audio to transmit over the Internet, so 

eliminate video if possible. If you really must show a video clip, cut 

it down to the absolute minimum length required so it’s transmitted 

as quickly as possible. Even better, send the video clip to the 

audience beforehand and ask them to watch it before coming to the 

webinar. 

Again, remember your audience probably can’t hear any sound in 

the video, because it’s only coming out of your speakers, not going 

into your microphone. 

Go Beyond PowerPoint 

In your first few webinars, your slide show might be your only use 

of visuals. However, if your webinar software allows you to share 

anything on your screen, as you get more experienced, you can 

expand your visuals to include other things. 

One of the most common examples is showing something on your 

Web browser – for example, a page on your Web site or an on-line 

tool you’re demonstrating. This is easy to do – you simply bring the 

Web browser window to the front, or switch your webinar view to 

that window – but there are a few things that make this work more 

effectively: 

 If you know what Web pages you will be showing, open them in 

your Web browser (in separate tabs) before the webinar starts. 



 Check that the Web pages open correctly, and aren’t showing 

anything inappropriate. 

 If you need to log in to pages, do that in advance as well. That 

saves a bit of time during the webinar, and avoids any 

possibility that you’ll accidentally expose your passwords to 

your webinar audience. 

 Avoid pages that need a lot of scrolling during the webinar, 

because scrolling takes time to transmit across the Internet. If 

you do need to scroll through a page, consider opening the same 

page in multiple tabs, and “pre-scroll” each one to the 

appropriate place. It’s quicker to switch tabs than to scroll. 

Apart from your Web browser, you might also show Word 

documents, Excel spreadsheets and PDF files in your presentation. 

Again, the key is to have them open and ready in advance, so you 

don’t have to fumble through them during the webinar. 

Standard Slides 
Each webinar you present will have its own set of slides, but you’ll 

find yourself using some standard slides every time – particularly 

for administration, logistics and the general webinar process. 

In this section, I’ll show you some of the standard slides I use. Of 

course, you will have to adapt them for your own webinars, but they 

can be a good starting point for you. 

Title slide 

Every webinar should have a title slide, with your webinar title and 

your name (and other presenters’ names). 

Optionally, you can include other information, such as sponsor 

names and logos, your contact information, or logistics information 

about joining the webinar. For example, when I have run webinars 

for Citrix, the company that owns GoToWebinar, they start the 

webinar with a slide showing how to connect to the webinar: 



 

I like to use a decorative photograph on the title slide to make it 

more attractive: 

 

Logistics 

Some participants will be new to webinars, so it’s worth explaining 

how a webinar works – for example, how to ask questions, whether a 

recording is available, whether you will keep questions anonymous, 

and so on. 



I start with a logistics slide like this: 

 

About the Presenters 

You’ll introduce yourself and other presenters early in your webinar. 

Include a slide showing their name, photograph and relevant 

credentials, to create a more personal connection with participants. 

For example, for my Internet Business Revolution webinar series, 

which is based on the content in my book “Fast, Flat and Free”, I 

include a picture of the book as well: 



 

This creates a link with the book, positions me as a published author, 

and subtly promotes the book. 

Overview 

It’s useful to also include some sort of overview slide early in your 

webinar. For example, you might simply show them how you’re 

planning to use the hour, like this: 

 



Alternatively, you could show an overview of the main areas you 

intend to cover, like this: 

 

Then, as you progress through the webinar, you can repeat this slide 

with a different section highlighted each time: 

  

Q&A 

If you have scheduled points in your webinar where you’ll stop for 

questions, insert a slide like this at those points in your slide show: 



 

Polls 

Similarly, when you stop for a poll, insert a slide with the poll 

question on it, like this: 

 

You’ll show this slide first, briefly describe the poll, and then launch 

the poll in the webinar software. This is better than launching the 

poll immediately, because you get the chance to add any specific 

instructions before people respond to the poll. It’s also useful if you 



have somebody else managing the polls, because they know exactly 

when they need to launch them for you. 

Take Action 

Some webinars end with a very specific action plan, in which case 

you should have a slide showing that plan. 

However, many webinars don’t end with specific actions, and it 

might be up to each participant to apply what they learned. In that 

case, it’s worth adding a slide towards the end, encouraging them to 

review and note their actions. For example, I often use a slide like 

this: 

 

What Next? 

At the end of your webinar, you might wish to add a final slide that 

clearly explains what happens next - for example, the recording, 

handouts, follow-up surveys, and so on. 

Here’s an example of the slide Citrix used at the end of a webinar I 

presented for them: 



 



Before the Webinar 

We still haven’t reached the webinar date itself yet! But there are 

important things you can do before that stage to make it more 

effective. By being professional even before the webinar, you achieve 

a number of objectives: 

 It builds rapport with your audience. 

 It reassures them and relaxes them, because it shows you know 

what you’re doing, even if they don’t (which could be quite 

common if they’re not used to the technology). 

 It demonstrates your competency and professionalism. 

 If you send them advance material, it prepares them for the 

webinar, so they get more value out of the time you spend 

together. 

 This material can include subtle references that boost your own 

credibility and authority. 

With this in mind, here are some more specific things to consider. 

Your Audience 

Send advance materials 

Is there anything they should read or prepare before the webinar? If 

so, make sure you tell them ahead of time. If you have a handout or 

worksheet, send it to them in the appropriate format (PDF if it’s 

purely for reference, Word or Excel if they need to edit it). 

If there’s a lot of material for them to read and digest, send it well in 

advance. And if it’s very important for them to do, keep reminding 

them about it in your reminder messages (below). 



Ask for their questions 

As I’ve mentioned earlier, conduct a simple survey to discover your 

audience’s most common questions and concerns. 

Don’t be afraid that asking your audience will weaken your position. 

On the contrary, it strengthens it, because it demonstrates you really 

care about their needs, not just your pre-packaged presentation. 

Have backup contact details 

Tell your audience how to contact you (or somebody else who’s 

handling the logistics) if they are having technical difficulties in 

connecting to your webinar. 

If this is a small webinar where you know all the participants, also 

get their phone numbers, so you can contact them directly if they 

don’t turn up or they are having technical difficulties. 

Send reminders 

Don’t assume your audience members will read, process, schedule 

and file your original webinar announcement. So many things could 

go wrong – the e-mail gets blocked, it goes to their Junk Mail folder 

by mistake, they file it and forget about it, and so on – that this is 

rarely a smooth process for everybody. 

So don’t rely on a single touch point. Send frequent reminders 

leading up to the webinar (although not so frequently that you 

become a pest). In particular, send a reminder either on the day 

before the webinar or on the day itself. 

The reminder doesn’t always have to look like a reminder. It could 

be providing additional information, such as a handout or 

worksheet, confirmation of dial-in codes, and so on. Make each 

reminder complete, so participants don’t have to search through past 

e-mails to find everything they need. 

GoToWebinar, the service I use, sends reminder e-mails 

automatically a week, a day and an hour before the webinar. 



Answer questions 

In the time leading up to the webinar, you might get questions from 

participants about how the webinar will run. Answer them politely 

and completely, even if they have already been answered elsewhere 

and the person just hasn’t read the instructions carefully! 

The most common question I get is about time zones – for example, 

what time the webinar will run in their city. Even though it’s 

frustrating to answer such simple questions (which they could easily 

ask Google, and save their time and yours), just accept that it’s part 

of your job, and reply politely. 

Your Slides 

Set up your slide show 

If your webinar software requires you to upload your slide show, do 

that now (after doing a final check that everything is correct). 

If your webinar software simply shows your screen during the 

webinar, you don’t need to upload your slide show anywhere. 

However, there’s one last thing you should do to ensure it will 

display correctly 

By default, when you display your show in PowerPoint or Keynote, 

it takes over the entire screen. This is exactly what you want for in-

person presentations. However, it might not work for a webinar, 

because the webinar software is also trying to control your screen, 

and this can cause problems (The audience will probably just see a 

blank black screen). 

The solution is easy, once you know it: Set up your slide show to run 

in a window. For example, in PowerPoint, go to the “Set Up Show” 

window and you’ll see this option: 



 

Now, when you run the show, it only takes over the PowerPoint 

window, and that’s ideal for the webinar. 

Create a preview slide show 

After one of my first webinars, one of the attendees suggested I 

create one extra “Help” slide for future webinars. That slide would 

have hints on how to get the most out of the webinar – such as using 

a headset, connecting a microphone, etc. 

I thought this was such a good idea that I expanded on it, and I now 

show a brief “preview” slide show before the webinar begins. This is 

simply a series of slides attendees can watch while waiting for the 

webinar to start. 

They include things like: 

 The title slide 

 The slide about me 

 The “Help” slide on how to get most out of the webinar 

 How to ask questions 

 An overview of what they’ll get 

 A few sample slides from the webinar itself 

I set up the slide show so each slide changes automatically after 15 

seconds and the show loops forever. I start this as soon as I open up 

the webinar line (about five minutes before the webinar starts), and 

let it play in the background while I’m waiting for people to join, 



testing a few microphones, and chatting informally with the “early 

birds” on the line. 

Know your slide sequence 

Both PowerPoint and Keynote have an option to run your slide show 

with a “presenter mode”, where the main slide show is being 

projected via a data projector but your own screen also shows the 

next slide to be displayed. This is very useful for in-person 

presentations, because you can mentally prepare for what’s coming 

up next. But this doesn’t work in a webinar because the audience is 

seeing your screen, not a separate data projector view. 

Of course, you can still make this work if you use multiple monitors 

(and that is becoming increasingly common nowadays). 

What I do instead is save the slide show as a PDF file, transfer it to 

my phone, and prop up the phone on my computer during the 

webinar: 

 

I can then scroll through the slides on my phone at any time to see 

what’s coming up next. It might sound awkward, but in fact it’s very 

easy because I know with 100% certainty there’s no way this can 

interfere with what my audience is seeing. 



Of course, you could also print the slides and keep the printout 

handy during the webinar (In PowerPoint, print them as Handouts, 

not Slides, and you can print them 9 to a page). Just be careful not to 

keep rustling the paper, because it will be distracting to the 

audience. 

Your audience can’t see you, so you can write lots of notes – even to 

the extent of scripting your entire presentation. 

Save as PDF 

Save your slide show in PDF format, and keep this as a backup copy 

just in case the PowerPoint or Keynote version doesn’t work during 

the webinar. There’s no reason for it not to work, but it’s reassuring 

to know you’ve got a PDF version available, just in case. 

The other use for the PDF version is in the more drastic case where 

the entire webinar software fails. If the presentation is really 

important, you have a fallback position where you e-mail the PDF 

version to the participants and ask them to join a telephone 

conference call instead. Of course, this isn’t as good as the webinar, 

but in an emergency it might be good enough. 

