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Hello and welcome. It's Greg Chambers with LeadGen Compass, and this is a webinar. This is a meta-Webinar, right? This is a Webinar about Webinars. [Laughs] About how we do Webinars. And it's 11:00 o'clock. Looks like people are starting to get signed in. and so, I'm going to go ahead and share the screen. And this time, I won't start on the last screen. I'm going to start on the first screen. All these things you learn about Webinars. Most of this is going to come from...this is how we do Webinars. Which I don't know if it's even considered a best practice. But it's our internal best practices. and if you're not familiar with us, LeadGen Compass is the marketing arm. We do the third-party marketing campaigns for customers of Go Leads and US farm data. And so, we're all kind of part of the same company. But that's where LeadGen Compass is, if you haven't seen it before. Let me get this thing going. 

So today, what we'll be covering is Webinars. Pretty simple. We'll talk about why we do them. We'll talk about the steps that are involved in putting one of these on and our solution to the problem of, 'How do you put out regular Webinars?" And then the post-Webinar work – which I think is probably where we get the most value from the Webinar, not the Webinar itself...and some tools for you, which we will put together. And in an E-mail, the post – when we send you the recording, we'll send you a list of a few different things that have not been made yet, but we'll make them really quick. And where this whole thing came from – just so you know...like, "Why do it" – I had a conversation a few months ago with somebody after we had released another Webinar. And he called in 'cause he said, "Wow. You guys do a lot of Webinars." It became clear through the course of it – I don't think he's ever actually sat through any of our Webinars. But he gets invited to all of them. And that was the impetus for him calling us and then us eventually doing some work for him. 

And so, in that sense that's why we do the Webinars. Right? It helps us attract new customers. It helps us bring in new business. It helps us share ideas. So we have a lot of things that we believe and that we've been working on. And it's a vehicle for us sharing those ideas with others. It gives us good content, is another reason too. We've figured out a way to get a bunch of these things down – we have an E-book that we share with a lot of people called, "The Perfect Growth Formula." And if you've never seen that, we'll include it as one of the giveaways here. But that originally started as a Webinar, and we'll show you...I'll kind of talk through what we do with that. It was a post-Webinar product that we had put together after that. It helps us find new people to talk to and eventually it helps us grow our business. So that's the reason why we do it. And this is all thanks to Todd. Thanks, Todd, for giving us the impetus to get behind that. 

So let me give you some stats. We had done Webinars sporadically for – gosh – starting at about 2012...I think is our very first one. But we're doing – you know, whenever we got them put together. And they seemed like they were kind of a pain in the butt. About April of 2018 – exactly April of 2018 – we decided that we were going to do them consistently. So we put out a schedule, and we were going to use it for lead generation. 'Cause we had noticed that we did get some leads even if the Webinar had not been attended. So during that time period, I went back and looked. So, Sarah, you should be – Sarah and Spenser, you'll be impressed that I went back to...I went into our E-mail tool. And 453,000 E-mails went out during that time period. Sounds like a ton 'cause it is a ton. People who looked at it...right? So those are actual tracked Opens. So downloaded the image, turned images on. 

And so, we know they at least probably saw the E-mail. 40,000, right? And I would put Todd in that group of the looky-loo's. I don’t think he actually – I never saw him register it as attended. Because when we look at 10B's, we put out...I want to say there was 12 – 10 Webinars during that time period. And a lot of people...we actually had some people who went to all 12 of them. I don't know. Hopefully it helped them. R if they just like hearing the sound of my voice or Bill's voice – but 410 of them are unique that came from that group. So we've had hundreds of attendees. That led to – each month, we probably get 10 to 20 new follow-ups that we can go after, reach out to that – you know, it's an excuse to reach out to them. 'Cause they fit our criteria. And then we've gotten dozens of new orders which helps fuel the, "This is why we continue to do these things." So if you have questions anywhere along the way, go ahead and use the Chat Box. I forget to say that. But if you want, just throw any questions about anything related to Webinars. Either I will answer them or Sarah and Spenser will answer them. And then our organic traffic built up. 

