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Executive 
summary
Let’s face it. We’re all facing burnout right now. 
The same old marketing routines are sapping 
your energy and no longer delivering results. Your 
audience isn’t responding to your content and 
you’re losing the drive to keep on creating. 

So, what can we do to fight digital fatigue, lift 
spirits and get motivated to tackle 2021? To 
answer this question, ON24 and NetLine sat 
down with marketing expert Caroline Vandyke, 
Senior Content Manager at RollWorks. This report 
summarizes their thoughts and the input shared 
by the audience.

Here are a few highlights from the discussion:

Dealing with burnout means  
acknowledging it.
While burnout might have been a sensitive topic 
in the past, it’s obvious to many that the sudden 
and elongated shift to remote work and digital 
channels have worn audiences down. 

In fact, marketing audiences have slashed 
content consumption dramatically since  

March 2020. A recent RollWorks survey found 
half of marketers have experienced burnout at 
some point in 2020. This is an issue affecting every 
marketer, and addressing the problem within  
both your team and the experiences you  
provide for your audience is the first key step  
in overcoming burnout. 

Marketers are proving burnout  
can be overcome.
Across both the B2B and B2C landscape, our 
experts have identified leading examples of 
marketing tactics that rise above digital burnout.

Brands like Nike and EF Pro Cycling are setting 
the bar for creative and bold thinking, while 
experiences provided by ON24 and RollWorks are 
taking digital experiences to the next level. 

https://www.rollworks.com/resources/guides-reports/abm-fact-and-fiction
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Tools are available to deal  
with challenges.
It’s no question that B2B marketers are finding it 
hard to deal with digital burnout — in an ON24 poll,  
nearly half (46%) shared that a lack of creative 
ideas was one of their biggest challenges in 
keeping audiences engaged this year. 

But our experts have come together to highlight  
a range of creative, practical and emotional  
tools for you to employ and refresh your  
marketing approach. 

When building your plan to fight 
burnout, question your norms.
Among a number of tactics for fighting audience 
burnout, the largest share (35%) of B2B marketers 
surveyed by ON24 said that being bolder and 
crazier with messaging is working well for them. 

In fact, boldness and fearlessness tend to break 
the status quo and, as a theme, runs through each 
of our experts’ recommendations for building a plan 
to tackle digital burnout. Being prepared to rethink 
the length, format, goals and parameters of your 
digital experiences will help you and your team to  
get out of a funk and to reach your audience in  
new ways.

How to learn more:
The webinar generating these insights is always-on 
and ready to view. Register now to hear more.

To sign up for future sessions, visit www.on24.com/
resources/upcoming-webinars.

Tessa Barron, VP Marketing at ON24 and David 
Fortino, SVP Audience and Product at NetLine would 
also like to thank Caroline Vandyke, Senior Content 
Manager at RollWorks for joining the discussion and 
providing valuable recommendations for today’s  
B2B professionals.

https://www.on24.com/resources/asset/webinar-fastfwd-series-digital-burnout-fresh-tips-to-revive-your-marketing/?utm_source=ON24&utm_medium=PDF&utm_campaign=TrendsRepotQ12021?utm_source=ON24&utm_medium=PDF&utm_campaign=FastFWDBurnout21&region=Global
http://www.on24.com/resources/upcoming-webinars?utm_source=ON24&utm_medium=PDF&utm_campaign=TrendsRepotQ12021?utm_source=ON24&utm_medium=PDF&utm_campaign=FastFWDBurnout21&region=Global
http://www.on24.com/resources/upcoming-webinars?utm_source=ON24&utm_medium=PDF&utm_campaign=TrendsRepotQ12021?utm_source=ON24&utm_medium=PDF&utm_campaign=FastFWDBurnout21&region=Global


5

The Context
In January 2019, a viral Buzzfeed News article on 
‘How Millennials Became The Burnout Generation’ 
shot the concept of burnout to buzzword status. 
It shone a spotlight on the reality of burnout in 
professional life and brought discussions that 
might previously have been skirted around to  
the fore. 