The Technology 

Find a “room manager” 

When presenting at a conference or other event, you might have had 

the good fortune to be assigned a room manager, who looks after 

your logistics, leaving you free to focus on your presentation. 

GoToWebinar allows you to hand over the logistics role to an 

“Organizer”, who plays the same role. They can: 

 Greet people as they join the webinar 

 Test a few microphones from audience members 

 Run the polls during the webinar 



 Manage the Q&A session for you – either by turning on 

microphones of people who want to ask questions out loud, or 

by reading out questions that have been typed in 

 Switch control to other presenters if you wish 

 Start and stop the recording 

Briefly, their job is to press all the right buttons at the right time 

(except for your slide show, which you should control yourself), so 

you don’t have to do this yourself. 

If you find somebody willing to be your Organizer – a business 

partner, trusted colleague or your PA – take advantage of this 

facility. It can be a big help, especially for your first few webinars. 

Test the technology 

If you don’t know the technology well, do a trial run. Also make sure 

all participants know how to use the technology. 

For you as a presenter, it’s extremely important your technology is 

reliable. If your audience members have technology problems, it’s 

inconvenient but tolerable. But if you have technology problems – 

even minor problems – it can be a disaster for the entire presentation.  

That’s why I highly recommend you reduce the chance of things 

going wrong: 

 If you are calling using a phone line, don’t use a mobile/cell 

phone, don’t use speakerphone, and don’t use a cordless phone. 

 Visit SpeedTest.net to test the speed of your Internet connection. 

 If you really must use less reliable technology, do whatever it 

takes to make it as reliable as possible. If you must use a 

mobile/cell phone, make sure it’s fully charged, you’re in a good 

reception area, and you’re not walking around. 

For example, when I conduct webinars from my home office, I use a 

“belt and braces” approach for Internet access. I’m connected to my 

ADSL broadband connection as usual, but I also have my wireless 

broadband modem by my side as a backup. 

http://www.speedtest.net/


I usually have my ADSL broadband connection into my home 

connected to a wireless router, so I can use my laptop computer from 

anywhere in the house. However, for webinars, I turn off the 

wireless connection and plug in the network cable, because that 

gives a more reliable signal. 

Practise! 

If you’re using GoToWebinar, use its Practice facility to practise your 

webinar before you do it live. You won’t be able to practise 

everything, of course – such as answering questions in the Question 

box or muting/un-muting participants’ microphones. But you will 

certainly be able to try out most of the other features. 

If you have any guest presenters, the practice session is even more 

important, to ensure they are also comfortable with the technology. 

I helped one client organise a webinar with a guest presenter, who 

unfortunately didn’t take the time to prepare properly for the 

webinar. He prepared his presentation, but was too busy (read: too 

self-important) to schedule a practice session with us, delivered the 

webinar from a noisy room, and used a brand-new headset he had 

never tested before. As a result, during the webinar his speakers 

didn’t work (fortunately his microphone did, so his audience could 

hear him; but I had to relay all the questions to him by typing them 

in a chat box), his slide show was too graphics-heavy for a webinar, 

and he handled the Q&A session very poorly. We muddled through, 

but it was certainly not at the level we expected. 



Running the Webinar 

In this chapter, we’ll go through the webinar itself, from start (in fact, 

from the few minutes before the official start time) to finish. 

Starting the Webinar 
The five minutes on either side of the start time can set the tone for 

the entire webinar. This is where your audience gets comfortable 

with the technology, you demonstrate your competency with it, and 

you put them in the right frame of mind for your objectives. 

Here are some things you can do to maximise your effectiveness and 

impact in these first few minutes. 

Create checklists 

I have created some standard checklists for use in my webinars. They 

give me a list of things to do before the webinar starts, in the first 

few minutes, and at the end. Using checklists means the webinar 

gets off to a strong beginning, and I get all the important logistics 

information done without thinking much about it. 

Here’s an example checklist: 



 

Create your own checklist that matches your needs.  

Choose a quiet environment 

Make sure you are in a quiet place, free from distractions and 

background noise. Some tips: 

 Close or stopper doors to prevent them from banging. 

 Close windows to reduce the background noise. 

 Turn off the ringer on your mobile phone (but keep the phone 

on, so you can get an emergency SMS from a participant during 

the webinar). 

 If you have other phones, put them on silent or take them off the 

hook. 

You also want to be sure your computer is running in a quiet 

environment, so: 

 Reboot your computer. 

 Turn off software that uses the Internet in the background, such 

as an automatic on-line backup. 

 Make sure your laptop is plugged in, and not running on battery 

power. 



 Close any software running in the background, especially things 

that pop up windows automatically – such as e-mail alerts, IM 

alerts, Twitter alerts, calendar reminders, and the like. 

 Close any software applications you won’t be using in the 

webinar. 

 Turn off your screen saver, just to be on the safe side – in case 

you have a segment of the webinar where you’re showing one 

slide for a long time without any other activity. 

 For the same reason, check your laptop power options, so it 

doesn’t go into Hibernate mode during the webinar. 

Prepare your software 

If you’re running a slide show, open it in PowerPoint or Keynote. 

If you’re showing other software during the webinar, open that as 

well. For example, if you’re going to be visiting a number of Web 

pages, have them already open in different tabs in your Web 

browser. This saves time during the webinar, because your audience 

doesn’t have to sit and wait while you find the Web addresses or 

type them in, and doesn’t then have to wait for the Web pages to 

load. 

Similarly, if you’re planning to show documents, spreadsheets, 

reports, drawings or other things not already in the slide show, have 

them open and waiting in the background. 

Start the webinar software 

Now you’re ready to start the webinar software. This doesn’t mean 

you’re opening the line to your audience; it just means you’re 

starting the software for yourself, so you can test it and iron out any 

kinks. 

How much time do you need for this? It depends on the webinar. 

For my regular eGuru member webinars, which are fairly low-risk 

events because they are for people who know me and are 

comfortable with the technology, I usually start the software about 

10 minutes before the webinar starts, and then open the line to 



participants at 5 minutes before. This doesn’t allow much time if 

there are problems, but I know this audience well, and they’ll be 

tolerant if some technology glitches delay the start by a few minutes. 

Even if there’s a major problem that forces the entire webinar to be 

cancelled, they will forgive me. 

On the other hand, if it’s a more important webinar – for example, if 

people are paying for this particular webinar, or there’s a tight 

schedule which means I can’t afford any delays, or there’s a tight 

deadline which means I can’t afford to re-schedule it – I’ll allow 

more time. Perhaps I’ll start 20 minutes early to test my own 

technology, and open the line 10 minutes later for participants to join 

and test their own technology. 

If there are guest presenters involved, this introduces yet another 

variable, so I will start even earlier – perhaps 30 minutes ahead of the 

official start time. I’ll ask my guest presenters to join at the same 

time, and we can test the technology, resolve any last-minute issues, 

and review the procedure among ourselves. 

Start the broadcast 

Until now, anybody who has logged in will be sitting patiently 

watching the webinar software’s welcome screen. Now it’s time to 

open up the webinar to them so they see your screen and connect 

their audio (microphones and speaker). GoToWebinar calls this 

“starting the broadcast”. 

If you have created a preview slide show, as I described earlier, start 

that before you start the broadcast. If you don’t have a preview slide 

show, open your main presentation at the title slide. 

If your webinar software allows you to select which window you’re 

showing to the audience, choose this one. 

Also close any other windows you’ve been using while testing the 

technology. 



If you have guest presenters on the line, decide whether you’re going 

to open their microphones now. I usually do, so they too can greet 

the participants as they join. 

As soon as you start the broadcast, your participants will be able to 

see your screen (or window), and will be able to hear you speaking. 

In fact, they expect to hear you speaking, so say something soon, 

otherwise they will wonder whether their sound is working. I 

usually say something like this: 

“Hello everybody, this is Gihan Perera. We’ve got people 

logging in to the webinar now. Welcome. We haven’t started yet. 

The slide show you’re seeing on your screen is just a preview 

show – you haven’t missed anything. We’re starting in 4 

minutes, so for now we’re just chatting among ourselves.” 

I then repeat this every few minutes until the start time. 

Test the participants’ technology 

When the first people join, ask them to confirm your technology is 

working. I usually say something like this: 

“I’d like to know that the technology is working. So could you 

please do me a favour: If you can see my screen with my 

preview slide show, could you please just raise your hand in the 

GoToWebinar control panel … Great. Thanks, Maree, John, 

Phillippa … That means all the technology is working just fine. 

I’ll just lower everybody’s hands now.” 

If you plan to turn on audience microphones during Q&A time in 

the webinar, you could also invite the early participants to test their 

microphones if they wish. I usually say something like this: 

“I do want to give you the opportunity to ask questions out loud 

during the webinar. So if you’d like to test your microphone 

now, before other people arrive, just raise your hand again in the 

control panel and I’ll turn your mic on.” 



Start on time 

Start on time, even if everybody in the audience hasn’t arrived yet. 

Of course, this advice needs to be taken in the appropriate context – 

for example: 

 If most of your audience members are struggling with the 

technology, it’s appropriate to delay the start because the 

circumstances were out of their control. 

 If it’s a small group where everybody knows everybody else, 

you might ask them whether they’d like to start or wait for their 

colleague. 

However, as a general rule, respect your audience’s time, and start 

on time. 

Start the recording 

I recommend you record all your public webinars, and even most of 

your private webinars. However, if you’re discussing a sensitive 

topic, you might decide not to record the webinar, and in that case 

state clearly it’s not being recorded. 

But assuming this isn’t the case, record it. It’s easy to do, so even if 

you don’t use the recording, it hasn’t cost you much to do it. This is 

not always true of an in-person presentation, where doing a 

professional recording can sometimes take a lot of time, effort and 

money. 

Explain you’ll be recording it, like this: 

“Please have pen and paper handy, so you can take notes and 

ask questions when we open up the line for discussion. 

I’ll also be recording the webinar so you have access to it 

afterwards on my blog www.GihanPerera.info. 

I also always remind people to be careful what you say! 

Remember that the people watching it aren’t only the people 

here now, but might be watching the recording later. So don’t 



disclose any private or confidential information unless you’re 

happy for the world to hear it.” 

Explain the protocol 

For some people, this might be their first experience on a webinar, so 

they don’t know what to expect. Even worse, this might not be their 

first experience on a webinar, but their previous experiences might 

have been webinars that have been run very badly. 

You can allay their concerns – and, as a result, improve their 

participation – by telling them what to expect. As the presenter, it’s 

your job to set the ground rules at the start: 

 Explain the process of the webinar – for example: 

“For the first 15 minutes, I’ll give you a brief overview of [your 

topic]; then I’ll open up the webinar for questions; then I’ll spend 

20 minutes helping you work through the process for yourself; 

then the final 10 minutes will be an opportunity for you to ask 

me any clarifying questions.” 

