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Introduction
and key findings

Introduction

Methodology

Webinar. The word doesn’t exactly set the
pulse racing. But this humble tool—at its
most basic just an online presentation—is
growing in popularity with businesses in the
US and Europe. This is because, done well,
webinars help marketers increase demand
for their products and services, build strong
relationships with customers, and inspire
other departments in their organizations to do
the same.

few surprises, like quite how popular webinars
are, not only with marketers but with their
colleagues in other departments too.

The problem is, in their current form, webinars
are boring, hard to manage, and offer little in
the way of interactivity. While virtual events
have transformed over the past couple of
years, webinars have not kept pace. To help
you understand these issues and identify
opportunities, we spoke to organizations that
have hosted at least 10 webinars in 2022.

The webinar is proving useful despite the
substandard experience it offers to both
organizers and attendees. In this report, you’ll
find the insights you need to spot issues, work
smarter, and start using webinars in a more
efficient and effective way.

The results confirm some of our assumptions,
for example that there are obvious areas where
webinars can be improved. But also offer a
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As marketers, we are adept at doing more with
less. Especially with ongoing global uncertainty.
But we shouldn’t be getting bogged down in
time-consuming technical and administrative
problems. We need intuitive tools that let us
create dynamic and engaging experiences for
our audience at speed and scale.

We commissioned a survey of 250 marketing
professionals: 50% in the US and 50% in
Europe (Germany, Italy, France, and the UK).
The respondents were employed as marketing
manager up to CMO level in companies
ranging in size from 200 employees to more
than 10,000. All respondents hosted at least
10 webinars in 2022.
The survey was carried out by Global Surveyz
Research, an independent survey company.
The respondents were recruited through
a B2B research panel and invited via email
to complete the survey in September and
October 2022. The average amount of time
spent on the survey was 8 minutes and
10 seconds. Most of the non-numerical
questions were presented in a different
order to different respondents to prevent
answer bias based on the order in which
questions appear.

Key findings

1.

Webinars are popular, and their use is growing
especially among heavy users

2.

3.

The struggle to keep audiences engaged is real

It’s not just marketers using webinars

Webinars have the power to inspire or bore the audience.
Webinars are at their worst when they are an hour-long,
one-sided lecture. Marketers know this and are constantly
looking for tools to add interactivity and bring attendees
into the conversation. The most popular engagement tools
are moderated Q&As (83%), group chat (82%), and pop ups
(74%). Top of the wish list for webinar tools not yet widely
available are live emojis (32%), crowd reactions (27%) and
live polling (23%).

Outside marketing departments, webinars are most popular
with customer education, L&D, corporate communication,
and sales. There is an opportunity here for organizations to
create consistently impactful content, save on resources, and
gain deeper customer insights by running webinars using a
single platform. With one platform, organizers from across
the business can produce webinars for many purposes and
audiences more quickly and easily and measure the results.

4.

5.

6.

We asked respondents how they rate the management
experience of their webinar tools and 27% said that it needs
some improvement or is just acceptable for their needs. We
divided the responses into tech and non-tech users, finding
that tech users were less likely to find the management
experience ‘good’ or ‘great’. Why are tech users less satisfied?
We believe they are liable to have higher expectations due to
their regular usage of digital platforms.

If webinars were easier to manage, marketers would be
able to spend more time on creating great content and
engaging with their audiences. We asked respondents what
improvements would help them most. 45% said they want
better tools for landing page creation. 41% said connecting
and signing into the platform is a struggle.

Once you have people through the door, make sure they
want to stay. On average, respondents think the ideal webinar
length is 55 minutes. As 83% of marketers include a Q&A in
their webinars, this time likely includes both the presentation
and audience interaction. Areas where the participant
experience can be improved are registration and log-in flows,
followed by engagement and gamification tools.

In 2023, the number of companies running over 20 webinars
is projected to grow by 780%. Clearly, something is working. A
versatile format, marketers use webinars for a variety of goals:
demand generation (48%), getting existing customers excited
about new products (41%), as a funnel conversion tool (40%),
and for establishing thought leadership (33%).

Webinar management is letting people down
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There are clear areas for improvement

Just under an hour is the sweet spot

Survey report
findings

Webinars are on the up
The webinar is a valued part of the marketer’s toolkit, and
you can expect to see more of them.
While in 2022 just 3% of companies held 21 or more webinars,
in 2023 this will increase more than eightfold to 26%. At the
more conservative end of the scale, 59% of respondents
ran 10-15 webinars in 2022. Only 27% of those lighter users
don’t plan to increase this number in 2023. Despite their
shortcomings, marketing teams find webinars to be a useful
tool and are putting their faith in them to support growth over
the next 12 months.
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Figure 1

Number of webinars held/planned by marketing departments, 2022-2023

Why do companies use
webinars?