So we use the post-Webinar...one of the valuable things that we get from it is this; so I picked US farm data. So this is some stats from US farm data. Looks like from last July to the end of last month. And it's just organic traffic to those pages of the Webinars. So we have that. But what you see is, the content gets picked up on. Right? So it's got a video because we can turn these into videos. We've got transcripts, which gives us text. And then we do some search optimization around it. But it's a way to bring in people who are – 'cause we're talking about...we only talk about things that we do. And that's what ends up bringing some people to us. And I know we've found a few leads. I don't know...actually I think we have gotten a few new pieces of business from it. But we've gotten inquiries where people have found us via YouTube or something else 'cause that's what they were looking for. A lot of conversations for sure. 

So let's start with where we start all the time. Right? Which is with the end in mind. When we set out to do this, the goal was to see if – well, A, it was...we had just turned something into a booklet. And we were like, "Well let's get all of the rest of our ideas at least into a Webinar that we can use for future content. So what do we call that? So there was kind of lead generation, but content generation was primary for us, trying to build out our Websites and see if we can attract more traffic that wasn't coming from our traditional channels. What we were offering in exchange for that is, we would talk about what it is that we think people should do. So we picked a bunch of different topics for LeadGen Compass, right? A lot of it is lead generation, and that's what this is too. And what we're offering is, we're offering our take – our unique point-of-view on how we do it. 

And I’m not saying it's the best way to do it, but it is a way to do it and it does produce some results. And then thinking with sale first; which is, "How can we – if we're not so worried about generating business immediately and closing everybody whether they like it or not, but instead we start a relationship with them, how could we educate our prospects?" And as our owner Bill Mittern always likes to say, "How do we inspire prospects to take action, to trust us with some of the questions that they have and some of the problems that they're working on as well as, you know, "Are we demonstrating expertise that we can actually do what it is we say we can do?" So with that, let's jump into all the pieces of the – all the pieces of the puzzle. First of all, it starts with a schedule. Right? 

The first thing we do is, we pick a date and time that we're going to go live. So in this case, we've defaulted to a lot of Thursday's. A lot of Thursdays at 11:00 AM Central. Time. Why is that? Is it because some algorithm has told us that that's the perfect time for people or – not really. It's time that fits into our schedule. 11:00 AM is enough time that if I've forgotten about the presentation, I can put finishing touches on it in the morning. It seems to be maybe over lunch, we can make up...we can make up all sorts of reasons why it's there, why it's at that time. But first thing in the morning if I'm trying to get Bill Mittern to do it with me, he can't do it first thing in the morning 'cause he just gets too swamped. But around 11:00, he's thinking about lunch. And so, it's a good time for us. It doesn’t matter to me. It's just that it needs to be on the schedule, because then we work backwards from that. So let's say it's today. What is today? The 20th? 21st. So the 21st, if we're going to go live 21st...and then when are we going to set up the reminders? 

So the reminders are – you probably received either one this morning or one earlier this week or one this time last week. We've kind of defaulted to three. Right? So we do it...like if we know that we need to get these things set up, then the week before – right, if we're going to send that first reminder Thursday the 14th, we need to make sure we have content ready at that time. So the week before, we're trying to get that. The week before that, we need to come up with the topic. Right? And the topic E-mail Monday before morning...yeah. Thanks. And Sarah will clarify inside the text box what it is [laughs] that we're working on. And so, the week before that is where we need to – Sarah's usually prompting me with content. I can show you the E-mails. But we have an internal system we use -- Ontraport. And Ontraport helps us kick out some reminders. 

So if we tell it that this is the date that it's going to go, it knows that two weeks before it's sending a reminder to me, "Hey. The content is due. What is this week's – or, this next Webinar going to be on?" And then the week before that – or maybe it's the week before that that we put that on. So either way, we work backwards from the date. So the key piece of this is picking a date and time; not necessarily the content. We don't always start with the content. As a matter of fact, we rarely start with the content. But we always start with the date. The first time we did that first series of 12 Webinars, we just put them on the schedule. Right? And they were called Webinar 1, 2, 3, 4, 5, 6, 7, 8, 9, 10, 11, 12. And then we work backwards into topics there once we got our schedules set up. So we'd recommend that. When we talk about organizing...so I say, let's talk organizing. And I’m going to pull up a little Note here to remind myself what I'm talking about. When we talk about organizing, who is it that's going to attend the Webinar? Right? 

