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You spent weeks planning the webinar. You picked a sharp topic, prepared solid slides, and 
lined up a speaker worth listening to. 
 
Then came the registration page. 
 
You threw together a quick form. Name, email, maybe company size. You embedded it, linked it 
in your emails, and waited. 
 
Some people signed up. Far fewer showed up. And the follow-up? That probably happened 
manually, late, and inconsistently. 
 
Here is the thing nobody tells you when you start running webinars: the form is not just a signup 
sheet. It is the first real experience your attendee has with you. And everything that happens 
after it, the confirmation email, the reminders, the post-webinar follow-up, lives or dies based on 
how well that form was built. 
 
This guide covers the complete journey. From the registration form itself, through the pre-event 
communication sequence, to the follow-up emails that turn registrants into actual pipeline. Every 
section is practical. Every recommendation has data behind it. 
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1. Why Most Webinar Registration Forms Underperform 
Most webinar registration forms fail at one of three points. Understanding which one is costing 
you the most is the first step to fixing it. 

The Registration Drop-Off Problem 
The average webinar landing page converts at around 22 to 30% of visitors. That means even 
when your promotional email or ad lands well, you are losing 70 to 78% of interested people 
before they even register. 
 
Registration forms with only 2 fields convert 34% better than longer forms. Short forms with 5 or 
fewer fields see a 10% higher conversion rate than longer ones. Yet most webinar registration 
forms ask for 6 to 10 fields by default, treating every signup as a sales qualification exercise 
rather than a low-friction entry point. 
 
The result is that you optimize your ad targeting, spend time on your promotional copy, and then 
lose most of that investment to a form that asks too much too early. 

The Show-Up Problem 
Getting someone to register is not the same as getting them to attend. 
 
Industry benchmarks in 2026 show that only 40 to 50% of registrants attend the live event. The 
rest intend to but forget, get pulled into something else, or quietly decide it is not worth an hour 
of their time once the day arrives. 
 
This is not mostly a content problem. It is a communication problem. The registrants who 
receive a well-timed reminder sequence show up at rates of 56 to 71%, compared to the 40% 
baseline for those who only get a single confirmation email. 

The Post-Webinar Drop-Off Problem 
This is the most expensive failure point because it happens after you have already done the 
hard work. 
 
Research shows that 89% of webinar attendees take some form of action after attending, 
including visiting your website or downloading content. Yet 75% of webinar hosts describe their 
post-webinar results as silence, less than expected, or something they do not track at all. 
 
The gap between attendee interest and actual conversion almost always comes down to the 
follow-up. Attendees who received a personalized post-event email sequence of 4 or more 



touchpoints within 14 days converted to paying customers at 17.4%, nearly double the 9.1% 
rate when only a single follow-up email was sent. 
 
The entire webinar funnel is a sequence of connected moments. A weak link at any point, the 
form, the reminder, the follow-up, collapses the whole pipeline. The good news is that every part 
of this is fixable and most of it is automatable. 
 
 

2. What a High-Converting Webinar Registration Form Looks Like 
A high-converting webinar registration form is not just a form. It is a package: the form itself, the 
context around it, the trust signals near it, and the immediate confirmation that follows 
submission. 

The Page Context 
Before a visitor even looks at your form, the page surrounding it tells them whether signing up is 
worth their time. 
 

-​ A clear, specific headline. Not "Join Our Webinar." Something like "How SaaS Teams 
Cut Churn by 30% Using Behavioral Segmentation: A Live 45-Minute Session." The 
more specific the promise, the higher the registration rate. 

-​ Three to five bullet points on what attendees will learn or take away. Bullet points are 
processed faster than paragraphs and give visitors a quick yes or no on whether the 
session is relevant to them. 

-​ Speaker credibility signals. A headshot, title, and one-line bio near the form increases 
trust and conversion. According to ON24's 2025 Benchmarks Report, personalized 
landing pages with credibility elements saw a 3x increase in registrations. 

-​ Social proof near the CTA. A registrant count ("347 people have already registered"), a 
short testimonial from a previous session, or logos of companies whose employees have 
attended all reduce hesitation. 