Figure 2

Drivers for producing and promoting webinars from a marketing perspective

The popularity of the webinar is growing. The question is
why marketers find it so useful.
We asked marketers about the various reasons for producing
and promoting webinars. The high numbers we see in the
respondents' answers show that webinars are versatile and
effective for achieving a range of marketing goals.
The most popular response, given by almost half (48%) of
marketers is that webinars have been proven to attract new
prospects. When it comes to nurturing relationships, 41% of
marketers said they use webinars to get existing customers
excited about new products. In fifth place, webinars are a great
way to showcase thought leadership. Indicating, perhaps, that
even with basic tools you can still boost your brand.

40%
Webinars have
proven to be a
strong funnel
conversion tool

39%
Webinars are a great
way to get prospects
excited about new
products

*Question allowed more than one answer and as a result, percentages will add up to more
than 100%
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48%

41%
Webinars are a great
way to get existing
customers excited
about new products

33%
Webinars are a great
way to showcase
our thought
leadership

Webinars have
proven to attract new
prospects

The most popular
ways to engage with
participants
Marketers use various tools to keep their participants
engaged throughout a webinar.

Figure 3

Top engagement tools for participants during and after webinars

Moderated Q&A chat after webinar

83%

Active group chat

82%

Once someone is signed up to your webinar, your next challenge
is keeping them focused for the whole session. Screen fatigue
makes this harder than with a face-to-face session. We asked
respondents which tools they use to engage participants, and
which they would like to use.
It’s no surprise that the favorite tool for engagement is the postwebinar Q&A chat which is used by 83% of marketers. 82% make
use of active group chat and 74% include popup notifications in
their webinars.

Popup notifications
64%

Live polling

60%

Post webinar survey

Pro tip:

Crowd reactions

Already using
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56%
47%

Live reactions (emojis)

So much of our work is online but we’re all craving
human connection. To create webinars with an inviting
atmosphere that holds the audience’s attention, make
use of interactive features such as live polls, quizzes, and
even emojis.

Wish we could

11%

74%

Moderated live Q&A chat during webinar

The top tools marketers wish they could use are emoji live
reactions (32%), crowd reactions (27%) and live polling (23%).

15%

17%

15%
21%
23%

17%
32%

27%

Do you repurpose?

Figure 4

How marketers repurpose webinar content for other marketing efforts

Content you can repurpose for other channels and audiences
is the holy grail of marketing.
Efficient and cost-effective, repurposing webinar content for,
say, a blog post, allows you to meet several goals at once. We
were pleased to hear that most marketers (70%) are taking
advantage of the repurposing opportunities webinars offer,
while 20% want to.
Webinar content—made up of text, images, and video—is one
of the easiest forms of content to repurpose. Extracting, editing,
and republishing webinar content on your website or social
media channels is straightforward. Especially when compared
to reusing content from, for example, a flagship virtual
event. When it comes to repurposing webinar content, most
marketers are pulling their weight.
Pro tip:
A webinar is still useful after it has aired live. To reach more
people, email a recording of the webinar to prospects or
those who couldn’t make the session. Keep the content
available in VOD format too that is easy to find as well to
drive your content’s lifetime value.
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10%
No repurposing, and no plans to
20%
Not repurposing, but want to

70%
Already repurposing

How and where
marketers are
repurposing content

Figure 5

Top methods of repurposing webinar content
80%

77%

Ever the innovators, marketers are repurposing webinar
content in a variety of ways. The top methods already being
used for repurposing webinar content are repurposing video
for other digital campaigns (80%), and publishing blog posts
about the webinar (77%).
The least popular methods for repurposing are offering open
access to the webinar recording (31%) and repurposing for
additional webinars in other locations and time zones (30%).
The fact that nearly a third of marketers are repurposing in
these ways demonstrates an appetite to make the most of
webinar content.

45%
45%
1

39%

2
3
4

34%

5
6
7
8

31%
30%

1. Repurpose video for other digital campaigns
2. Publish blog post about the webinar
3. Repurpose for additional webinars with
same target audience but other groups of…
4. Gated content on our website
5. Send post webinar email with recording
6. Repurpose for additional webinars with
different target
7. Open access to the webinar recording
8. Repurpose for additional webinars in other
locations and time zones
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Why marketers don’t
repurpose content
Repurposing is desirable, but not always possible.
We wanted to find out why the 10% of marketers who are not
repurposing are unable to make the most of their webinar
content. From the responses, we can see that marketers, and
their teams, are stretched.

Figure 6

Top inhibitors of repurposing webinar content
50%

41%
38%

50% of marketers are not repurposing due to a lack of team
bandwidth. This could mean having too few people or
inadequate technical knowhow. The next most cited reason is
budget restrictions (41%), which is unsurprising in the current
climate. Lack of tools inhibits 38% of marketers, which is a
problem we at Kaltura hope to solve. Just 18% of marketers
don’t consider repurposing content a priority.