And once more, in 2020, the concept has taken on 
a whole new meaning — enter digital burnout. At 
the start of 2020, as working life changed across 
the world, marketers and prospects alike were 
inundated with the results of accelerated digital 
transformation. From content consumption to 
online calls to e-commerce, this digital volume 
clearly wasn’t sustainable.

Covid-19 Content demand by week:

https://www.buzzfeednews.com/article/annehelenpetersen/millennials-burnout-generation-debt-work


6

As NetLine data illustrates, B2B content 
consumption dramatically peaked in March 
with more than 14,000 downloads per week via 
its platform. And while this consumption saw 
somewhat of a second wave in June, latest figures 
see it falling once again. 

These weekly figures saw higher consumption 
year-over-year. Professionals are being asked to 
consume more digital content than ever before, 
and their interest is dwindling. 

Tessa acknowledged this reality with her honest 
introduction:

“
I’m sure everyone is thinking to 
themselves — not another webinar.”

For Tessa and the team at ON24, attempting to 
surpass digital burnout meant putting the very 
experiences it powers to the test. While webinars 
and virtual experiences are more of an essential 
tool for marketers this year than ever before, 
innovation and creativity are what will make  
these experiences stand out going forward.

Inspire your team as well as  
your audience. 
David reminds marketers that there are two sides 
to avoiding digital burnout. On the one hand, 
it’s about creating inspiring content outputs for 
prospects, clients and sales enablement. On 
the other, it’s helping your fellow marketers feel 
inspired to do the same. 

With the need for creativity top of mind, Caroline 
acknowledges that many marketers are struggling 
to be inventive right now — and the numbers 
back this up. More than a third (34%) of marketers 
responding to a RollWorks survey shared that they 
and their team are finding it more difficult to come 
up with creative ideas, and only a minority (22%) 
feel that the lines between work and personal life 
have become more blurred in a positive way. 

Our experts agree that digital burnout impacting 
virtual channels does not mean digital efforts 
should be discounted. Rather, addressing the 
challenge of burnout head-on should inspire 
marketers to rethink the possibilities of what can 
be achieved. 

https://blog.netline.com/how-coronavirus-has-affected-b2b-content-consumption-volume-iii/
https://www.rollworks.com/resources/guides-reports/abm-fact-and-fiction
https://www.rollworks.com/resources/guides-reports/abm-fact-and-fiction
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Digital Burnout Doesn’t 
Have to Be a Given
In a recent webinar on digital burnout, ON24 
decided to walk the walk. For example, the 
webinar which inspired this report was customized 
to resemble a drive-in theater.

Furthermore, to drive engagement in a different 
fashion, the audience was asked to list their 
favorite refreshment.

Speaker David Fortino even had his own bowl of 
popcorn to join the 61% of attendees who chose 
it as their favorite. And, to drive engagement 
and excitement within the webinar, the hosts 

let participants know that the first attendee to 
respond to a poll would win a fun prize.

What’s your go-to refreshment when enjoying a movie?
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Marketers are already rising 
above burnout.
Another great way to avoid digital burnout is to 
look for inspiration from your fellow marketers, 
irrespective of the industry they’re in. For Tessa, 
looking to a B2C example such as Nike’s recent 
Google Slides experience with Footlocker is 
case in point.

Nike turned a format that might typically be 
seen as uninspiring — the slide deck — into a 
creative and engaging content experience.  

“
This is a billboard for the internet 
highway. It’s different. It’s something 
for your eye to look at without a 
bunch of pop-up advertisements. It 
makes you want to learn more.” 

 
Tessa adds that recreating an experience like 
this most likely involves leveraging slides and 
artwork that already exist and presenting them 
in a fresh and unique way. 