 Tell participants how to interact with the presenters – for 

example: 

“If you have a question, click the ‘Raise Hand’ icon on your 

screen. When we come to question time, I’ll open your mic so 

you can ask your question. Alternatively, if you don’t have a 

mic, you can type your question into the Questions box and I’ll 

ask it out loud for you.” 

 Tell participants when they get the opportunity to interact, and 

what their interaction should be about. 

In the example above, you clearly describe when you will be 

opening the line and what input you are seeking. 

Introduce and position key people 

In some situations, it’s appropriate to introduce a few key people – 

such as guest presenters, other facilitators or even certain key 

members of the audience. 



Briefly introduce each person and clearly state their role and purpose 

for being on the webinar. This helps other participants to 

communicate at the right level with each other and also helps control 

the input you want from everyone. 

For one of my webinars, when I knew many of the participants and 

wanted to encourage them to participate in the webinar, I started 

with this slide: 

 

I don’t recommend this for all your webinars, but in some cases it 

can be appropriate. It increases rapport among the participants and 

makes them feel more part of an “audience”. 

Give them an outline 

The most basic presentation advice – which you’ve probably heard 

before – is: 

“Tell them what you’re going to tell them. Then tell them. Then 

tell them what you told them”. 

In other words: Give them an overview, then the body, then a 

summary. This helps your audience follow along and keeps them 

engaged. 



This is not the time for random thoughts, off-the-cuff speaking or a 

stream-of-consciousness presentation! Think “paint by numbers” 

rather than “Picasso masterpiece”. 

So, for example, if you have four main points, tell them that in your 

opening remarks; and then count them off as you get to them (“So 

let’s move on to point 3: Future projections”). 

During the Webinar 
We’ve already covered some of the things you do during the 

webinar in the previous chapter. Here are some more tips and 

techniques to use at any time in the presentation. 

Be alert and aware 

If you’re new to webinars, there’s a lot to do. I don’t want you to feel 

overwhelmed by everything, but I also don’t want you to go too far 

the other way and get complacent. 

Even if you’re an experienced presenter, you won’t necessarily be 

just as effective in a webinar. In fact, your experience can count 

against you, because you might not realise just how much you take 

for granted in an in-person audience – subtle visual cues, your 

gestures, walking across the stage and through the audience, an 

encouraging glance from an audience member, a glare at a 

distraction in a corner of the room, and so on. You’ll be without them 

in the webinar. 

Own the environment 

Participants expect you to take the lead and be in control of the 

experience. They expect you to be competent with the technology so 

it flows smoothly, and confident enough to manage it when things 

go wrong. 

You can’t prevent every possible problem, but your audience expects 

you to maintain control and composure if something does go wrong. 

I’ll cover this in more detail later. 



Be upbeat and energetic 

Maintain the energy by keeping the webinar moving and on track. 

This can be difficult when you’re presenting to what seems like an 

empty room. You just have to imagine the audience as if they were 

there with you. 

One way to combat the “empty room syndrome” is to start the 

webinar broadcast early, and use that time to chat with people as 

they join the webinar. This calms your nerves and helps reinforce the 

notion there is an audience out there! 

Another way to address this issue is to design a brief Q&A segment 

early in the webinar – just so you get to hear somebody else’s voice. 

Be careful, though – if you do this too soon, there won’t be any 

questions, and the deadly silence has the opposite effect you 

intended! 

Just because your audience can’t see you doesn’t mean you should 

remain like a statue. Use gestures, facial expressions and movement 

– not to help the audience, but to help you be as expressive as you 

would in an in-person presentation. 

Some presenters prefer to speak while standing, just as they would 

do in an in-person presentation. If you find this works for you, get a 

headset with a long cord so you can pace around the room while 

speaking. 

I often point to the screen – with my hand, not my mouse – during 

webinars. I know the audience can’t see me doing it, but it feels 

natural to me – certainly more natural than keeping my hands still. 

Of course, I have to keep in mind the audience can’t see this, so I 

have to explain it out loud as well. 

Know your speaking pace 

Because of the lack of feedback, it’s more difficult to pace yourself. 

You might find yourself speaking faster or slower than usual – 

probably slower. Use the practice session to find out whether this is 

the case, so you can be aware of it during the webinar. 



Stay in control 

Your audience generally starts by holding you in high regard. 

Because you’re the presenter, they’ll assume you’re professional, 

credible and have authority; and will give you the benefit of the 

doubt (Unless you give them reason to change their mind)! 

Take advantage of this assumed high regard. Be confident, be 

assured, and start with a strong opening. 

In particular, don’t ask for questions too early in your webinar. At 

least give an overview of your topic and enough material for your 

audience to confirm their view you’re credible, professional and 

authoritative. This positions you strongly, so when you do open the 

line for questions, you can manage that interaction from the same 

position of strength. 

I sometimes deliver free 45-minute webinars as a marketing tool to 

get new clients. I position them as “question and answer sessions”, 

and say, “Ask me anything you like about [the topic]”. But to ensure 

I still establish credibility and authority, I follow a clear structure 

rather than opening it as a “free for all”: 

 In the first 10-15 minutes, I deliver a mini-presentation about the 

topic. This sets the ground rules for the questions, and clearly 

establishes me as an expert. 

 I then follow this with answers to questions sent in advance 

(which I’ve asked for prior to the webinar). Because I’ve had 

time to prepare for these questions, I put a lot of time and effort 

into the answers – including research, Web sites, case studies 

and anything else that’s relevant. This reinforces my authority, 

and rewards people who asked questions in advance. 

 Only then do I open the webinar for general questions from the 

audience. By this time nobody is in any doubt they’re listening to 

an expert. Even the most challenging questions are now easy to 

manage, because the audience is so clearly on my side. 



Pace slides 

We’ve covered most of the issues about your slide show earlier. But 

there’s one additional technique to understand during your 

presentation. 

If a slide has a lot of information, and you suspect it will take a few 

seconds to load, plan to start speaking about it as it is loading. In 

other words, script your wording so the first few words don’t 

depend on what’s on the slide. This means your participants can 

listen to your words while the slide is loading. 

This is easier than it might seem. All it means is you don’t jump in 

immediately and talk about something the audience has to be able to 

see. 

For example, if you have a slide showing detailed sales figures, don’t 

narrate it like this: 

“[click for slide] As you can see, the Georgia branch is 18% down 

on last year’s sales, compared with the rest of the region. When 

you compare that with ... [slide finally appears]” 

Instead, you “stall for time” in the first few seconds, so the 

technology can catch up – like this: 

“[click for slide] Now we’ll look at the Georgia sales figures and 

see how they compare with the rest of the region. Keep in mind 

the figures you’re going to see are to the end of December, so 

next month I’ll be updating them to show the January and 

February figures as well. [slide finally appears] As you can see 

...” 

Ending the Webinar 
The way you finish your webinar can have as much impact as 

anything else. A weak ending can destroy a strong presentation; and 

a strong ending can sometimes overcome weaknesses elsewhere in 

the presentation. 



I’m not suggesting you have to end with a high-energy, standing 

ovation type of ending. Rather, your audience should hang up with a 

sense of achievement, a sense of satisfaction it’s been time well spent, 

and with a clear idea of what to do next. 

If you’re an experienced presenter, some of the things in this section 

will be familiar to you. However, I’m repeating them here because 

they are more important than ever in the webinar context. 

Plan your conclusion 

Many presenters put a lot of time into their opening, but forget about 

preparing their conclusion. It’s an easy trap to fall into, especially if 

you keep practising your presentation from the start every time. 

Don’t make this mistake. Give the ending the time and focus it 

deserves. In particular, when preparing for it, review your original 

objectives for the webinar, and focus on summarising these 

outcomes in your ending. 

Make sure you also include a clear list of action points for your 

audience to take away. Even if you’ve asked them to note this during 

the webinar, it helps to summarise them at the end. 

If possible, include at least one simple action they can do almost 

immediately. If every action is difficult or time-consuming, it can 

discourage them from doing anything at all. One simple action gives 

them a psychological head start, which can then motivate them to do 

the others. 

Don’t end with Q&A 

Many presenters make the mistake of ending by asking, “Any 

questions?” This is a poor way to end your presentation, for a 

number of reasons: 

 Q&A sessions generally have lower energy than the rest of the 

presentation, so you end on a low note. 

 If nobody has any further questions, your presentation simply 

peters out. 



 Even if you do have questions, you’re leaving the conclusion in 

the hands of the audience, rather than controlling it yourself. 

I’ve seen experienced presenters forget this when doing webinars. 

Perhaps they feel less connected to the audience, so they feel it’s 

important to “check in” at the end. 

By all means, include a Q&A segment near the end of your 

presentation, to answer any final questions and concerns. But always 

have your own conclusion prepared, so you can follow the Q&A 

session with this strong ending. 

Summarise 

Summarise your main points at the end of the webinar, to give 

participants a clear description of the material you covered. Of 

course, you would probably do this anyway in an in-person 

presentation. But it’s even more important in a webinar, because it’s 

difficult to keep participants fully engaged, so the summary is vital 

for participants to “catch up” in case they were distracted earlier.  

Ask them to take action 

For the same reason, make a point of asking them to write down 

specific actions they’re going to take away from the webinar. You 

might even choose to ask a few people to share their actions publicly. 

Finish on time 

Do your best to finish at the advertised time. It’s unprofessional to 

run over time, and you’ll lose your audience’s attention anyway. 

Some participants have other appointments immediately afterwards, 

so you might lose them altogether. 

Ask for value received 

If you’re confident the webinar went well, you might ask a few 

participants to briefly share the value they received from the 

webinar. This helps reinforce the positive experience, for themselves 

and others. 



End call with thanks 

Remember to reward participants by thanking them for their time. 

Acknowledge any participants who made a special effort to attend or 

who made a special contribution (which includes your guest 

presenters, of course). 

Hang up 

At the end of the presentation, hang up. Don’t wait around to talk 

privately to people in the audience. It is completely appropriate to 

talk to them if they ask for it, but call them back instead. This way, 

your webinar remains a clean, clear event; and everything else 

happens outside that presentation space. It also means you can be 

sure there aren’t other people eavesdropping on your conversation. 



After the Webinar 

Recording Your Webinar 
Recording your webinars has many advantages: 

 You can review it yourself, to assess your performance and learn 

what to do differently next time. 

 People who couldn’t attend the live webinar, or who had trouble 

with the technology, can still get access to it. 

 People who were on the live webinar can watch it again, to 

reinforce the ideas or review something they didn’t quite 

understand the first time. 

 You can sell it as a product, or offer it free as a marketing tool. 

Recording the webinar is usually easy (for example, in 

GoToWebinar, just click the Start Recording button on your control 

panel). However, there are some important things to consider when 

recording and publishing a webinar. 

Should you record it? 

For most webinars, I recommend you do record them – for the 

reasons I’ve just explained. However, there might be some 

exceptions – for example, when discussing sensitive issues. In this 

case, you might explicitly decide not to record the presentation. 

