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Marketing Mastery Program – Module 5
SEMINARS & WEBINARS

What: These are in-person or virtual events where people gather to be educated about a topic that is
of interest to them and positions you as an expert. A successful event is where the participants receive
massive value and are led to taking action. That action would be the next part of your sales process or
whatever you deem to be the desired outcome from the event. Your goals may be one or more of the
following:






Buy something
Opt in for a FREE something (and join your list)
Signup for a newsletter and or register on your website (opt for more)
Fill out a questionnaire
Generate referrals

Why: The key benefits of holding an event can be one or more of the following:






Presents you as an expert.
Increases awareness around the need for your product or service.
Deepens customer relationship.
Builds the value of your offering.
Delivers value to a strategic alliance partner.

How: There are 5 Keys in creating your event.
1. Marketing – duh. It is kinda funny that we are saying for you to do seminars and webinars you
need to have good marketing. But’s obviously it’s true.
2. Event Logistics
3. Participant Experience
4. Your Offer
5. Follow Up

1. Marketing Your Seminar
Your marketing is essentially about how you will get people to your event.
It is made up of your message and the vehicles you choose to promote it.

a) Your Message
The basis of your marketing message for your event comes from the Campaign Components back in
Module #2. We’ve covered this same content in the previous modules so this won’t be news. Hopefully
now you are seeing just another way the core marketing components can be applied. Those
components are:
1. Who is your Ideal Customer you are trying to attract to the event?
2. What is the Core Offering you are positioning as the solution to their problem
3. What is the Specific Problem your Ideal Customer has?
4. What will the title/headline be for the event?
5. What is the offer?
6. What are the Education Points?
A few of these are worth expanding on as the application to promote events is quite specific.
Headline/Title - The title of your event should have a strong association with the topic and promise but
might be supplemented by a sub-heading that creates more desire.
E.g:
Title: “The Perfect Lawn Workshop”
Subtitle - “Learn the 6 keys to growing a lawn that will have your neighbours talking”

The Offer - if you have a highly interesting event, it may not be necessary to have an offer but it
certainly always helps. Here are a few examples
E.g #1 - Tickets $15 at the door or pre-register and get your ticket for FREE
E.g. #2 - Free bag of Grass Seed for the 1st 23 registrations
E.g. #3 - 1st 15 registrations go in the draw to win a $150 gift voucher to XYZ restaurant - this gift
voucher would be bought at a discount as “in-kind” promotion.
Education Points - the content of your seminar or webinar is going to be built around your education
points so you don’t want to give it all away in your marketing. However, your marketing should most
certainly be enticing and have a strong ‘value promise’ i.e. clearly state what participants will get if they
attend. See example of a successful marketing piece we have used to fill our own events. For example:

b) Your Vehicles
Now that you have your message, you need to work out how you are going to distribute it. The key
vehicles in rough order of effectiveness are:
 Strategic Partners
 Email marketing
 Social media
 Direct Mail
 Newspaper or other publication.
 Radio
Here are some key tips to keep in mind:
 Pre-register – you want people to pre-register so you know how many are coming and if your
marketing is working or not. This also helps you prepare the room to be the right size and
layout. Use Eventbrite.com for this
 Tickets – use tickets to add perceived value and authenticity. Official ticket houses or printing
suppliers will print custom tickets for your event at very reasonable prices. See Ticketmaster
(North America) or Ticket River (Australia). The Sample below cost $30 + GST for 250
Tickets…cheap!

 Admission price – depending on the stage your event is at in your sales process, it can be a good
idea to charge a small fee to attend. This can be waived if they pre-register but something like
$15 at the door or FREE if you pre-register. This can act as a prompt for people to pre-register
and also add perceived value. Anything that is flat out free is perceived as being less valuable
regardless of the content. The other consideration to this is that any obstacle to attending
(charging a fee) will decrease your audience. So if the event does not have capacity restrictions,
it might be perfectly fine to host it as FREE.
 Managing Registrations – as soon as people register, be sure you have some kind of database to
capture their information. Either your own database, a spreadsheet or if you are using a service
like eventbrite.com they will manage this for you.
 Keeping Momentum - At the point of registration, the registrant has the event top of mind
(because that is what they are working on) but over time and leading up to your event date, this
level of attention and enthusiasm may diminish. It is important to keep them engaged with
communication (emails are best) leading up to the date of the event. It is a fine balance but up
to 4 emails (including registration confirmation) is perfectly fine. Be sure your emails have value
and are not just repeating the same stuff.
 Day Before Calls – be sure to make physical phone calls before the event to prompt people and
remind them. People are busy and a call brings the event back to their attention and also let’s
them know you are expecting them. If you have way too many registrants to personally call,
then an email like in point above is critical. For webinars a “1 hour till the webinar starts” email
is also a good idea.

2. Event Logistics
The options on how to run an event are many, from where you choose to hold it to how long it is. Below
we have listed the things you need to consider and following that, the factors that should influence your
choices on those things.
Things to Consider







Location
Length
Time of Day
Seating arrangement
Food and refreshments
Name Tags








Agenda/Curriculum
Handouts
Technology (e.g. projector, laptop etc)
Registration process
Music

Factors that will affect your choices on the above logistics
 Audience
 Topic
 Desired Outcome

What we are saying here is that the way you set up your event must match the audience you are trying
to attract (e.g. if your target audience is ministers, don’t have your event at a bar). Things like location
can also be a draw so put some thought into it.
Most importantly you need to be aware of your desired outcome. What action are you hoping people to
take at the end or during your event. What is the level of perceived risk in taking that action? I.e. if you
are hoping people will make a large purchase, your event may need to be longer, giving you more time
to establish value and build trust vs if you just want them to opt in to receive more information.
Tips
 Music is a great way to eliminate awkward silence particularly when people are first arriving. It
also provides energy to the room.
 Have a greeter. People need to feel welcome when they first arrive.
 Meet your audience before speaking. Use the time before the event to mingle and introduce
yourself to people if you don’t know them. You will find the audience much warmer after doing
this.
 Be mentally prepared to present. Get in the right state to be the person you need to be. How
you present yourself is a HUGE factor in the success of your event.
 Make the environment friendly. Friendly trumps professional every time.