-​ Date, time, and timezone displayed prominently. Not buried in fine print. On the page, 
above the form fold, in plain text. Visitors who have to hunt for this information leave. 

-​ A countdown timer for urgency. Including a countdown timer near the registration form 
has been shown to boost sign-ups by 13%. "Limited seats" messaging adds a further 
24% lift in registrations. 

The Form Itself 
The form needs to be the easiest part of the page. If there is any friction in the form itself, you 
are losing people who were already sold on the topic. 
 

-​ Single column layout, no exceptions. 
-​ Real-time inline validation so errors appear as users type, not after they click submit. 



-​ A privacy note directly below the email field. Something as simple as "We never share 
your information" is enough to reduce hesitation from data-cautious visitors. 

-​ A specific, benefit-driven CTA button. "Reserve My Spot" or "Sign Me Up" consistently 
outperforms "Submit" or "Register." Personalized CTA buttons improve conversion rates 
by up to 42%. 

-​ A confirmation message or redirect immediately after submission that includes the 
webinar date, time, and a calendar add link. 

 
 

3. The Fields You Actually Need (And the Ones You Don't) 
This is where most webinar registration forms go wrong. The instinct is to collect as much 
information as possible during the signup, reasoning that you have the registrant's attention and 
this is your best chance to qualify them. 
 
That reasoning backfires. Every field you add is a reason for someone on the fence to leave. 

What to Collect at Registration 
The goal of the registration form is to get the person registered, not to complete your CRM 
profile on them. Here is the minimum viable information by use case: 
 
For a general audience webinar (educational, thought leadership): 
 

-​ First name 
-​ Email address 

 
That is it. Two fields. Registration forms with only 2 fields convert 34% better than longer 
alternatives. For a top-of-funnel webinar where your primary goal is audience growth, the field 
count should match the commitment level being asked. 
 
For a B2B webinar (lead generation, product demo, industry-specific): 
 

-​ First name 
-​ Email address 
-​ Company name or role (one intent field, not both) 

 
Three fields. The third field gives you enough segmentation signal to personalize your follow-up 
without crossing into friction territory. Research shows a strong first-step form includes name, 
email, and one intent field such as role or primary challenge. 
 
For a paid or high-stakes webinar (workshops, certifications, premium access): 
 



-​ First and last name 
-​ Business email address 
-​ Company 
-​ Job title 
-​ One qualifying question (company size, specific challenge, how they heard about you) 

 
Five to six fields maximum. Even here, the research shows that forms with 5 or fewer fields 
convert 10% better than longer ones. 

Fields That Kill Webinar Registrations 
-​ Phone number as required. A required phone field causes 37% of users to abandon 

the form unless it is optional. If you need a phone number for sales follow-up, collect it in 
a separate post-registration step. 

-​ Multiple qualifying questions upfront. Company revenue, team size, current tools, 
and pain points belong in a post-registration survey or a follow-up questionnaire, not in 
the entry form. 

-​ Password creation. This is the highest-abandonment field in any form, with a mean 
drop-off rate of 10.5%. Do not ask registrants to create an account to attend a webinar. 

-​ A "How did you hear about us?" dropdown. If you need attribution data, use UTM 
parameters on your promotional links. Do not make the registrant do this work. 

The Smart Alternative: Post-Registration Qualification 
If you need richer data for sales qualification, the right approach is a two-step flow. The 
registration form collects name and email and gets them registered. The thank-you page 
immediately after, or a follow-up email the next day, invites them to "help us personalize your 
experience" with a short 2 to 3 question survey. 
 
This staged approach protects your registration conversion rate and still gives your sales team 
the qualification data they need. Importantly, at this point the registrant has already committed 
by completing step one. The psychological principle of consistency makes them far more likely 
to complete a short follow-up survey than they would have been if you had asked those 
questions before they registered. 
 
Learn how SureForms conditional logic powers this two-step approach 
 
 

4. The Pre-Webinar Email Sequence That Moves Registrants to 
Attendees 
Getting someone to register is 40 to 50% of the battle. Getting them to actually show up is the 
other half. 

https://sureforms.com/features/conditional-logic/


 
The difference between a 40% attendance rate and a 71% attendance rate almost entirely 
comes down to what happens between registration and the event. Specifically, the reminder 
sequence you send. 