An option that lies in the middle is to record it but only distribute it 

to the participants themselves for reference. This is a good option in 

some situations, and sometimes it’s the only appropriate option 

anyway (for example, if you’re doing an in-house training webinar 

for an organisation). 

For one of the special interest groups in my eGurus Community, our 

main means of communication is by monthly webinar. We decided 



not to record these webinars, partly for confidentiality reasons, and 

partly because we’re asking members to make a commitment to 

attending the webinars live rather than listening to a recording. 

Be clear and up-front about it 

If you’re recording the webinar, say so right at the start and explain 

how you’re planning to use the recording. 

Earlier in the book, I gave an example of the wording I use: 

 “I’ll also be recording the webinar so you have access to it 

afterwards on my blog www.GihanPerera.info.” 

If I’m not making it publicly available, I’ll say something like this: 

“I’ll also be recording the webinar, and it will be available to 

members of the eGurus Community. I know some of you are 

already members, and if you’re not I’ll give you more 

information about that later.” 

It’s important to state not only that you are recording it, but also how 

you’ll be using it later. That way, participants know how at what 

level they can engage and disclose information. 

One consultant I know was running a group mentoring program 

with regular webinars. Because it was a small group program, the 

participants felt comfortable sharing detailed aspects of their 

business with other participants. They knew the webinars were 

being recorded, but didn’t mind because they were only available to 

others in the group. 

However, the consultant faced a dilemma later when he wanted to 

sell the webinar series as a product. Some of the participants felt 

uncomfortable their confidential statements were going to be made 

more public. They were right, of course, because the “rules of 

engagement” had changed. The consultant, to his credit, offered 

everybody the opportunity for their comments to be removed from 

the recordings that were part of the product he sold. 



Start recording 

Choose when you’re going to start the recording. 

The safest option is to start the recording as soon as you log in to the 

webinar software, even before you start the broadcast for your 

audience. This way, you get it out of the way as part of your initial 

checklist, and don’t have to worry about forgetting it when you’re 

busy with greeting people, testing microphones and everything else 

you do before you start the presentation. 

However, doing it this way means you have to edit the recording 

later to remove the unnecessary bits at the start. Although this is no 

big deal, it does require using video editing software, which is not 

the easiest software to understand and use. If you’re planning to use 

it anyway (for example, to “top and tail” the recording), that’s fine; 

but if you can avoid it altogether, so much the better. 

Wherever possible, I prefer to avoid this editing. So I start the 

recording when I formally start the presentation – in other words, at 

the official start time. In fact, I announce this to the audience like 

this: 

“OK, according to my clock, we’re at the start time. So I’m going 

to pause the screen, start the recording, and start formally ... 

[Start the recording] Hello, this is Gihan Perera, and welcome to 

this webinar, titled ...” 

You might choose to delay the start of the recording even further, so 

people watching the recording don’t have to sit through all the 

“housekeeping” things, like how to participate in Q&A segments. 

Keep this in mind when planning the sequence of the webinar, so 

everything important is still included in the recording. For example, 

you might need to repeat your title slide after the housekeeping 

section, so it gets included in the recording. 

Pause recording? 

For most webinars, you’ll keep the recording running during the 

entire webinar. However, your webinar software should give you 



the option to pause the recording during the webinar, if you wish. 

You probably won’t use this option often, but it is useful at times. 

For example, if you’re planning to sell the recording as a product, 

you might decide not to include the Q&A sessions, either to protect 

the audience’s privacy or simply because you want a more compact 

product (I generally don’t do this, by the way – I do include the Q&A 

sessions in my recordings). In this case, you can pause the recording 

during the Q&A sessions – but remember to start recording again 

after the Q&A segment is finished! 

At the end of each year, I present a webinar entitled Expect More 

From The Year Ahead for my network, to help them plan their on-line 

strategy for the coming year. I deliver it as a coaching session, which 

means I ask lots of questions, interspersed with long periods of 

silence to give them time to answer the questions for themselves. For 

example, here’s one of my question slides (there were 9 of these 

throughout the webinar): 

 

During the periods of silence, I turn off the recording, so people who 

watch it later could pause the recording to answer the questions at 

their own pace. 



Stop recording 

If you don’t stop the recording yourself, the webinar software will 

do it for you when you end the webinar. That’s usually an 

appropriate place to stop the recording, but again you might choose 

to stop it earlier for some reason – for example, if you have some 

announcements at the end, or you’re having an informal chat with 

participants, or you’re chatting with your guest presenters about 

their experience. 

Editing it 

As I mentioned earlier, if you can avoid editing the recording, do so. 

However, you might choose to edit it anyway – to chop off 

unnecessary bits at the start and end, to “top and tail” it with your 

branding, and so on. 

Both the Mac and PC come with video editing software (Movie 

Maker for the PC, iMovie for the Mac), and these are both more than 

adequate for the sort of editing you’ll do to your webinar recording. 

If you don’t know how to use this software, there are a number of 

on-line tutorials available – just search Google for “movie maker 

tutorial” or “imovie tutorial”. 

If you’re going to “top and tail” the recording – which simply means 

adding branding to the front (top) and back (tail) of the recording – 

consider whether you’ll do it with static slides, music or even a video 

clip. Most people just do it with a static slide, perhaps with 

background music and a voiceover. That’s fine, but you can make it 

classier by using a video clip instead. 

I do this with some of the videos I post to my YouTube channel 

GihanPerera.tv: 

http://www.gihanperera.tv/


 

This is not just a still picture; it’s part of a short video clip of a 

spinning globe, shooting beams of light and my branding (the 

“GihanPerera.tv”) fading in. This didn’t take cost much. I simply 

bought the video clip from iStockphoto, at iStockPshoto.com, for 

about $25; added a royalty-free audio clip in the background, and 

merged it with the fading-in text – all using simple video editing 

software. Even if you don’t want to do this yourself, you can ask a 

video editing professional to do this for you once, and you can then 

re-use it for each video. 

Extracting audio 

There’s one other option, which you might only use rarely: 

Publishing only the audio, without the visuals. This isn’t common, 

because for most webinars the visuals are an important part of the 

experience. However, if you’re using the webinar technology to host 

some sort of conference call, audio interview or teleseminar, you 

might decide the visuals aren’t necessary. 

For example, my regular Social Media and Internet Marketing Forum is 

a webinar where I’m facilitating a discussion between participants. 

Because it’s a discussion rather than a presentation, I use very few 

slides, and those I do use aren’t essential for the recording. So I when 

I publish the recording to my blog, I extract the audio file and make 

it available as an MP3 file: 

http://www.istockphoto.com/


 

The advantage of providing an audio-only option is that people can 

download it to their iPod, phone or other MP3 player (or even burn 

it to a CD), and listen to it while doing other things. 

Distributing it 

If you’re only providing the webinar to participants for reference, all 

you need to do is send them a copy of the file. Your webinar 

software should provide it in some sort of common video format 

(GoToWebinar uses WMV files, for example, which work on both PC 

and Mac). 

Don’t send it as an e-mail attachment because it’s a video file, so it 

can be a very big attachment. Instead, use a service like 

yousendit.com, which uploads the file to a Web server and then 

sends your participants a link to the file. That way, they get a small 

e-mail message, and can download the larger file later. These 

services usually have a time limit for keeping the files (YouSendIt, 

for example, deletes files after 7 days), so remind your participants to 

download it before the link expires. 

Another option, especially if you’d like to make the file available 

without any time limits, is to use the free Dropbox service, at 

Dropbox.com. Dropbox is a file upload service with a very easy user 

interface (it’s basically an FTP service, for those who know what that 

means). The free version includes 2GB of space, which is very 

generous (For my typical one-hour webinars, that’s enough for about 

20 webinars; and of course, I can delete files to keep reusing that 

space). 

http://www.yousendit.com/
http://www.dropbox.com/


If you’d like to learn about using Dropbox, visit my YouTube 

channel at GihanPerera.tv and look for the five-minute video I’ve 

created about Dropbox. 

Publishing it 

If you want to do more than just pass on the recording for reference 

purposes, you probably want to publish it on-line – either to a public 

place like your blog or Web site, or to a private page if you’re selling 

it as a product. 

Either way, you’ll be “embedding” the video in a Web page (the way 

you would embed a YouTube video), like this: 

 

The easiest way to do this is by using one of the many video hosting 

services available. You can’t use a basic YouTube account because 

the recording is likely to be longer than 15 minutes; but there are 

many others – including Viddler, Vimeo, Hipcast and SproutVideo. 

The advantage of all these services is they operate completely on-line 

– there’s no software to download and install, and you don’t need 

your own Web server space or extra bandwidth. You simply log in to 

your account, upload the video file, and it gives you a bit of HTML 

code to embed into a Web page. 

http://www.gihanperera.tv/


The service I use is SproutVideo, at SproutVideo.com, which has a 

number of very affordable hosting plans for uploading video files. 

You can make your videos public or private, or embed them into a 

Web page or blog post. 

Download Reports 
If your webinar provider creates a report for the webinar, download 

it and review it briefly. 

The exact reports will vary for each provider, but they can include 

the following: 

 Who actually attended, and for how long they were on the 

webinar 

 Their level of interest during the webinar 

 Specific questions they typed in the questions area or chat room 

 Their response to each poll question 

 Their response to the post-webinar survey 

You can use this information to follow up with individual 

participants. For example, you can respond to questions that you 

didn’t have time to answer during the webinar, contact people who 

explicitly asked you to do so, or send tailored information 

depending on their poll responses. 

You can also use some of this information to assess your own 

performance – as we’ll see later. 

Follow Up 
If a webinar didn’t end with any specific actions for you, you don’t 

have to follow up with participants. However, a follow-up message 

adds an extra touch point in the process, and helps to reinforce your 

value. 

Consider the following items for your follow-up message (which is 

usually sent by e-mail). 

http://www.sproutvideo.com/


Thank your audience 

Thank them again for being on the webinar and for participating. 

Remind them of the key points and action items. 

If nothing else, this prevents “buyer’s remorse”, in case any audience 

members might be thinking they wasted a valuable hour of their life. 

Circulate action items 

If the webinar involved important agreements or actions, summarise 

them in writing. Do this sooner rather than later, so they do it while 

it’s fresh in their mind and it improves the overall turnaround time. 

This might not apply if your webinar was mostly a presentation, but 

could be extremely important if it was more of a meeting or 

discussion. 

Send the recording 

If you recorded the webinar and promised to make the recording 

available to your audience, do this as soon as possible. They’re more 

likely to need it now, in order to check something they missed the 

first time, than any time later. 

Send follow-up material 

If you promised anything else during the webinar – answers to 

questions you couldn’t answer on the spot, a special report with 

more information, a copy of the presentation slides, and so on – send 

that as soon as possible. It demonstrates your professionalism, and 

gives the audience everything they need to get full value from your 

presentation. 