At the end of this section on Events we’ve included a sample Checklist that can be a guide for you on
what to cover for logistics.

3. Participant Experience
You need to be really clear on a few things here.
a. What is the level of relationship you have with the audience
b. How will they initially feel about you, your company, your product
c. What is required to get the audience to a place where they will be influenced by you
Essentially the participant experience will need to take someone from the state they will be in when
they walk through the door to the state of acceptance towards you and your offering. This gap in states
can be diverse to say the least. When planning your event you need to be thinking ‘how do I transform
my audience’s state towards one of interest, desire and action towards our offering’
To do this there are just 2 areas to address:
1. The environment – make it conducive to your goals. i.e. music, plants, greeter, food, energy level,
temperature etc.
2. Your message – how you deliver your presentation will need to be strategic. Build credibility, give

massive value, educate the audience so they can see how the offer will benefit them. Remember a
seminar or webinar should not be a pitch fest. It should give valuable information that even if someone
does not take you up on your offer they can leave the event with good stuff. It must be worth their time
regardless of their choice to act or not. Your goal, aside from getting people to take action, is to have
people raving about your event after it is done. The next events success will be based on how you and
your audience feel at the end of this event. We have done seminars in the past where we’ve lost that
focus and could feel the disconnection between ourselves and the audience. Compare that to a ‘normal’
event where we are 100% focused on the audience and how to impact them. The difference is tangible.
One of the key components to ensuring the audience gets your message is audience participation. This is
less possible in webinars but massively important in live seminars. Depending on the size of your
audience will depend on how you can interact. If you have just a few people in attendance you can make
it very personal and almost conversational vs if you have an auditorium with 00’s then you might just get
people raising their hands. Or get them standing up and doing something with their neighbour etc.
Tips:
 get audience participation and get it early in your presentation.
 Use humour. And be careful with this. Good humour can be difficult. The easiest kind of humor
is the self-deprecating type
 Ensure you tell your story. If you are presenting they need to know who you are. This is also
your chance to build some credibility. Be ok with making yourself look good here in a factual but
humble way.
 Have a handout or sometime tangible for people to write on.
 Powerpoint is OK but use it as a prompt not as a script. DO NOT READ YOUR SLIDES. This is so
boring for the audience. Our favourite way to present is to use props and to write flip charts.
 Engage your audience. Look them in the eye. Be confident.

4. Your Offer
This is the part of your event where you give the audience a chance to take action. Some considerations
on your offer:
 It must be high perceived value. You can do this by describing in detail all the benefits of your
offer in terms of your audience. Also attach a price to what you are offering to make it tangible.
 Your offer must be connected to your Education Points. It must be relevant to what you have
presented about.
 Make it easy for people to take action. If you have a hand out, include on the back page and
area where people can fill out and hand in to accept. Or collect business cards of those who wish
to take advantage of your offer. Have other people there to help and explain it further if
required.
6. Follow Up – this is the section most people fall down on. Once people have come to your event,
now you have started the relationship. How you managed this relationship and what next steps
you take after the event are crucial. Basically there are 3 types of outcomes from your event

a. People who took your offer – you will know the next steps for these people and be sure
to communicate with them on next steps immediately. No later than 24hrs after the
event.
b. People who did not take your offer – a thank you is in order here. This can be an email
or postcard. It can also be a good idea to send these people a short survey asking for
some feedback. Depending on how many people there are, doing this by phone is a very
good idea. Phoning them gives you the opportunity to have a discussion about the event
and you may get the chance to ask them about the offer. Wording like “now Bob I see
you did not take us up on our offer … can you tell me a little about that”. This is not a
time for hard selling but you may find Bob just didn’t feel comfortable at the time or
was not ready to commit. Now you can tailor to Bob and give him what he needs.
c. People who registered but did not show up – if you did a webinar the natural step here
is to make sure you record it and then provide a link to it for those who missed it. You
want to be able to see who has viewed your link (any good email management system
like Mail Chimp, Constant Contact or Ace of Sales will do this) so you can follow up
appropriately.
Follow up does not have to be limited to just one more touch. So long as you are bringing value
in your communications, you can follow up for as long as you want. If you don’t provide value in
these follow ups, people will soon opt-out of your list. The goal is to keep these people on your
list forever. To do that, guess what you have to do …. That is right …. Provide VALUE.

Seminar Checklist
Equipment
Laptop with presentation loaded

☐

Workbooks

☐

Pens

☐

Flip Chart and Pad

☐

Flipchart Markers

☐

Name tag

☐

Business Cards

☐

Camcorder

☐

Tripod

☐

Mic setup

☐

Extention cords (1 for camcorder, 1 for laptop)

☐

Projector

☐

Screen

☐

Sales Kit

☐

Room Preparation
Room layout has been communicated

☐

Attendance list received.

☐

Projector and Screen organized

☐

Summary
And that is how you run events. Simply stated:
 Have a compelling reason for people to attend – a strong value proposition about what they will
learn. This must be an emotional hook based on their specific problem.
 Promote like heck as much as you can to drive your attendance.
 Have people preregister
 Deliver great value in the presentation and engage the audience as much as you can.
 Create a compelling atmosphere if you are doing an in-person event.
 Structure your offer so it makes sense to the audience and make it easy for them to act.
 Follow up like a demon.