32%

18%

*Question allowed more than one answer and as a result, percentages will add up to more
than 100%
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Lack of team
bandwidth

Budget
restrictions

Lack of
tools

Lack of
time

Don't consider
it as a priority

The entire organization
uses webinars

Figure 7

Webinar platform proliferation in non-marketing departments by company
size and country/region

It’s not just marketing departments using webinars.
Cheap and easy to create, they are popular across entire
organizations. In nearly all businesses (98%), webinars are used
by non-marketing teams. This is because webinars are simple
to produce, repurpose, and measure, and they meet the needs
of audiences both inside and outside the business.

Customer Ed. and enablement/training

67%
57%

L&D

42%

Sales

Aside from marketing, the departments in a company that
most commonly use the same webinar platform are customer
education and enablement/training (67%), L&D (57%), and
sales (42%). There are some regional differences. In the US,
for example, the department most likely to use webinars after
marketing is corporate communication (52%).

37%

Corp communication

25%

Engineering

16%

HR

2%

None

< 500

500-1K

1

67%

2

60%

59%

3
5

18%

6

14%

7 2%

81%

2%

13%
21%

24%

38%
21%

92%

35%

52%

13%

65%

79%

37%

22%

2%

Other EU

49%

41%

31%

1%

UK
63%

36%

36%

19%

US

54%

47%

33%

Country

76%

58%

43%

4

Employees
(company size)

1K+

All respondents

24%
8%
0%

0%
11%
0%

*Question allowed more than one answer and as a result, percentages will add up to more
than 100%
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1. Customer Ed. and enablement/training 2. L&D 3. Sales 4. Corp communication 5. Engineering 6. HR 7 .None

The participant
experience
There is much room to improve the participant experience.
You would expect marketers to be biased towards their
own webinars. But asked about the experience of webinars
for participants their response was moderate. Only 19% of
marketers said the participant experience was great, while 66%
said it was good or acceptable.

Figure 8

Participant experience with webinar platform and the tools used in webinars
held in last 3 months
19%

41%

60%

Good to great

The number of respondents who said the participant
experience was good to great is lowest in the US (49%) and
largest in the Europe (73%). Marketers are not content with
‘good enough’, however. As you’ll see from the next page, there
are specific areas where they think the participant experience
could be improved.

Great

Good

11%

1%

27%

Pro tip:
The quality of the participant experience depends
largely on how well those running the session
understand the needs of their audience. If you can,
run a test session with trusted customers and ask for
their feedback. That way you can tweak the content
and make sure it’s relevant and interesting before you
promote the webinar more widely.

10%
40%

*Percentages do not add up to 100% due to rounding up of numbers
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Needs some
improvement

Acceptable

1%

22%

11%
18%

United
States
27%

2%

Needs a great deal
of improvement

21%

United
Kingdom

48%

11%
13%

2%

11%

Other EU

62%

Areas where we can
improve the participant
experience
It’s the simple things that harm the participant experience.
With few marketers stating that the participant experience is
great, it’s clear there are areas for improvement. More than half
of marketers (52%) said that registration flow and log-in flow
need improvement. It doesn’t matter how good your content is if
you can’t get them through the door.
Only 3% of marketers said poor video quality was an area to
focus on. A sign, perhaps, of how video conferencing tools and
internet speeds have improved in recent years.

Figure 9

Webinar areas that require improvement for participant experience

Registration flow

52%

Log-in flow

52%

Engagement and gamification via tools
such as polls, quizzes, whiteboards, etc.

Poor audio quality

10%

Notifications & reminders

10%

Networking

10%

Poor video quality
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23%

Post-webinar actions

Interaction with speakers/content

*Question allowed more than one answer and as a result, percentages will add up to more
than 100%

29%

6%
3%

The experience of
webinar management

Figure 10

Rating the management experience of webinars
Acceptable
19%

Marketers find the experience of managing webinars
frustrating. A significant percentage of marketers (27%) said their
experience of managing webinars is just ‘acceptable’ (19%) or
‘needs some improvement’ (8%). A shade over half of marketers
(51%) rank their experience of managing webinars as ‘good’.

Needs some
improvement
8%

When we look at savvy tech marketers, the 19% who said their
experience is acceptable jumps to 31%. From this we can deduce
that the more experienced you are with tech, the more likely you
are to find fault with your digital tools.
Pro tip:
Take the time to think critically about your webinar
management tools and processes. Make a list of what’s
working and what’s not. Are there any issues you can
solve personally? Can other departments help? Or are
there fundamental problems with the tools themselves?