Encourage feedback 

Ask your audience to share their experience of the webinar with you 

– both positive and negative. 

Respond to all feedback, especially the negative feedback, so the 

respondents know you do value their comments. If there’s a way to 

address any negative comments, do so. For instance, if somebody 



had trouble with their technology and missed segments of the 

webinar, you could make a special note to send them a recording. 

Even though it’s not the same as being there live, it might impress 

them even more because you went to the effort of doing something 

special for them. 

If you receive positive feedback you can use as a testimonial, write 

and ask for their permission to do so. Most audience members will 

happily agree – after all, they were happy. 

Review Your Performance 
Regardless of how well or poorly you think the webinar went, 

review your performance so you can use it as a learning opportunity 

for the future. I suggest you don’t do this immediately, when you’re 

still caught up in the emotion of delivering the webinar. Leave it 

until you’re calmer – even a day or two – and can take a more 

objective view. 

The first stage is to ask yourself what went well in your presentation. 

This has two aims: It acknowledges your success, and it identifies 

things to keep doing in the future. 

With this in mind, answer these questions: 

 What went as planned, or better? 

 What unexpected pleasant surprises did you find? 

 What unexpected situations did you handle with grace? 

 What new things did you attempt that worked well? 

 What new insights did you gain? 

Now turn your attention to the things that – in your opinion – didn’t 

go as well as intended. Although this might be less pleasant, it’s 

often the opportunity for your greatest learning. Here are some 

questions to consider: 

 What didn’t go as well as planned? 

 What did you plan, but not even include? 



 What unexpected situations caught you off guard? 

 What new things did you attempt that didn’t work as well as 

expected? 

 What new insights did you gain? 

Be as impartial as possible when making these lists. Don’t fall into 

the trap of criticising yourself, and don’t yet start thinking about 

how to improve. Just take the role of an impartial observer, making a 

list. 

The next step is to examine these lists to create improvements for 

your next webinar. 

Start with whichever list seems easier to you. The list of positives 

might seem more attractive, but you might find it easier to “fix” the 

negatives than to “enhance” the positives. On the other hand, you 

might feel better working on the positives first. 

One word of caution: Don’t be too hard on yourself! Keep in mind 

that you don’t have to be the perfect webinar presenter; you just 

have to achieve your outcome. 



Special Situations 

Handling Q&A 
If you’re an experienced presenter, even if it takes a bit of practice to 

learn the technology, you’ll soon find it fairly easy to make a 

webinar presentation. However, Question & Answer sessions can be 

the most intimidating part of your presentation – not because of the 

questions themselves, but because this is really where it’s important 

to get the technology right. 

In this section we’ll look at various techniques for managing your 

Q&A sessions effectively and gracefully. 

Do you want Q&A? 

First, decide whether you’re going to open up the webinar at all for 

Q&A. If you don’t, you’ll find it easier to conduct the webinar. 

However, you and your participants might feel less connected to 

each other. 

It doesn’t have to be an all-or-nothing issue, though. You could 

strike a reasonable balance by asking people to e-mail you their 

questions before the webinar, and then answer only those questions 

during the Q&A segments of your webinar. This gives the audience 

some level of engagement, because they know you are answering 

their questions; while it still keeps you in full control. 

I do this with my 45-minute webinar about Internet marketing, 

which I promote as a “Q&A webinar”. I encourage people to send 

me questions in advance, and tell them I give priority to those 

questions. That means I know at least some of the questions in 

advance, and I can prepare my answers. During the webinar, when 

I’m answering a question, I’ll show it to the audience on a slide: 



 

Choose the medium 

The webinar technology usually gives you more than one way for 

the audience to ask questions. Typically they can either ask their 

question out loud or type it in to a chat window. 

One webinar expert says you should only ever take questions 

submitted by the chat method, and never open up any audience 

member’s microphone. His reasoning is that this allows you to 

control the sequence of questions, summarise rambling questions 

into a more succinct form, and avoid difficult or sensitive questions. 

He has a point, but I don’t think this should be an all-or-nothing 

rule. In fact, I would rather advise the opposite approach: Always 

allow questions out loud, unless there’s a good reason to avoid it. 

Allowing the audience to speak makes the webinar more interactive 

and engaging, and makes the audience feel more involved. 

A third option, separate from the webinar software, is the 

Wallwisher service, at Wallwisher.com, which I mentioned earlier in 

the context of gathering questions in advance: 

http://www.wallwisher.com/


 

You can use this for taking questions during the webinar itself as 

well. Simply tell people at the start of the presentation you’ll be 

doing it this way, give them the Web address, and ask them to post 

their questions there. 

If you’re new to webinars, start with something simple – perhaps 

only taking questions in advance, and then working your way up to 

the more complex options. 

Schedule the Q&A 

If you are going to include Q&A, allow time for it in your webinar 

(so you don’t get rushed towards the end) and schedule it into 

certain places. The webinar technology allows you to take questions 

at any time, but it’s easier for you if you have certain planned times 

for Q&A. 

With my webinars, I’ll often display a slide indicating it’s time for 

questions: 



 

Prepare the audience 

Q&A is as daunting for the audience as it is for you. They don’t 

necessarily know who else is in the audience, they’re not sure if their 

technology is working, and they don’t know how you’re going to 

respond to their question. So make it easier for them by explaining 

the process – for example: 

 At the start of the webinar, explain you are going to have Q&A, 

and explain how it will work (for example, with GoToWebinar, 

explain they can ask questions in two ways – by raising their 

hand or typing the question). 

 Reassure them you won’t be calling on them directly unless they 

ask a question. 

 As you end each topic in the webinar, if you’re not planning to 

go directly into a Q&A segment, remind them to write down 

their questions for the later Q&A segment. 

 At the start of each Q&A segment, remind them again about 

how they can participate. 

 At the end of the webinar, invite them to e-mail you any further 

questions (If you decide to offer this service). 



This might seem like a lot of work, but in fact it doesn’t take up 

much time during the webinar. So it’s a very small investment of 

time for the potential reward of having smooth and effective Q&A 

sessions in your webinar. 

Keep it relevant for everybody 

When you open the webinar for questions, you’re opening up the 

possibility your presentation can go off track. This isn’t a reason to 

avoid questions; it’s a reason to learn how to manage them 

effectively. 

The most important rule is: Keep it relevant. 

If somebody asks a question you know will take you off track, give a 

brief answer, and offer to give them more details privately after the 

presentation. That will almost certainly satisfy them, and will earn 

you the respect and gratitude of the rest of the audience. 

You can do the same thing if somebody asks a question that’s too 

specific. Alternatively, you could use this as an opportunity to 

expand the question so it does involve everybody, like this: 

“So, Johann, your question is about handling hostile customers 

on a telemarketing call. In fact, this is just one example of the 

five-step S.M.A.R.T. process for dealing with difficult situations 

in the workplace. So let me talk about that briefly … [and you do 

so]. So, for you, Johann, you can see how this applies – 

particularly step 3 – to the telemarketing call.” 

This is an elegant way to answer an individual’s question while still 

keeping the rest of the audience engaged. 

You don’t have to know everything 

If you don’t know the answer to something, say so and promise to 

look it up later and send them the answer by e-mail (and make sure 

you do so)! Of course, if you do this for every question, you’ll be 

seen as ignorant. But if you do this occasionally, your audience will 

respect your honesty. 



Share the questions around 

Be careful not to let one person dominate the entire Q&A session, 

especially if other people are waiting to ask questions. This is not so 

much about handling a difficult participant; it’s more about giving 

other people a chance to contribute. 

Sophisticated webinar systems such as GoToWebinar allow you to 

control each person’s microphone individually. So you can quickly 

see how many people are waiting to ask questions, and can address 

them in turn. 

That said, if there really is only one person waiting, by all means 

give them as much air time as you have available. They’ll appreciate 

it, and the rest of the audience won’t mind because they don’t have 

any questions anyway. In fact, some people learn best by listening to 

other people’s questions, so this can be a positive thing. 

Stay in control 

If you’re presenting to a small group of trusted long-term clients, 

you can probably be fairly confident the webinar will run smoothly. 

However, as the audience size increases or the mix changes to have 

more people who don’t know you, there’s more chance of the 

webinar veering off track during the Q&A sessions. 

Even if you’re experienced in handling challenging audiences in in-

person presentations, you might find it more difficult in the webinar 

environment. You might feel less confident in this environment, it 

might feel harder to assert your authority, you might feel pressed for 

time, and assertive participants can sometimes feel more confident 

on the end of a telephone line. 

Here are some things you can do to stay in control, especially when 

you think things could get out of control: 

 Set the frame at the start of your webinar about what’s included 

and what isn’t, so you can quickly stop any conversation going 

off track. 



 For each Q&A segment, ask for specific questions (for example, 

“Are there any questions about [the topic you’ve just covered]?”) 

rather than a more general invitation for questions. 

 Ask for questions in advance, so you can prepare and research 

your answers. That won’t help with the difficult questions that 

put you on the spot during the webinar, of course. But it does 

help you build credibility and trust with your audience, so they 

will be more sympathetic towards you when the on-the-spot 

questions arise. 

 Set clear time limits on Q&A, and explain this at the start of the 

webinar. Your participants don’t want the webinar dragging on 

anyway, so they will respect you for respecting their time. 

 Create some sort of process for taking questions “off line” – for 

example, by offering to answer questions by e-mail, or in an on-

line forum, or in a follow-up webinar. 

 Finally, get good with the technology, so you do come across as 

credible and professional. 

Manage the time 

Watch the time carefully when doing Q&A, to ensure you still have 

time for everything else you planned. This is one area where a 

webinar gives you a distinct advantage over an in-person 

presentation, because you can end a Q&A session without 

participants knowing how many others questions were in the queue. 

They might know their question didn’t get answered, but it’s not the 

same as knowing 20 other hands were patiently raised, waiting to be 

acknowledged – as might be the case in an in-person presentation. 

This is not to say you should routinely stop Q&A before you answer 

all the questions – I’m just saying it’s easier to do so if you need to! 

In general, webinar participants have different expectations about 

their questions being answered. With, say, a half-day in-person 

workshop, a participant might expect you to answer all reasonable 

questions some time during the workshop. However, with a one-

hour webinar, they realise you might not have time to answer 



everybody’s question, and they are more tolerant if you don’t get 

around to their question. After all, they reason, they can simply e-

mail you later. 

If you know you’re working to a very tight schedule, you can strictly 

control the amount of time you allow for questions, and announce 

that explicitly before opening the line for questions. For example, 

you might say: 

“In a minute, I’m going to stop for five minutes to take your 

questions. We only have five minutes, so if you have a question, 

write it down now, and raise your hand when I stop. I’ll take the 

questions in the order they arrive.” 