The Confirmation Email (Immediately After Registration) 
This is the most important email in the entire sequence because it arrives when intent is highest. 
The registrant just signed up. The topic is top of mind. This email sets the expectation for 
everything that follows. 
 
What it must include: 
 

-​ A clear, warm confirmation that their spot is reserved 
-​ The webinar title, date, time, and timezone written out in plain text, not just an event card 

image 
-​ An "Add to Calendar" link (Google Calendar, Outlook, and Apple Calendar options) 
-​ The unique join link, or a clear statement of when it will be sent 
-​ A one-line preview of the most valuable thing they will learn or walk away with 
-​ A brief bio of the speaker, if you did not include one on the registration page 

 
What it should avoid: 
 

-​ Starting a sales pitch in the confirmation email. This kills trust immediately. 
-​ Burying the calendar link below the fold. 
-​ Generic subject lines like "You're registered!" Use the webinar title instead. 

The 7-Day Reminder 
This email serves two purposes. First, it catches registrants who forgot to add the webinar to 
their calendar. Second, it re-sells the value of attending by going deeper into what they will get. 
 
What works in the 7-day reminder: 
 

-​ A key insight or data point from the webinar content, shared as a teaser 
-​ Speaker credibility reinforcement (a quote, a recent piece of work, a recognition) 
-​ The calendar link again, prominently placed 
-​ A short testimonial from someone who attended a previous session, if available 

 
Subject line approach: Make it specific to a pain point or insight, not just a date reminder. "Still 
on for [date]? Here is what you'll take away" outperforms "Webinar reminder: [Title]." 



The 24-Hour Reminder 
By this point, you are converting registrants who were planning to attend but might not have 
protected the time slot on their calendar yet. 
 
What works: 
 

-​ Keep it short. This is a logistics email, not a sales email. 
-​ Reiterate the date, time, timezone, and join link clearly. 
-​ Add one line of urgency: "Join live for the Q&A session, questions from live attendees 

get answered first." 
-​ If your webinar platform allows it, include a direct "Add to Calendar" button inside the 

email body. 

The 1-Hour Reminder 
This is your highest open-rate email of the entire sequence. People who are planning to attend 
check this email to get the join link. 
 
What to include: 
 

-​ The join link, large and clearly visible 
-​ The start time in the registrant's timezone if your platform supports dynamic 

personalization 
-​ One sentence about what makes the live session different from watching a recording 

("We will be taking live questions in the last 15 minutes") 
 
What to avoid: Length. This email should be 5 lines maximum. Nobody reads a long email an 
hour before a live event. 

A Note on Timing and Channel 
57% of webinar registrations come from email marketing, making it the dominant promotion and 
reminder channel. For reminder sequencing, research confirms that a 7-day, 24-hour, and 
1-hour cadence produces the highest attendance lift. 
 
Adding SMS or calendar holds on top of this email sequence reduces no-shows by an additional 
15 to 20%. Not every audience responds to SMS, but for high-stakes B2B webinars where each 
attendee represents a meaningful pipeline, the additional channel is worth testing. 
 
 



5. The Post-Webinar Follow-Up Strategy That Drives Conversions 
This is where webinar ROI is actually generated, and where most organizations leave the most 
money on the table. 
 
Only 40 to 50% of registrants attend live. ON24's 2026 global data shows that when 
organizations promoted on-demand replays within 2 hours of the live event ending, total 
combined viewership reached 89% of the original registrant pool within 72 hours. Your 
post-event strategy is not a courtesy. It is a second chance to capture the majority of the 
audience. 

The Post-Event Email Timeline 
Email 1: Within 2 to 4 hours of the webinar ending 
 
Speed matters here. Decision-makers are most receptive to follow-up within the first 24 hours of 
expressing interest. An email that arrives 3 days later is competing with an inbox full of more 
recent priorities. 
 
What to include: 
 

-​ A sincere thank-you for attending (or a "sorry we missed you" version for no-shows) 
-​ A link to the webinar recording 
-​ Two or three key takeaways from the session in bullet points 
-​ One clear CTA: book a call, download the resource mentioned in the webinar, start a free 

trial 
 
The follow-up email channel is uniquely powerful for webinars. Post-event emails achieve open 
rates of up to 58%, compared to typical B2B email open rates of 20 to 25%. 
 