Figure 11

Rating of “acceptable” – in
tech vs. non-tech industries
31%

16%

*Percentages do not add up to 100% due to rounding up of numbers
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Great
21%

Tech

Non-tech

Good
51%

Figure 12

What issues arise while
managing webinars?
There are many areas where webinars are giving marketers
headaches. All these problems are diverting marketers from
their main areas of responsibility. We asked those who said their
webinar tool needs improvement where those efforts should be
focused. The top responses were landing page creation (45%),
connecting and signing into the platform (41%), and integrating
data with marketing automation (27%).
Marketers need a platform that allows them to produce
webinars quickly and easily, and so do teams from other
departments. Data management and integrating with thirdparty tools, for example, are details you need to get right if
you want your webinars to make an impact. But they are not
things anyone should be distracted by. Improving the organizer
experience will increase efficiency and bring better results.

*Question allowed more than one answer and as a result, percentages will add up to more
than 100%
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Areas to improve the management experience of webinar tools
45%

Landing page creation

41%

Connecting and signing into the platform
Registration and attendance data management
and integration to marketing automation

27%

Branding and custom
design options

18%

Video quality

14%

Integration with current software

14%

Content management and repurposing

14%

Interactivity and engagement tools

14%

Audio quality

9%

Engagement data management and
integration to marketing automation

9%

Moderator controls of the webinar
room and/or chat moderation

9%

Speaker and presentation tools

9%

Real-time data

9%

How long should a
webinar be?

Figure 13

Ideal webinar length by country / region

How long is a piece of string? Actually, the answer is very
specific. On average, respondents said the ideal webinar length
is 55 minutes. This timeframe could include the presentation
itself and then a Q&A session.

31-45 min
9%

21-30 min
1%
Longer than 60 min
44%

To avoid the lecture-style format, which causes attendees
to drop off in droves, marketers add Q&A, polls, and other
engagement tools. While this is helpful, it means you must be
mindful of content length so that the overall webinar comes in
under an hour.

46-60 min
46%

In the US, we can see that fewer respondents prefer a webinar
that is 60+ minutes. This might be reflective of a more intense
working culture with less time available for education and
professional development.

All responses
Average:
55 min

Pro tip:
Experimenting with different lengths and formats can
help you get better results from your webinars. For
example, try short webinars (15 or 20 minutes), multiple
speakers, and bringing attendees on stage.
3%

9%
42%
38%

*Percentages do not add up to 100% due to rounding up of numbers
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11%

6%
59%

United
States

United
Kingdom

Other
EU

54 min

53 min

56 min

53%

44%

35%

Demographics
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Figure 14

Figure 15

Industry

Country

Italy

12%

Software Development

8%

10%

Insurance
Education

9%

Information Technology

9%

Germany

8%

France

7%

Financial Services
Industrials

6%

Public Services

6%

Health & Pharma

6%

Retail & eCommerce

6%

8%

50%

United states

25%

United kingdom

5%

Technology
Energy & Utilities

4%

Media

4%
3%

Professional Services
Banking

3%

Food

3%

Telecom

3%

Figure 16

8%

Job seniority

C-suite

2%

Travel & Hospitality

2%

Government
Agriculture & Mining

1%

Transport & Logistics

1%

20%

Manager

47%

Director

25%

VP/Head
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Figure 17

Figure 18

Responsibilities

Company size

41%
28%

Webinar program
management/delivery

100%
38%

Lead generation

22%

Demand generation

Social media

Strategy

2%
200-499
people

27%

Marketing communications

Content

9%

34%

In-Person Events

Public relations

20%

9%
6%
6%
6%

500-999
people

3%

Currently used webinar platforms
On24

24%
23%

LiveStorm
14%

Adobe Connect
GoToWebinar

12%
9%

Webex

7%

Demio
Google Meet
Kaltura
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5,000-9,999
people

Figure 19

Zoom
SEO

1,000-4,999
people

5%
3%
3%

10,000+
people

About Kaltura
As a marketer, you want to connect with customers, convert prospects, and promote your brand. Webinars
help you do all that. But only if they’re easy to produce and enjoyable for attendees. By using a clunky
platform, you risk wasting your time and driving your audience away.
Kaltura Webinars, is simple to set up, easy to use, and packed with useful features. You can use it to manage
the occasional webinar or scale up for a constant flow of webinars created by departments across the
organization. One platform, all your webinar needs.
Try Kaltura Webinars for yourself. You’ll find it:
• Simple: participants can sign up and log in easily, and webinar management is a breeze
• Branded: automatically generated webinar mini-sites and landing pages that match your brand
• Interactive: engage your audience with crowd reactions, live polling and much more
• Flexible: text, video, images, sound – you decide
• Compatible: integrate with third-party platforms with no fuss
• Long-lasting: webinar recordings are automatically processed and displayed at the same URL after the live
event
We’ve gone all out to make the experience of attending and producing webinars as good as it should be.
Get Kaltura Webinars and make sure your webinar game is on point.

Learn more
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Contact us