Managing Difficult Situations 
Despite the advances in webinar technology, things do still go 

wrong. If you conduct webinars regularly, it’s not a matter of “if”; 

it’s a matter of “when”. 

In general, there are four ways of managing these situations: 

 Ignore: Some presenters pretend the distraction doesn’t exist. 

This is the worst option – it’s on everybody’s mind anyway, so 

ignoring it just makes you look rigid and out of touch. For 

example, if you’ve got a slow Internet connection and each slide 

takes longer than usual to appear, don’t just ignore it. Mention it 

once, apologise for it and continue. 

 Manage: The next step is to acknowledge the distraction, 

manage it effectively and move on with your presentation. This 

shows you’re in control, and demonstrates confidence and 

competence. For example, if somebody raises their hand for a 

question but you can’t hear them when you turn on their 

microphone, ask them to type the question or send it to you by 

SMS. 

 Use: An even better option – if you can do it – is to use the 

distraction in a positive and creative way. For example, if you’re 

teaching communication skills and some participants have 



trouble communicating using the webinar technology, ask the 

audience to find creative ways to help them. 

 Prevent: The best option is to anticipate the distraction and 

prevent it from ever happening. So check your technology, brief 

your audience on how to use the technology, keep to time, and 

do the other things I’ve already talked about to ensure a high-

quality presentation. 

Let’s look at some things that might happen, and how you can plan 

for them. 

Your technology fails 

Webinar technology – like any technology – isn’t 100% reliable. If 

your technology fails badly, it can be very difficult to continue with 

the webinar. So as much as possible, prevent this problem by 

double- and triple-checking the technology before you begin. Do the 

practice sessions, use a reliable headset, ensure you’ve got a good 

Internet connection, and so on. 

It’s also prudent to put measures in place to manage the problems 

that might arise – for example: 

 If problems occur, have somebody else on the webinar who can 

take over as organiser/presenter. 

 If you have a guest presenter, ask them them for backup material 

you can present on their behalf if they drop out. 

 Tell your guest presenter to keep an eye on their chat window, 

so you can send them emergency messages if necessary. 

 Give guest presenters, panellists and even participants your 

mobile phone number or your PA’s number to call if they get 

stuck. 

 If your visuals fail, have a PDF version of your slides you can e-

mail to participants. 

 If your audio drops out, have an emergency slide to inform 

participants you’re still on the webinar. Some webinar 

technology like GoToWebinar also allows you to send chat 



messages to participants. However, you can’t rely on them 

keeping an eye on their Chat window, whereas they will 

certainly see this emergency slide. 

Their technology fails 

Even if you test your technology thoroughly, you can’t predict how 

successful your participants will be when they connect to the 

webinar. This is less of a problem for the webinar overall, but of 

course it could be a disaster for those participants who miss out. 

You can minimise or prevent the problems with things like this: 

 Clear instructions before the webinar 

 Reminder e-mails that help them prepare for the webinar 

 Explaining how the technology works at the start of the webinar 

 Multiple options for connecting to the webinar (for example, 

phone or Internet) 

However, this won’t eliminate all problems. In fact, no matter how 

hard you try to coach them, some participants won’t read the 

instructions. This is not necessarily their fault; it could just be they’re 

intimidated by the technology anyway, so they just do what’s easiest 

for them and hope for the best. 

So you still need to be able to manage the problems when they occur 

– for example: 

 Record the webinar, and make sure participants know that 

ahead of time, so if they can’t connect at all, at least they know 

they can watch the recording. 

 Give them a phone number to call – yours or your PA’s – if they 

have trouble connecting to the webinar. 

 Encourage people to join the webinar at least 10 minutes ahead 

of time, in case they do have trouble. 

 If their microphone isn’t working, remind them they can type 

their question to you (or send it by SMS). 



Whatever you do, some participants simply won’t be able to get the 

technology right. So have some way of giving them value – whether 

it’s through a recording, a transcript, a follow-up phone call, or 

whatever is appropriate. 

Nobody asks questions 

If nobody asks questions during your Q&A segments, it can affect 

the energy in the “room”. This is true for an in-person presentation, 

and even more so for a webinar, where people already don’t feel as 

connected to each other. 

There are some simple – and fairly obvious – ways to prevent this 

problem: 

 Ask participants to send you questions in advance, and keep 

them up your sleeve in case nobody asks a “live” question. 

 Make your own list of common questions, and ask them yourself 

during the awkward pause (You say, “One of the most common 

questions people ask about this is …”). 

 Ask trusted friends in the audience to ask a question to get the 

ball rolling. 

You can also design your webinar in a way that encourages 

questions. For example, in my webinar about webinars, I displayed 

this slide listing the benefits of webinars: 



 

Instead of then explaining each of these 22 items, I paused to give 

participants a chance to read them, and then asked them to raise 

their hand if they would like me to explain any of them. To 

encourage questions, I included a few fairly obscure phrases in the 

list (“High signal/noise ratio” and “Vertical servicing”, for example). 

You don’t have to do it exactly this way. You can also encourage 

questions by saying something like this: 

“I’m now going to talk about [XYZ] for about 6 minutes. This is 

just an overview, so you’ll probably have questions about it. So 

write them down, and immediately afterwards I’ll stop for 

questions.” 

Everybody asks questions 

If you have too many questions coming in, it can put you under 

pressure. It’s not just the content of the questions themselves; it’s 

also having to manage the process of looking at hands raised, 

opening and closing microphones, checking the Questions box, 

checking the Chat window, and keeping to time! 

First, if you’ve got a lot of questions, it’s usually a good thing! It 

means people are attentive, engaged and interested in your material. 

So treat this as a positive sign, not a danger sign. 



Next, participants understand you don’t necessarily have time to 

answer everybody’s questions. You know this is true in an in-person 

presentation, but it can somehow seem more intimidating in a 

webinar, because you see a long queue of unanswered questions, 

and might feel pressured to answer them all. 

If you think you’re going to be flooded with questions, consider 

asking somebody else to be the webinar organiser or host, so they 

handle the logistics and leave you to just be a brilliant presenter. This 

is a good idea anyway when you’re just getting started, but 

especially useful for managing Q&A sessions. The right person can 

even take on the role of moderator, sifting through the questions and 

prioritising them for you. 

Finally, whatever else you do, have a backup plan in place for 

handling the overflow of questions. I’ll talk about this next, when 

talking about running out of time. 

You run out of time 

If you find yourself regularly going over time in your webinars, 

here’s a simple process to improve your skills in this area: 

 During your preparation, rehearse your closing remarks over 

and over again, and be sure you know how long they will take (5 

minutes, for example). 

 Before the webinar, calculate at exactly what time you will need 

to start this segment (5 minutes before the end time, in our 

example). 

 Make a mental note of the time two minutes before that point. Or 

set yourself an alarm (a silent alarm, of course) on your phone or 

computer. 

 When you reach that point, you know it’s time to start wrapping 

up. You’ve left yourself two minutes to make a smooth transition 

to the close, and then you do your close. 

Sometimes even this isn’t enough to finish the webinar on time. If it’s 

really important to extend it, do so, but understand the 

consequences. If it’s a small group, ask each person for permission. 



You can’t do that for a large group, but at least announce you have 

to go over time, and tell them by how much. 

If you suspect during your preparation that the webinar might go 

over time, have a backup plan. This might be as simple as 

announcing you’ll answer other questions by e-mail, or you’ll be in a 

chat room later, or even that you’ll be running a follow-up webinar 

later. 

In one of my webinars, where I anticipated a lot of questions, I 

prepared this slide in advance, which I was able to show at the end 

of the webinar to announce a second webinar: 

 

I had this as a spare slide – not part of the main presentation – so I 

could use it if I needed it. 

Webinars That Sell 
Offering free webinars can be very effective for a number of reasons 

– for example, to build your profile, promote products and services, 

or as loyalty gifts to your top clients. 

They are especially attractive because of the low cost to you, 

especially if you’re paying a fixed monthly fee for your webinar 

service, rather than paying a per-webinar fee. 



In this section we’ll look at some of the things to keep in mind when 

promoting and delivering free webinars. 

Intent 

Before planning and delivering a free webinar, be clear about your 

own intent in doing it. In other words, what is the purpose of this 

webinar (for you, not for your audience)? 

Here are some examples: 

 For you to become comfortable with the webinar technology 

 To get your audience comfortable with webinar technology, so 

they are more likely to attend future (paid) webinars 

 For you to practise new material 

 To promote a new product or service 

 To raise your profile in a new market 

 To collect subscribers to your e-mail newsletter 

 To introduce a joint venture partner to your market 

 As a community service 

Knowing this will make your promotion and planning easier. 

Topic 

Your intent determines how much you will promote your products 

and services during the webinar. You can have no promotion at all 

(for example, a product training session for existing customers), all 

promotion (for example, announcing a new product or service), or 

somewhere in between. 

Here are some topics that are appropriate for high-content free 

webinars: 

 In-depth training for a particular product or service 

 After-sales support (this could be a Q&A webinar) 

 Trends in your industry (a particularly good topic near the end 

of the year or the start of a new year) 

 Your perspective on economic, environmental or other trends 



 Common mistakes that people make and how to avoid them (for 

example, “The Five Fatal Fitness Mistakes Most People Make”) 

Here are some topics that suit highly promotional webinars: 

 New product announcements 

 A promotional webinar for a coming event 

If your webinar is highly promotional, with little or no other content, 

be sure to say so in your promotional material. Although it means 

fewer people might attend, you’re not getting them there under false 

pretences. There’s nothing worse for your reputation than your 

audience feeling tricked into attending a sales pitch. 

Outcome 

The next step is to set a clear and specific outcome for the webinar. 

This will usually be obvious from the intent or purpose, but it’s 

worth being clear in your mind about the specific outcome. 

For example, if you’re running a free webinar to promote a public 

seminar, the outcome will probably be for people to enthusiastically 

rush off and register for your seminar. But what incentive are you 

giving them to make that decision? Are you offering an Early Bird 

price? Is there a secret discount code you offer to people who attend 

the webinar? Or a bonus offer? 

As another example, if you’re running a free webinar to raise your 

profile in a new market, you could find colleagues who already work 

in that market, and ask them to promote your free webinar to their 

network. If these are people who know and trust you, it’s a win-win 

situation because they get to offer a valuable service to their 

network. 

Cost 

Of course, preparing any webinar takes time and effort, so before 

offering a free webinar, you do have to factor in the cost of your own 

time. However, apart from that, the cost of running a free webinar is 

minimal. You don’t have to book a venue, pay for catering, print 

handbooks, pay travel costs, hire a data projector, and so on. 



If you’re paying a fixed monthly fee for your webinars, it’s even 

better because each additional webinar costs you nothing. However, 

even if you pay a per-webinar fee, it’s still much less expensive than 

putting on an in-person event. 