So in our case, the first thing we start with is, "Do we have an in-house list?" And if you're on...if you've rec3ived these, there's a chance that you've either reached out to Go Loads or US farm data, and that's how you've gotten on the list. A few people have come through LeadGen Compass themselves and probably there's a rare few that have found us somewhere out on the web. We don't do a lot of cold. Right? So we try to – our internal list is big enough that – and really, we know that those people are trying to grow their business. The only reason most people come to Go Leads or US farm data with any questions is because they're thinking about growing their business. So when we reach out into the general public, we don't know what's going on. So we don’t do a lot of cold outreach. So we organize our in-house list, which we'd already been E-mailing before. So we had that. And then, we start talking about like the numbers. Like, "What is it that we expect to attend?" We've had Webinars where there's been over 100 people who have signed up. 

So we'll talk about this in a minute. But our limit is 100. And we bumped into one where it was way over-subscribed. And the good news is, not everybody shows up. Like even today, I bet if I peeked via the number of people – yeah. So it's a fraction. It's always a fraction. Most of our Webinars...I've had Webinars where we've run it with four people. For other projects, we've done Webinars with nobody. [Laughs] Nobody attended. And the reason is because we're also after this greater piece of content. And so, it's still a good extra size. When people are attending, it'd be nice if they asked questions. Then you can kind of get a back-and-forth feel on things. And I'll tell you how we deal with that too. But in general, like from – even with our list size, the topics...it's very topic-driven. 

The super popular one was about Facebook and how to generate business-to-business leads on Facebook. A lot of interest in that. We've had other ones where it's like – where we talk about our main product, which is lists; these marketing lists, how to get the most set of lists. Those were sparsely attended -- probably to say the least. So number six. Back to – whatever number it is...if you get over 100, you probably have a pretty good list and a super great topic. You'll need to think of upgrading whatever it is that you're using as a tool. But for myself and for most of the people that I work with, the under-50 is common. And then half of those people show up. A lot of people wait for the recording. So we can work on that. So either way, the show must go on. Right? 

Whenever you set the date and it's going to go live, get it going. 'Cause what you'll find is that you do get a lot more people who – like today, we'll get a bunch of sign-ups. And I know people are just going to pop in...either take a peek for the first time today or they'll watch the recording. 'Cause we do get a lot of recording views on the backside. So content. Of all the things, this is probably the thing that is – where most people get a little stuck. If there's a scary part, it's, "What is it that we're going to talk about?" The way we start is, we just make a list. Right? We brainstorm content, and it's based on the questions that our sales people are hearing. Sales people are the best place to get these questions. Yeah, they’ll always default to, "The number-one question I get is about price." 

So beyond price, what is it that – what are some common questions? And you might need to ask this a little bit over a period of time to get some different ideas as to what it is that people are asking about. Whatever somebody actually takes the time to call in about is probably a good topic of conversation going forward. We do a lot of internal things; like, you know, "What is it that we'd like to learn more about internally?" Because in putting these together, it's a great chance to, you know, organize your thoughts around, "What is it that we do, and what is it that we believe? What things do we agree with and not agree with that are out in the market place?" So we make that, and then we bounce feedback off. So lately, we've just kind of – we plow ahead with whatever it is we feel like doing. [Laughs] But back in the day when we were doing the 12, we surveyed internally with the list once we had a list of about 20 topics. We surveyed internally, and then we surveyed externally. And from there we were able to get – narrow it down to...we knew Facebook was going to be number one. And we knew that the list information was going to be dead last. 