Email 2: 48 hours after the event 
 
This email targets people who opened the first one but did not act, and people who watched the 
replay but still have not converted. 
 
What to include: 
 

-​ A specific insight or data point from the session (something useful even if they did not 
watch) 

-​ A link to a related resource: a blog post, case study, or guide that extends what was 
covered in the webinar 

-​ A softer CTA, one step lower-commitment than the first email's offer 
 
Email 3: Day 7 
 



This is your final touch before moving non-responsive contacts into your standard nurture 
sequence. It should add new value rather than just re-promoting the recording. 
 
What works: 
 

-​ Share a piece of content that was not in the original session 
-​ Mention peer participation to create social proof: "87% of attendees in your industry 

came away with X result" 
-​ Offer a direct access point: a free consultation, a downloadable checklist, a trial 

 
After day 7, move non-converting contacts into your regular nurture track rather than continuing 
webinar-specific messaging. 
 
 

6. How to Segment Your Follow-Up by Attendee Behavior 
Sending the same follow-up email to every registrant, regardless of whether they attended, how 
long they stayed, or whether they interacted during the session, is one of the most common and 
most expensive mistakes in webinar marketing. 
 
Generic follow-ups treat engagement as binary (attended or did not) when the data shows four 
distinct behavior segments during a typical webinar. 

The Four Attendee Segments 
Segment 1: Highly engaged attendees These are the people who watched 75% or more of 
the session, participated in polls or Q&A, and possibly visited your pricing page or clicked a CTA 
during the webinar. 
 
These are your warmest leads. They have already done the research. Their follow-up sequence 
should be direct and move quickly to a specific offer or conversation. 
 
Segment 2: Passive attendees These people showed up and watched but did not interact. 
They were listening, not ready to raise their hand. 
 
Their follow-up should deliver additional value first. Share the session recording, a related case 
study, or a practical resource. The goal is to deepen engagement before pushing toward a 
conversion action. 
 
Segment 3: Early drop-offs These people joined but left within the first 10 to 15 minutes. 
Something in the session did not match their expectation. 
 



Their follow-up should address this directly. A short survey asking what they were hoping to get 
from the session gives you useful data and re-opens the conversation. Do not send them the full 
replay without context. 
 
Segment 4: No-shows These people registered but did not attend at all. 
 
They still opted in, which means they had genuine interest at the time of registration. Send them 
the recording with a subject line that acknowledges they missed it, rather than pretending it was 
just another reminder. "You missed it, but here is the replay" consistently outperforms "Watch 
the recording of [Title]." 

Why Segmentation Doubles Conversion 
Data from Campaign Monitor's analysis of segmented versus non-segmented email campaigns 
shows that treating these groups identically loses 22% of potential conversions. The registrants 
are at different stages of intent and need different messages to move forward. 
 
The mechanics of behavioral segmentation require your form data to flow cleanly into your CRM 
or email platform, which is why the integration between your registration form and your 
marketing tools is not just a technical detail. It is the foundation of your entire post-event 
revenue strategy. 
 
 

7. How to Build Your Webinar Registration Form in WordPress 
with SureForms 
Everything covered so far, the low-friction registration form, the conditional two-step qualification 
flow, the instant confirmation with calendar links, and the integrations that power segmented 
follow-up, can be built natively in WordPress using SureForms. 
 
Here is exactly how the pieces connect. 

Building the Registration Form 
From your WordPress dashboard, go to SureForms > Add New. You have two paths. 
 
Use the AI Form Builder. Describe what you need in plain language: "A webinar registration 
form for a B2B audience. Collect first name, work email, job title, and one dropdown asking what 
they hope to get from the session." SureForms' AI form builder generates the structure in 
seconds, with field types, labels, and logical grouping already optimized for completion. This is 
not just faster than building manually. It produces forms that start from a conversion-optimized 
structure rather than a blank slate. 
 

https://sureforms.com/features/ai-form-generation/


Build manually. Drag the fields you need from the Gutenberg block panel. SureForms is built 
natively on the WordPress block editor, so there is no separate interface to learn. If you have 
edited a page in WordPress, you already know how to build a form. 