This is one of the reasons free webinars are so attractive. So 

whenever you’re offering a new product or service, get into the habit 

of asking yourself, “Can a webinar help here?” 

Promotion 

We’ve talked earlier in the book about promoting webinars, and all 

of that applies to your free webinars as well. However, there are two 

other issues that apply specifically to free webinars. 

First, many people who see a free webinar on offer will assume it’s a 

sales pitch, and might ignore the invitation because they think you 

won’t offer any real value. Even though you know the value you’re 

offering, they don’t. So you have to make it very clear in your 

promotional material that the webinar does in fact offer real value. 

The other point is you can promote free webinars more openly and 

widely than you can promote paid webinars. For example: 

 Post it to your Twitter stream – and ask them to re-tweet it 

 Post it to your Facebook network 

 Ask colleagues to promote it to their market 

 Ask newsletter subscribers to pass it on to their networks 

These are all things you might not so readily do for a paid webinar, 

but it’s entirely appropriate to promote a free webinar in these ways. 

Not only that, people close to you will feel equally comfortable 

promoting it on your behalf. 

Here are some examples: 

 



 

 

For example, when I run my The Seven Biggest Mistakes Business 

Owners Make with Their Web Site free webinar, I promote it on Twitter 

(among other places). I’m happy to promote it every few days in the 

couple of weeks leading up to it, and I encourage others to pass it on, 

which they do: 

 



Reminders 

Just because the webinar is free doesn’t mean people will 

automatically turn up, register or even notice the initial 

announcement. So send regular reminders about it to your network, 

just as you would with a paid webinar. 

You should also send regular reminders to people who do register, 

because they haven’t made a financial commitment to it, so they are 

less likely to turn up. 

As you become more experienced, you can experiment with the 

frequency of your reminders. Until that time, here’s a sequence that 

works well: 

 Send promotional messages a month, two weeks and two days 

before the webinar. 

 Send reminders to registered attendees a week, a day and an 

hour before the webinar. 

 

Attendance 

With paid webinars, most of the people who register will attend, 

unless something more important comes up later which clashes with 

it. Even then, they will probably want to watch the recording so they 

still get value for their investment. 

The same doesn’t apply to free webinars. Don’t be surprised if half – 

or even more – of the people who register don’t attend. Because they 

haven’t paid for it, there’s no penalty for not attending. Some will 

have unavoidable clashes on the day, but be aware some people 

aren’t really making a firm commitment when they register. 



This isn’t a criticism of them – it’s just their reasoning is, “I’m not 

sure what I’m doing that day, but I’ll register just in case I can make 

it. And if I can’t, no big deal”. 

This might sound undisciplined or wishy-washy, but it’s a 

completely valid line of reasoning. After all, if they aren’t sure yet 

whether to attend, it’s better for them to sign up now while your 

promotional e-mail is sitting in front of them, and make the 

commitment to it later. In other words, they are using the 

registration as a reminder, not as a commitment. It’s probably not 

what you are thinking when you see their registration, though! 

Value 

If you want to sell something in your webinar, make sure you give 

your audience valuable information first. Even though your 

audience hasn’t paid money, they are still paying with their time, 

focus and attention. And it’s still your reputation at stake! So unless 

you’ve made it crystal clear this is purely a sales presentation (and 

you need to do this in your promotional material, before people 

make plans to attend), commit to providing real take-away value in 

your webinar. 

Your audience is looking for you to help them with one or more of 

these four things: 

 Solve their problems  

 Answer their questions  

 Meet their challenges  

 Achieve their goals 

I’ve already mentioned the importance of highlighting the value in 

your promotional material, to reassure attendees this is not a sales 

pitch. Repeat this early in the webinar, to remind and reassure them 

again. 

You don’t have to give them everything, but give them something. 

For example, if you have five main points, you could list them all 

and then describe two in detail. 



If you do intend to promote something during the webinar (and this 

is often your intent with a free webinar), tell them that early in the 

presentation as well. That gets it out of the way, and silences that 

niggling voice in the back of their head that’s wondering, “What’s 

the catch here?” 

For example, I often run a free webinar Seven Biggest Mistakes 

Business Owners Make with Their Web Sites three months before a Web 

site design workshop, so I can promote the workshop in the webinar. 

Early in the presentation, I use this slide showing my objectives: 

 

I explained I had three objectives: To give them some new ideas (the 

light bulb picture), to give them practical techniques they could put 

into action immediately (the rolling-up of the sleeves), and to 

promote my workshop. This made it so much easier for me to 

casually mention the workshop during the webinar, and in fact I 

used the workshop Web site as an example to illustrate some of my 

points. I didn’t have to be sneaky and the audience didn’t feel 

manipulated. 

A Q&A webinar 

One way to deliver a high-quality webinar without much 

preparation is to simply make it an interactive Q&A webinar. You 



announce the topic in your promotional material, but don’t prepare 

any material for a presentation. Instead, you make the time available 

for your participants to ask questions. 

This sort of event can be very valuable to your audience, but it can 

also seem quite chaotic and unstructured. You can improve their 

experience (and yours) by providing some structure – for example: 

 Break down your topic into different areas, and split the webinar 

time into those areas. 

 Ask audience members to send you questions in advance, so you 

can group them together. 

 If you’re worried that audience members will ramble if you turn 

on their mic, insist on everybody typing their question first 

(which forces them to be succinct), and you can then turn on 

their mic for them to clarify it. 

 Allocate a fixed amount of time (for example, 5 minutes) for each 

question and answer, so you keep the webinar flowing. 

Offer 

If you do intend to promote or sell something during the webinar, 

put some thought into your offer and sales pitch. 

First, decide whether you will simply be promoting something or 

whether you will be making an “offer” as well: 

 Promoting something is simply making people aware of it 

 An offer has an incentive for them to take action 

An offer is more assertive, and puts more pressure on your attendees 

to take action; but it isn’t always appropriate. Sometimes it’s 

sufficient to simply raise awareness. Just be sure you know which 

one you’re doing, and why. 

If you are going to make an offer, think carefully about the reason for 

the offer. I’ve seen too many offers that simply say something like, 

“$100 off if you pay by [some date]” without explaining why. 

Although that sometimes works, it’s much better if you can offer a 

reasonable explanation. 



Early in the presentation, announce you will be making an offer 

later. You don’t have to describe the offer in detail, but announcing 

there is an offer might encourage some people to stay until the end. 

During your webinar, keep an eye on the time, so you leave yourself 

enough time for the promotion, and without having to rush through 

it. If you leave it too late and the webinar runs over time, you might 

make the world’s best offer only to discover most people have 

already left the webinar! 

If you’re putting a time limit on the offer (which is often a good idea 

to encourage them to take action soon), consider whether you’ll be 

extending the offer to those who are watching the recording later. If 

so, don’t make the time limit too short (but don’t make it too long, or 

you dilute its power). 

Finally, whether you’re making an offer or simply promoting 

something, be assertive when doing it. Don’t twist, squirm, apologise 

or act as if you’re doing something sleazy. You’ve provided value in 

the webinar, you’ve made it clear you want to promote something as 

well, and your audience is expecting it. So when it comes time to sell, 

sell! 

Support 

For your paid webinars, you might be willing to offer e-mail or 

phone support for those who attend the webinar. However, you 

might not be willing to be as generous with your free webinars. So in 

your planning, consider what level of support you will offer to the 

attendees. 

If you don’t consider this ahead of time, it can lead to an awkward 

moment if somebody asks about it during the webinar. You might 

clumsily say you’re not offering any support at all (which doesn’t 

sound very helpful), or you might go to the other extreme and offer 

something that’s too generous. 

To avoid this problem, you should be clear about what support you 

will offer, and do this as early as possible in the webinar. If you’re 

going to offer free support for a limited time, say so. If support is 



only available to paid members of your membership site, say so. If 

support is available at an hourly rate, say so. Whatever you decide, 

take responsibility for announcing it, so it’s clear and unambiguous 

to everybody. 

For example, when I run my free webinar The Seven Biggest Mistakes 

Business Owners Make with Their Web Site, I show this slide very early 

in the webinar: 

 

I explain this is an e-book that attendees can download later at no 

charge, and which describes each of the webinar points in more 

detail. More to the point, I emphasise they have not just registered 

for a webinar, but for a “webinar plus e-book package”. This 

demonstrates my commitment to truly providing value, as well as 

giving me permission to omit detailed explanations during the 

webinar (because I can refer them to the e-book for details). 

Recording 

I’ve explained earlier why I think you should record most – if not all 

– of your webinars. I think this is particularly valuable for your free 

webinars, because you can publish the recording widely to get even 

more leverage from your effort. 



Start by adding the recording to your blog. If you had an offer in the 

webinar, describe it clearly in the blog post itself (don’t expect 

people to watch the entire webinar to see the offer). 

You can then promote this blog post widely – for example, to 

Facebook, Twitter, LinkedIn, Google+, your e-mail newsletter, and 

other on-line communities. 

You do still have to be aware some places will frown on this because 

they think it’s self-promotional. So use your judgment. But you can 

certainly publish it in more places than you would if you were 

promoting a paid product or service. 

Follow up 

Don’t forget to send a follow-up e-mail to your participants as well. 

This gives you another chance to connect with them, so you can send 

them the recording and repeat your offer. 

Some webinar software allows you to identify who registered for the 

webinar but didn’t attend. If this is possible, send them a slightly 

different message. You still include the link and the offer, but this 

time you put a bit more work into describing the offer, because they 

are seeing it for the first time. 



Welcome to the Journey 

So we’ve come to the end of this book – but it’s only the beginning of 

your journey. 

As business owner, you’re in a perfect position to take advantage of 

webinars – but you must do so. The bad news is if you don’t shift, 

change and adapt your business, you will fall behind others who do 

take advantage of them. 

I’ll end with two stories. 

Will you catch the wave? 

In the last few years, before the global financial crisis hit, Australia 

went through a huge economic boom, largely driven by the mining 

industry. Many people in my home town of Perth are wealthier than 

ever before, because many of them took advantage of the boom. 

However, I often saw letters to the editor in our daily newspaper 

complaining the boom was just passing them by. 

I think there’s a curious flaw in their thinking, because they assumed 

they will automatically benefit from the boom. I don’t think booms 

create wealth; rather, they create opportunities for wealth. Those who 

take advantage of those opportunities will succeed in a big way. I 

think we’re all standing within touching distance of huge 

opportunities. It’s up to you to take advantage of them. 

There’ll never be a better moment 

When I was in high school, I read an article in Newsweek about a 

rocket heading to Saturn – but without the technology to reach 

Saturn! So how does that work, you might ask? 

Well, NASA had launched the rocket without the technology to 

reach its destination but they had the foresight to give it the ability to 

upload new technology as it became available. It’s a good thing 



NASA didn’t wait until it had the perfect technology before 

launching the rocket; otherwise it would never have left Earth.  