But we still put them together and then tried to come up with topics or ways to talk about it that were interesting to people, or we thought might be interesting to people. And then pick one. Right? So if you're doing your first series, or you're doing your first Webinar, just do one. It really doesn’t matter which one it is. I don't think. 'Cause you'll learn more as you go along the way and we'll pick up on some of those. Outlining. Outlining is the big secret to all content. Right? 'Cause once it's, "Here's what it is that we're going to cover," then it's, "What are all the things that people need to know about it?" Right? So I always start with the E-mails. If you've read the E-mails and you've pulled them all up and laid them next to each other, you'd find out that they kind of follow the same format; which is, you know, "What is it?" The topic, right? So here's the topic. "What is it? Why is it important? And then, what are you going to walk out with if you attend the Webinar?" And then from there, we can usually generate an outline on there. And then, I'd recommend – I put interviews on here. 

So once you generate an outline, even though you have a lot of things that you want to talk about...if there's anybody out there that you can interview about it, it would be – the content is a little more interesting. So I say, do as I say, not as I do in this case. Right? 'Cause it's...listening to one person talk for 30 to 45 minutes is not the most interesting thing. Listening to two people talk is a little bit more interesting. I default to funny drawings. [Laughs] Little guys looking through binoculars. And then, I'm a big believer in PowerPoint. The solo video where it's just looking at a face, I've taken some online courses like this where you're listening to a lecture for 45 minutes. That's really hard. Solo is hard, right? That's why interviews work if two people work well together. And then practice it. If you're still nervous, run through it once. What I can tell you is, we've done 25 of these, and then I've done a few more for clients. And you get it down over time. You start to figure out, like, at least what it is that you're going to be doing on there. And this is what an outline to me looks like. 

So if you want to see what it is we're going to cover today, you can jump ahead. Right now, we're in that lower part which is, "Let's talk about the scary part," content. Right? So this is all...and it's just ticks of, "These are things that I think we should cover or that I would want to know or that I'm comfortable talking about." Right? "There's a million things to know about Webinars. These are all the things that I think are important. So up to this point, what have we done?" Right? We've picked a date. We've kind of scheduled like what we're going to need to do up to that date to make it happen, and then now we've worked on content and started to build some content. So with that, now let's jump into where people have a lot of questions – which is technology. What is it that we should use? We use Zoom. How did we end up on Zoom? I don't remember, on there. Because I know the cost is part of it. Right? 

For 100 users, I think for a Zoom license and then the Webinar upgrade it's less than $75. I'm guessing. It's been a while since I've looked at it. But it's user-friendly. Most people seem to have been able to – long before the Pandemic forced everybody to use Zoom, it was one of the easier tools to use. So we used it. But in the past, what have we used? We've used Go To Meeting, Webex -- one at their Click meeting we used quite a bit for a while. Free conference call. I did some Webinars on there. Google's products. I forget what the – it was Google Chat, I think, before. And now it's called Google Meet, maybe? We've tried live-streaming. The least distracting, most useful for what it is that we do is – has been Zoom. 

But it could be anything. The key is, "Does it record?" So right now, this is being recorded. And that seems – for us, that's the biggest, most important thing; is, "Is it easy to record? Does it" – 'cause they all seem to have like registrations and reminders and ability to brand and do things like that. We just want to make sure that it's usable, it's pretty stable, that people are familiar with it and don't have too hard of a time getting onto it. So that's what we use when it comes to technology. When we get into promotion...right? So now at this point, right, we've got content laid out. We know what tool we're going to use. We're ready to use it. Now we actually need to finish up and get the people in the door, get the people signed up. We've defaulted to three touches. 

So like Sarah put in the Text Chat, we do – a week before we Send an E-mail notifying that there's going to be a Webinar, he Monday before and the morning of. The Monday before, we'll take out anybody who has registered for it, and the morning of I think everybody's removed from...registrants are removed too. And I think Zoom Sends out a reminder to anybody who's a registrant. But inside there, right, that's where all those impressions that we talked about – the 400,000 impressions over that period of time in 2018 – that is where most of those come from. If we know that most people will see the From – like who it's from – and then they'll see the Subject line – which is Webinar with the subject. And I think, like, the guy who prompted this – Todd – that's all he's probably ever seen. I don't think [laughs] – he's never registered for one, we know for sure. E-mails are our number-one way of getting people into the Webinar. 