Adding the Two-Step Qualification Flow 
For B2B webinars where you want richer lead data without hurting registration conversion, set 
up a two-step approach. 
 
Step one: The registration form collects only name and email. Keep the field count as low as 
possible for this first step. 
 
Step two: After submission, the thank-you page (or a follow-up email the next day) includes a 
short survey asking qualifying questions: job title, company size, specific challenge, or what they 
are hoping to learn. 
 
SureForms conditional logic powers the survey step. You can show or hide specific follow-up 
questions based on what the registrant answered in earlier fields. Someone who selects 
"Marketing" as their role sees different follow-up questions than someone who selects 
"Engineering." Every person only sees what is relevant to them. 

Setting Up the Confirmation Experience 
In the form's notification settings, configure an automated email that fires immediately on every 
submission. This email should include: 
 

-​ The webinar date, time, and timezone in plain text 
-​ The join link or a note on when it will be sent 
-​ An "Add to Calendar" link 
-​ A warm, human-written message confirming their spot 

 
SureForms supports custom email notifications with dynamic field insertion, so you can 
personalize the confirmation with the registrant's name and any other field data they submitted. 

Connecting to Your Webinar Platform and CRM 
SureForms connects natively to 20+ tools including Mailchimp, ActiveCampaign, HubSpot, Zoho 
CRM, Google Sheets, and Airtable, directly from the form settings with no additional plugins 
required. 
 
For more advanced automation, such as triggering different email sequences based on 
registrant role, routing high-value leads to your sales team instantly, or syncing registrant data to 
your webinar platform automatically, connect SureForms to OttoKit, Brainstorm Force's native 
WordPress automation platform. OttoKit lets you build multi-step workflows that connect your 
form data to every downstream tool in your stack. 

https://sureforms.com/features/conditional-logic/
https://ottokit.com/


Publishing as an Instant Form 
If you are running a campaign where you want to send people directly to a registration page 
rather than a content page on your site, SureForms' Instant Forms create a standalone, 
shareable registration page with your branding, no site navigation, and nothing competing with 
the signup action. 
 
Think of it as a dedicated landing page for your form, without the overhead of building one from 
scratch. Instant Forms are shareable via direct link, making them ideal for webinar promotion 
through email, LinkedIn, or paid ads. 

Monitoring Form Performance 
After launch, SureForms Pro's built-in form analytics show you exactly where registrants are 
dropping off in the form, what your submission rate is, and how the form performs across 
devices. If you are losing people in a specific field, the data tells you where to look. 
 
SureForms Pro starts at $59 per year for a single site. Every feature described above, the AI 
form builder, conditional logic, instant forms, email notifications, CRM integrations, and form 
analytics, is included on every paid plan. There are no feature tiers that restrict specific 
capabilities to higher-priced plans. 
 
See full features and pricing 
 
 

8. Webinar Form and Follow-Up Benchmarks for 2026 
Use these benchmarks to evaluate where your current webinar funnel stands and where to 
prioritize improvement. 

Registration Benchmarks 

Metric Average Strong Performance 

Landing page conversion rate 22 to 30% 40 to 54% 

Registration forms with 2 
fields 

Converts 34% better than 
longer forms 

 

Forms with 5 or fewer fields 10% higher conversion than 
longer forms 

 

Registrations from email 
marketing 

57% of total signups  

https://sureforms.com/features/instant-forms/
https://sureforms.com/pricing/


Metric Average Strong Performance 

Registrations from social 
media 

15% of total signups  

Registrations from website or 
blog 

14% of total signups  

Last-minute signups (within 7 
days of event) 

59% of total registrants  

Attendance Benchmarks 

Metric Average With Strong Reminders 

Registrant to live attendee 
rate 

40 to 50% 56 to 71% 

Combined live and replay 
viewership within 72 hours 

40 to 50% Up to 89% of registrant pool 

Lift from 3-touch reminder 
sequence vs single 
confirmation 

Baseline Up to 27% higher attendance 

No-show reduction from SMS 
and calendar holds 

Not tracked 15 to 20% additional lift 

Post-Webinar Conversion Benchmarks 

Metric Single Follow-Up Email 4+ Touchpoint Sequence 
Within 14 Days 

Customer conversion rate 9.1% 17.4% 

Follow-up email open rate 25% (typical B2B) Up to 58% for webinar 
follow-ups 

Attendees who take 
post-webinar action 

89% visit a site or download 
content 

 