I’m no rocket scientist, but the message is clear to me: Start before 

you’re ready. If you’re waiting for the perfect moment you’ll be 

waiting a long time. The perfect moment is now. So start your 

webinar adventure now! 

Welcome to the journey. We’ve only just begun. 

Additional Resources 

Webinar Smarts (Free On-Line Course) 

Visit WebinarSmarts.com and subscribe to the free on-line course. 

Every two weeks, I’ll e-mail you with tips, ideas and techniques for 

running better webinars. It’s the perfect follow-up material to this 

book. 

eGurus Community (On-line Resource Centre) 

If you’d like to keep up-to-date with my latest research into webinar 

technology and practice, I invite you to join the eGurus Community 

– which I’ve mentioned a few times as examples in this book. This is 

an on-line community for speakers, trainers, coaches, consultants, 

thought leaders and other information experts. It’s an active, 

resource-rich site where you can get even more in-depth material 

and access to the experience of other like-minded people. 

In particular, I’ve created an entire resource section about webinars 

in the eGurus Vault, and this includes a five-part video tutorial series 

on how to plan, prepare, promote and present webinars. 

Find out more at eGurus.info. 

The Full Webinar Smarts Package 

The full Webinar Smarts package includes a PDF version of the book, 

as well as the recording of a five-part webinar series that shows you 

how to plan, promote and present effective webinars. 

http://www.webinarsmarts.com/
http://www.egurus.info/


 

The five-part series gives you five hours of additional material: 

 Module 1: Planning and Structuring Your Webinar: Benefits of 

webinars, different uses for webinars, how to structure your 

material, easy ways to get started 

 Module 2: Using GoToWebinar: Scheduling a webinar, before 

the webinar, the crucial 5 minutes before you start, running the 

webinar, follow-up 

 Module 3: Designing Effective Webinar Slides (Fast!): Finding 

free and low-cost graphics, turning ideas into pictures, fast but 

attractive visuals 

 Module 4: Promoting Free and Paid Webinars: Setting the right 

price, writing a sales letter, where to promote, how often to 

promote 

 Module 5: Engaging Your Audience: Designing slides, 

managing polls and Q&A, difficult situations, when technology 

fails 

The package is available at WebinarSmarts.com. 

Stop Speaking For Free!, by Lee B. Salz 

I’ve already mentioned Lee’s book earlier, and I’d like to recommend 

it again. It’s the perfect complement to the book you’re reading now. 

http://www.webinarsmarts.com/


Whereas mine is 80% about conducting a webinar and 20% about 

marketing it, Stop Speaking For Free! is the other way around. 

Although it’s not obvious from the title, the book is entirely about 

webinars, so everything in it is relevant if you’re planning to conduct 

webinars for money. 

Order it on-line at StopSpeakingForFree.com. 

Presentation Zen, by Garr Reynolds 

This highly-regarded book by Garr Reynolds shows you how to take 

your presentation design to the next level. It’s particularly useful for 

presenters in organisations, who are used to seeing boring 

PowerPoint presentations full of text-heavy slides and lots of bullet 

lists. If you’re already designing more attractive slide shows, you 

might not get the same feeling of “Wow!” from it; but it’s still an 

excellent book. 

Garr invited me to contribute a special section about webinars in the 

second edition of his book. 

One word of caution about applying this to your webinars: Some of 

the slide designs work beautifully for in-person presentations, but 

won’t work well in the webinar format. So read the Webinar Visuals 

chapter in this book carefully when you’re implementing the ideas in 

Presentation Zen. 

Available from bookshops, including Amazon.com. 

Best Practice Conference Calls, by Brandon Munro 
and Gihan Perera 

As you move more of your business into the on-line world using 

webinars, you might find more and more opportunities to 

participate in conference calls. Unlike a webinar – which has a 

presenter, a presentation and visuals – a typical conference call has a 

chair, equal participation between attendees, and audio (telephone) 

only. 

http://www.stopspeakingforfree.com/
http://amazon.com/


As a result, the skills for chairing and participating in conference 

calls are different than those for webinars. If you’d like to learn those 

skills, this book will help. It’s not a slightly different version of the 

book you’re reading now – in fact, it has only about 5% in common, 

if that. 

Available from BetterConferenceCalls.com. 

http://www.betterconferencecalls.com/


About Gihan Perera 

Gihan Perera is a consultant, speaker and author, who helps 

professional speakers, trainers, coaches, consultants, thought leaders 

and other business professionals to leverage their products, services 

and business practices – particularly with their on-line strategy. 

He is the author of the books Secrets of Internet Business Success; Low 

Cost Promotion; Write Now; Get Traffic Fast; Write Profitable E-Books; 

Magnetic Messages; Best Practice Conference Calls; Webinar Smarts; Web 

Sites for Speakers, Trainers, Coaches and Consultants; Fast, Flat and Free 

and Out of Office. He has also published numerous e-books and 

audio products on effective Web sites, e-learning and success with 

information products. 

 

Web site    GihanPerera.com 

Blog     GihanPerera.info 

Membership site  eGurus.info 

http://www.gihanperera.com/
http://www.gihanperera.info/
http://www.egurus.info/


What People Say 
“I have been a regular attendee of Gihan’s webinars for the past two years. 

Every webinar I have participated in has been time very well spent. As a 

result of what I have learned, I have been able to dramatically increase my 

own effectiveness at presenting webinars to the point where I am the #1 

rated webinar presenter in my industry (recruitment agencies), as 

acknowledged by the industry association, the RCSA (Aus & NZ). 

Gihan's webinars are always informative, entertaining, relevant, very well 

researched and prepared, visually excellent and with an excellent pace 

throughout. I have attended webinars held by other trainers/consultants 

and none of those have been even close to the standard of Gihan's. 

Gihan truly 'walks his talk' with webinars and, in my view, has no peer in 

Australia as a webinar presenter.” 

Ross Clennett, www.RossClennett.com 

“Gihan's webinars are an excellent example of how good webinars should be 

run. He structures his presentations in a way that holds my attention and 

makes it easy to for me to absorb the information. I am always confident 

that when I participate in one of his webinars it will be an excellent 

investment of my time." 

Jani Murphy, www.emailsmart.com.au 

“I have attended many of Gihan’s webinars, and have always found them 

educative, interesting, relevant and topical.  Gihan has a way to simplify the 

complex and make new technologies, web 2.0 and software applications 

accessible to everyone - even the Luddites amongst us.   

His webinars are always clearly presented with great graphics, time for 

questions and answers, and surveys so that attendees feel a part of the 

action.  He is able to accommodate a range of user interfaces, so that if your 

technology fails, you can still gain access to the information and webinar 

(either live or recorded later).  His follow-up support and suggestions are 

http://www.rossclennett.com/
http://www.emailsmart.com.au/


wonderful and take the angst out of adopting the new strategies and 

technology.” 

Sharonne Phillips, www.SharonnePhillips.com 

“Gihan is all about delivering great value to his customers and his webinars 

are another example of value in action. 

He is constantly researching and monitoring both the market and advances 

in technology, and his webinars introduce us to what we need to know 

before we realise it exists. 

I love the user-friendly format, topics, the regular schedule and the practical 

application of Gihan’s webinars which respect my time and make it easy 

and efficient for me to learn about topics that improve my business and my 

performance. 

Attending one of Gihan’s webinars is a great use of my time as I learn about 

a subject that is important to me and my business at the same time as 

watching a master in action showing me how to deliver a webinar.” 

Dr Andrew O’Brien, www.andrewob.com 

"Gihan was running webinars when most presenters were trying to work 

out what they were. He has been my mentor for years on all things to do 

with the web and leveraging my business and value.....If you want to learn 

how to increase the value you offer to your clients through webinars and 

boost your revenue and success, my recommendation is you'd better take 

whatever opportunity you can to hear, read, watch and experience anything 

that Gihan offers." 

David Penglase, www.DavidPenglase.com 

“Gihan's webinars are like brilliant-cut diamonds. They have simplicity, 

clarity and are beautifully presented. He helps his clients by connecting 

with them and walking "business miles" in their shoes.” 

Sofia Majewski, www.speak2us.com.au 

http://www.sharonnephillips.com/
http://www.andrewob.com/
http://www.davidpenglase.com/
http://www.speak2us.com.au/


“Your webinars are polished gems; clear, concise and inspiring. Your 

strong visuals and approachable style make the complexities you teach easy 

to absorb and action. Thank you.” 

Michael Neaylon, www.mcme.com.au 

“I have attended many webinars and I’m yet to find any that match Gihan’s 

for leading edge information and answers that really help. I’ve started 

running my own webinars modelled on Gihan’s presentations, which I 

regard as world class best practice.” 

Ann Rolfe, www.mentoring-works.com 

“I only miss Gihan's webinars if I have an appointment that I absolutely 

cannot change, because as an infopreneur I can't afford to miss them. They 

are always on cutting edge topics and themes and they keep me at the 

forefront of what's current in technologies for developing my online 

business. His natural and engaging presentation style, combined with his 

excellent visuals, make his webinars a valuable and very enjoyable learning 

experience.” 

Maree Harris, www.peopleempowered.com.au 

“That is awesome. I really got a lot out of the webinar. And the fact that you 

made it a truly interactive session where you used your audience's interests 

and questions to guide the conversation was fantastic. Keep it up, man. You 

rock!” 

Diego “The Crazy Colombian”, crazycolombian.com 

“I need to be on top of the internet strategies that will keep me abreast with 

the latest trends, but I don’t have the time to spend days at training courses 

and the like. I have watched Gihan’s webinars from my office, from home, or 

when I have been overseas with work. Gihan presents all material in a way 

that is interesting, and effectively engages his online audience on the 

webinar. He is an expert in his field, but knows how to relay this knowledge 

to answer the concerns of his clients. I am yet to leave a webinar by Gihan 

http://www.mcme.com.au/
http://www.mentoring-works.com/
http://www.peopleempowered.com.au/
http://crazycolombian.com/


without a piece of advice that has assisted my own website strategy in my 

business.” 

Sam Maxwell, www.SamMaxwellSports.com 

“Gihan's gift is that he is able to simplify the overwhelm surrounding 

online technology — especially new technology. I would have resisted the 

whole concept of webinars if it were not for Gihan. Not only does he provide 

powerful and effective learning during his webinars, he also understands 

and 'calms down' the technology fears, explaining the features of the 

webinar as he goes. What has been a big surprise is just how effective a 

forum webinars are. They can have a high level of participation and 

informality — just like in a 'real' workshop or seminar. In fact there can be 

a surprising level of trust and intimacy, which supports sharing and 

learning. Thank you Gihan for demystifying this new and important way of 

providing value to clients.” 

Jacquie Molloy, www.JacquieMolloy.com 

 

 

http://www.sammaxwellsports.com/
http://www.jacquiemolloy.com/