So we do this...again. We do it internally. We don't try to attract a lot of outside prospects this way. We focus more on people who are already familiar with Go leads, US farm data or LeadGen Compass. That list is actually growing up nicely. Sarah and Spenser will put together audience ads. So they'll take those lists of customers and bump them into Facebook and then use Facebook's ad platform to remind people that the ads exist. We have found a bump on there. But Sarah's also found that when she does the tracking Links -- we've gotten a few from LinkedIn or Facebook running these ads. But our primary source of registrations and promotion is E-mail overall. And yeah. That's like I talk about. Invites are impressions, right? It's another way of staying top-of-mind with people. We know that – we've subscribed to the rule of 30. So lately, I know that people have been talking...I've heard more people talking about the rule of 7. And we had updated the rule of 7 internally years ago to be – it's no longer, "It takes seven impressions of a message to get through to people. It's now 10." And then people are so busy that only 1 in 3 of those messages are getting through. 

So plan on being in front of people 30 times in order to -- especially new people –in order to bring them in of one message. And so, invites are another way of doing this. The audience ads are another good way of helping with the impressions. And then when it comes to engagement numbers, I kind of ran through those on the front end. But for the most part, you know, we know it's going to be a great Webinar if we get an immediate 15 to 20 registrations. We know it's going to be -- if the topic is off-topic, nobody's really interested if we only get like two or three. That being said, we know to get – whatever number it is...so say it's 20 people who register before the Webinar. The morning of is always a 20-percent bump. 

So whatever that number is. If there's only 10, we get two more people by reminding them the morning of. If there's 100 people, we probably get 20 more people to go at the end. Not everybody attends. And that's not only my experience, but – and I'll share this with you. We did an association presentation the other day, and they had consistently 200...when we were looking at the attendees, there was 200-and-some people that seemed to be pretty engaged the whole time. When I talked to the staff afterwards, they explained, "Oh. That's just CPE credits." So they were doing continuing education credits, and that's why they're like, "Oh, yeah. So we kind of force people" – they have to be there. They get poll questions where they have to answer, "Yes. I'm still engaged." We're not producing content for that. Right? We're doing content like a Blog post. Like, we could do a Blog post on Webinars. This is a detailed Blog post on Webinars, and we'll talk about that going forward. So now we've got everything, then it's time for the light event. And my favorite events are when I can talk Bill, the owner, into joining me. 

So for a second there, [laughs] Spenser Logged in as Bill. And I thought, "Oh, good. I get Bill." Because Bill always asks questions, and he tells me when I'm being unclear and restates things. But when we have the Webinar together, right, it's ready to go. So the PowerPoint needs to be ready. It's just a share screen with the PowerPoint. Conversation is a plus if you get some back-and-forth. But otherwise, right, it's a – generally we don't pick topics that I don't know a lot about. And so, I can usually go on and tell some stories here and there. I try not to watch the attendees. It's distracting. The number goes up and down all the time. So Sarah and Spenser can watch the attendees for me and tell me how engaged people were. 

But overall, I'm there to do my best job trying to talk to the camera and deliver the content. Helpers are key. The one thing about this association that I did is...it might've been eight people who helped managed things, because people were coming on and off. I had a 15-minute segment out of two hours where I jumped on near the end. But, you know, I had to be queued up with somebody. And it was pretty impressive. Sarah and Spenser do all that work for us in here. They set it up, and they know how to manage it should anything go down. And the most common thing that goes down is, "Greg, we can't hear you. The scythe isn't advancing." Things like that. 

So use helpers. And start on time. Right? So we tried to start on time today. We're 26 minutes into it. It'll go – most of these go for between 35 to 40 minutes just to talk about...to give a high level of review on some content. Right? We're not teaching a class here. We're just trying to expose some new ideas to people. And then the big thing is, record it. Remember to Click the recording. I was just commenting to Sarah, there's been all these – now that everybody's using Zoom, there's all these updates to it. And one of the updates seems to have turned off the automatic recording. So luckily we caught it, because that's the kind of thing that is depressing, is when you run a Webinar and then at the end of it the recording doesn't happen and you need to re-record it by yourself with no audience, thinking of all of the things that you've already said before. Post-event. 