David similarly feels that looking beyond B2B 
vendors and into consumer landscapes can not 
only be great for a marketing team’s creativity  
but for personal creativity too. He cites EF Pro 
Cycling’s collaboration with Palace Skateboards 
and high-end fashion brand Rapha as a great 
example of uncommon brands sharing a common 
marketing goal.

The initiative, ‘Put a duck on it,’ refreshed EF’s kit 
by, well, putting a duck on everything. This led 
to every custom piece of content and material 
created to sell out. David notes: 

“
This achieved lift in perception, lift in 
brand reputation, a lift in conversions, 
and it elevated their position globally 
within that community. So something 
creative and goofy can have meaningful 
business outcomes if you just allow 
yourself to think that way.”
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Playfulness is a running theme in leading 
examples of refreshed marketing. When RollWorks 
was invited to take part in a ‘day of content’ at 
LinkedIn, rather than simply presenting ABM plays, 
speaker Jodi Cerretani spoke to company mascot 
Dave the Vampire for advice.

According to Caroline, the approach saw a notable 
increase in engagement, with attendees actively 
reaching out to thank RollWorks for its fun and 
lighthearted approach.

“
Now, people really don’t want to be  
given all the fluff. They want you to get 
straight to the point, and they know 
you’re marketing to them, so be honest 
about it. You don’t always need a vampire, 

but something else to throw some  
flavor in there.”

Realize that creating net-new assets to avoid 
burning out a digital audience doesn’t have to be 
a given. As David suggests, getting scrappy with 
your marketing means revisiting and unlocking 
the huge potential sitting in the assets you have 
on hand.
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Tools to Fight Burnout
An important step in starting to tackle digital burnout is to identify the areas in which your 
marketing team is currently struggling. In response to the webinar poll, B2B marketers 
shared the challenges they face as a result of digital burnout: 

What have been your biggest challenges in keeping 
your audience engaged this year?

As discussed above, an overwhelming problem for marketers right now is a struggle with creativity and a 
lack of creative ideas (46%). Nearly four in 10 (38%) are also experiencing poor attendance rates to webinars. 
In fact, according to RollWorks data even though more than half of marketers are hosting over 50% more 
webinars than earlier this year, some 65% are seeing a drop in attendance rates. 

A third of marketers are also seeing falling email engagement (33%) and little engagement beyond the first 
touch (33%). With SiriusDecisions finding that on average B2B buyers have 17 meaningful interactions when 
completing a purchase. 

https://www.rollworks.com/resources/explore-all/not-another-webinar
https://intelligentgrowth.siriusdecisions.com/studies/buyer-insights-reports-series


11

But overcoming these challenges is achievable. 
Our experts have come together to provide  
some meaningful tools and insights to fight  
digital burnout. 

Look after yourself and  
your audience. 
David brings up a tool that reaches beyond burnt-
out marketers and speaks to the wider issue of 
professional burnout in a difficult time. His first 
instruction? Look after yourself. No marketer will 
be able to make content that pushes creative 
boundaries and inspires their team to do the same 
unless they have the energy to find creativity 
within themselves. 

Tools that David himself uses to aid this are 
meditation apps, background-noise generators 
and exercise tracking software. 

Tessa recommends marketers take into account 
burnout as a universal experience. With that 
understanding, marketers can then use that 
empathy to inform their digital content in ways 
that they might not have been comfortable  
with before.

“
We’re literally all in the same situation 
right now. The ability to create 
experiences that touch directly on 
the challenges people are facing is 
tremendous as a marketer. It’s an 
opportunity to reach out in ways that 
make sense now, but that before perhaps 
felt a little intrusive.” 

Leverage your language.
This empathy can filter into the language used 
in campaigns. Caroline uses the example of 
RollWorks’ “Not Another Webinar,” guide. The 
guide got creative with honest and lighthearted 
language, starting its conclusion with the question: 
“Did you make it this far?” and inviting readers 
to “Give your eyes a break” half-way through the 
report. Caroline says:

“ 
It’s like there’s an elephant in the room. 
Talking more personally to people and 
acknowledging what’s going on rather 
than ignoring it is the best approach.”