Sales that happen 
post-webinar via email 

Up to 25% of total webinar 
sales 

 

 
 



Conclusion 
The webinar itself is a few hours of your week. The form, the reminder sequence, and the 
follow-up strategy are what determine whether that investment turns into pipeline. 
 
Most webinar ROI problems are not content problems. They are funnel problems. Too many 
fields on the registration form. A single confirmation email instead of a timed reminder 
sequence. A generic "thanks for attending" email sent to every registrant regardless of how 
engaged they were. 
 
Fix the form first. Get the field count as low as possible, add trust signals, and write a CTA 
button that says something specific. Then build the reminder sequence and send the first 
follow-up email within 2 to 4 hours of the event ending. Then segment by behavior and treat 
highly engaged attendees differently from no-shows. 
 
Each of these steps compounds. A 10% lift in registration rate, combined with a 15% 
improvement in attendance, combined with more targeted follow-up, adds up to a webinar 
program that consistently generates real results rather than a busy-but-flat pipeline. 
 
If you are running webinars on WordPress, SureForms gives you the form infrastructure to make 
this work: AI-built registration forms, conditional logic for two-step qualification, instant form 
pages for campaign traffic, native CRM integrations, and analytics to track every step. 
 
Start building your webinar registration form free. 
 
 

FAQs 
What should a webinar registration form include? 
 
A webinar registration form should include the minimum fields needed to register the attendee 
and follow up meaningfully. For most webinars, that is the first name and email address. For 
B2B lead generation webinars, add one intent field such as job title or primary challenge.  
How many fields should a webinar registration form have? 
 
For maximum registration conversion, keep it to 2 to 3 fields. Research shows that forms with 
only 2 fields convert 34% better than longer forms, and forms with 5 or fewer fields convert 10% 
better than longer ones.  
 
How do I increase webinar attendance after registration? 
 
Send a structured pre-event reminder sequence: a confirmation email immediately after 
registration with a calendar add link, a 7-day reminder with content value and the calendar link 

https://sureforms.com/pricing/
https://sureforms.com/pricing/


again, a 24-hour reminder with logistics, and a 1-hour reminder with the join link prominently 
placed.  
 
What is the average webinar attendance rate? 
 
The average webinar attendance rate in 2026 is 40 to 50% of registrants attending the live 
event. High-performing webinar programs using structured reminder sequences and strong 
pre-event communication achieve rates of 56 to 71%.  
 
When should I send webinar follow-up emails? 
 
Send the first follow-up email within 2 to 4 hours of the webinar ending, when interest is highest 
and the content is still top of mind. Send a second email at 48 hours targeting people who 
opened but did not act. Send a third email at day 7 as a final touchpoint before moving 
non-responsive contacts to your standard nurture sequence.  
 
Should I send different follow-up emails to attendees and no-shows? 
 
Yes, absolutely. Sending the same email to all registrants regardless of attendance behavior 
loses up to 22% of potential conversions. Segment your follow-up into at least two groups: those 
who attended and those who did not. Attendees should receive a thank-you with key takeaways 
and a direct CTA.  
 
Can I build a webinar registration form in WordPress without a separate plugin for each 
step? 
 
Yes. SureForms handles the entire registration flow in one plugin: the form itself, conditional 
logic for two-step qualification, instant form pages for campaign use, automatic confirmation 
emails with dynamic personalization, and native integrations with CRM and email platforms like 
HubSpot, Mailchimp, ActiveCampaign, and Zoho.  
 
What is the best CTA button text for a webinar registration form? 
 
Action-specific, first-person button text consistently outperforms generic alternatives. "Reserve 
My Spot" and "Save My Seat" convert well for webinars because they create a sense of limited 
availability and personal ownership. "Sign Me Up" and "Join the Webinar" also outperform 
"Register" and "Submit."  
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