So at this point, right, we picked a date. We built our schedule, we made some content, we finished the content, we promoted it, we got people to attend, we set up a Webinar, we delivered the event and now we're done. So what is it we're going to do? The first thing is, we would like you to put your recording on YouTube. So I use iMovie, 'cause I have Macs. And so, basically just – I suck the recording into iMovie. I put a beginning and an end on it, I cut off any parts where it was particularly bad. But for the most part, that's really all the editing that gets done. Occasionally there's been a problem with the slides and I've had to record over it or something like that. But for the most part, it works well. And then, it's got a connection. I just connect it to the YouTube account and it pulls it in. The slides, I get over to Spenser and Sarah, and they turn those into PowerPoints. So – or, I’m sorry, into a PDF. 

So sharing a PDF...I think at some point, we were trying to put these on LinkedIn under Slide Share. But, you know, again. These are pieces of content now that we've got some artifacts that we can spread around the web. SEO. You can SEO the Page with the transcripts. So we use a company called Verbal Ink. And there's tons of them out there. But I think they use a little bit of a robot, and then there's somebody who goes through and kind of helps you edit it. And they clean it up, and you can clean up the text. And so, that second slide that you see there is – we'll turn those into slides. Like, the part of that slide that's being shown will include the text that goes with it. So it's a useful thing on the Page. But we've found that Google likes it too. 'Cause they can find whatever it is that I'm saying, sometimes people are searching for answers on those things. 

And then, we put downloads at the bottoms. Right? Well we create this Page, and then that takes Spenser and Sarah a couple days to get around to it. And then once it's done, then we're ready to Send a notice to everybody, "Hey. The recording is available. You can Click." And we Send that to all registrants. Anybody. Because we're trying to share it. And then later, we schedule it for future shares. So right now, we probably have a lot of things that we can share. We're in the training mode where we just keep producing more and more content. At some point, we probably take all these things and put them together. Spenser's got some great ideas on how to make a – use Ontraport to when somebody pulls down a Webinar, to feed them, future Webinars over a period of time, things like that. But those are the things that you can do when you have it. 

But when you're done, that's – you're ready. Right? The point is to move on. Give it your best shot. Some of these are great. They're worth recording and having around forever. Other ones could disappear tomorrow. [Laughs] I don't know which one is which, though. Right? It's the right information hitting somebody at the right time as useful to them. So these are all the recordings that we've put up. You know, we try to do a – you can make a...in YouTube, you can also do an intro screen so that it doesn’t pick whatever slide as the front-facing slide, and then they can...you can kind of see how we brand those as we go forward. You'll see a couple numbers in there – five and six. Like most things, the more Spammy – Spammy's absolutely the wrong word. The more Click-bait worthy that you make the headline, the better [laughs] the Clickster goes. 

So lists are great. I just don't always think in terms of lists. But, "Five ways to do this," or, "Six ways to do this," or, "The top-five" – six simple steps they see right there. "Ten ways to do something." Those tend to get decent registrations and attendees. And I probably need to do more of them. But at the same time, you know, you get tired of making some of those stuff. You don't it just to be all numbers that are on there. And then, we're ready for probably the most important part; which is follow-up on this. When we have people who have registered for these Webinars, the first thig we do is we run them through our score card. Our score card...we've actually done a Webinar on how to build a score card. But we have a few criteria that are important to us and what we're looking for in prospects. And then, we have a scoring system. And so, we give them all the – you know, our reps can go through and they can score them really quick. And that helps us prioritize who to follow up with and when. 

And so, the follow-up is pretty simple. Right? I'm following up 'cause you attended the Webinar. Most people's response is, "Oh. I haven't had a chance to look at it." And it really doesn't matter. Right? 'Cause what we're after is, we are trying to start a new conversation with them, and the content becomes a way to do that. So if you're on the receiving end of these calls, know that it's whatever your answer is going to be the right answer. If you watched it and enjoyed it, that's – they're going to say, "Good." If you haven't had a chance to watch it, they're going to say, "That's why I called." Or at least, they should be doing that. And then, try to get into a conversation about what is it that you're trying to do on there. And then get ready for the next one. Right? We space ours – we found, I think, that somewhere around four...no more than one a month. 

But I think we're at about six weeks is what it takes. 'Cause that gives us time if there's a hot topic – like we did one on the COVID19. Like, "What are marketers supposed to do when everything shut down?" There was those first couple weeks of – or in the middle of March – "What is it that we're going to do, and what is it we see our customers doing?" We can fill in pretty quickly. And again. And so, I say promote the best ones to prospects. You will have some in there that are much better than others. By viewership, by registrants. You'll get better feedback from them. And those are the ones that become pieces of gold for the sales reps. And the sales reps can share them with reps as they go. Or, I’m sorry, with prospects or with anybody who's new. But it's things of value. Right? 

It's little artifacts of value that we can give to people and push those things out there. The one thing I didn't put on here, though, is with that transcript – and maybe 'cause it was on the other Page...with the transcript, the other thing that you can do besides making the slides is you can turn it into a book. Like that Perfect Growth Formula. Which, if I go backwards, you can see at the Bottom there, Downloads. "The Perfect Growth Formula." We had our copy editor – she spent a lot of time cleaning up the, you know...talking text and reading text don't always match up. and so, she spent a lot of time fixing that up. We drew some – we invented some process graphics that we worked through and then made it into an actual artifact that we can hand out. So that's a good idea too. So, whew. How am I doing? I'm at 35 minutes, and I don't see any questions. 

So wrapping it up. The things that we do. If you're putting together your Webinars, right, begin with the end in mind. "What is it that you're trying to get out of this?" 'Cause that's how we can best measure if this is working or not. And the reason we do so many of these is because on our long-term measures, "Does it help us bring in more traffic? Does it help our customers that are marketing and does it engage with people" – it does all those things. Plus it provides leads to us. Get it on the schedule. And by that, I mean just commit to it. Right? You got to make it work. Organize every one and everything around it, and then get focused on the content. 

I think you'll find when you focus on the questions that people are asking you, that's usually where good content comes from. Set up the technology. I'm pretty technology-agnostic at this point. Promote it. Just set up a schedule for promotion. You can promote it as heavily or as un-heavily as you want. The live even today is going to go great. I promise you. You'll be fine. And then post-event. Schedule what's going on after you get done, because that follow-up is the key part to it. I'm surprised the number of Webinars I go to that are held by big companies, and I never hear anything back. The only thing I can figure is, maybe I don't score well [laughs] on their scoring system. So then, we'll jump into questions. "Hey. There is a question. Dean. Interested to reaching out to soybean...is that something you can help me with?" Mostly 'cause we have the soybean farmers in Wisconsin. 

And so, we need to get you in touch with Susan over on the farm data side if you haven't talked to her already. But there's certainly a lot of ways to get in front of soybean farmers. Webinars, we've found, with farmers is not necessarily the very best thing. But we have other ways and other things we can do to help them. So thanks for the question on that. If there's any other questions, you can type them in. But otherwise, we can help too. Right? And we'll Send some of these things to you. Well Send you a sample timeline. We'll Send you sample outlines. Right now, Spenser and Sarah are [laughs] taking notes. We'll Send you some sample E-mails, you know, with the redacted E-mails. So they'll look like government things. I'll show you what one of the follow-up scripts looks like on our end. And we're always available as outsourced help. We do this as well as a lot of other marketing activities for ourselves, for Go leads, LeadGen Compass, for a group of clients and we're ready to help you with that same stuff too. 

So that's it. That's our information. And, Dean, we'll probably have Susan reach out to you there. If you need help with Webinars, Send us your questions and we will do our best to answer them. Zero response. We're not going to...well this time, we will respond even – and if it's not me, it'll be Bill who gets back to you. And we'll go from there. All right. Well thanks for your time. And as I promised – or, I probably didn't promise this time. But it's usually always the same thing; 40 minutes, 45 minutes and we go from there. So thanks a lot. I'm going to stop sharing here. And thanks for your time. Take care. Oh, by the way. If you get the LeadGen Compass E-mail, I put in there that I was going to do a new background. [Laughs] And there it is. I picked the East Ender's Pub background. That's right. I would like to be right now. Maybe I'll go there for lunch.
[End of Audio]
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