In terms of practical tools to harness, David 
mentions NetLine’s “Audience Explorer,” a free and 
ungated tool allowing B2B marketers to get a deep 
understanding of content consumption behaviors 
right now, including specific data reports by 
industry and job title. 

And, of course, marketers shouldn’t forget the 
range of tools and widgets at their disposal when 
creating virtual experiences via the ON24 Digital 
Experience Platform, including Q&As, polls, 
custom branding and more. 

With personal health in order, an understanding 
of audience pain points and tools under their belt, 
marketers can turn to an important approach that 
David encourages — fearlessness. He says: 

“
It takes cognizant decision making on 
you, your brand or your group’s behalf 
to be comfortable with doing something 
different. Hopefully everyone walks 
away from this with a little bit more 
confidence to push to do some of  
these things.”

https://www.rollworks.com/resources/guides-reports/not-another-webinar
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Building a Plan to  
ReEngage Your Audience
In a recent ON24 poll, B2B marketers shared the tactics that worked for them in dealing 
with digital burnout.

What have you found has worked well in tackling 
audience burnout?

If you have found the confidence and drive to 
utilize every tool at your disposal to overcome 
digital burnout, then now is time to make a plan. 

For the largest share (35%) of respondents, being 
bolder and crazier with messaging has been an 
effective tactic. Around three in 10 have benefited 

from creating useful tools (29%) and hyper-targeted /  
personalized content (29%), while one quarter is 
exploring new markets and segments. Just under 
two in 10 (18%) have found joining up with sales on 
outreach to work well. 
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Question the norm.
Caroline believes marketers should be honest 
about what will really work with their audience, 
even if it means going against their usual approach 
or industry averages. 

This might involve questioning the length of 
your webinars. At RollWorks, ‘webinines’ have 
challenged the idea that webinars need to  
be 30-40 minutes long, packing content into  
low-commitment, nine-minute episodes that  
are high in value. 

Or, it could require an honest rethink of whether 
your digital experience really gives audiences what 
they need. In some cases, this could be giving 
visitors the option to be frank about why they’ve 
come to your experience. RollWorks’ chatbot, for 
example, asks webinar registrants if they simply 
want to receive a recording of the webinar instead 
of attending. Rather than being discouraged by 
disappointing attendance rates, the approach 
shifts marketing expectations and meets audiences 
where they are. 

Similarly, Tessa and ON24 are testing interactive 
registration pages that use a webinar’s PowerPoint 
slides to offer a taster of the full experience, but 
acknowledge that this might be all the content that 
some people need and offering them a separate 
call to action. As Tessa says: 

“
The webinar is not the destination. It’s 
a really important, engaging experience 
that we use to accelerate the buyer  
along that journey.” 

Recycle content.
Caroline reminds marketers that there’s no harm 
in making their jobs easier possible at a time when 
they might have less bandwidth. 

Rather than having a whole team create an e-book 
on InDesign, for example, repurposing a deck used 
in a webinar by making minor retouches and using 
templates help marketers to produce content 
quickly and react to trends. 

The time saved gives you and your team more 
energy for creativity and testing out new ideas.

Don’t fear debate. 
Conversational experiences can be more effective 
than simple presentations. Actively planning for 
conversation and debate is also a great way to 
harness the honesty that audiences want to hear.

Tessa notes that for ON24, RollWorks’ “Not  
Another Webinar,” guide represented an 
opportunity to start a valuable discussion about 
digital burnout, rather than being something to  
shy away from. In fact, opportunities for debate 
and dialogue are organized quarterly by ON24, 
in an attempt to move past jargon and “fluffy” 
marketing discussions. 

Rethink what will capture 
attention.
Part of dealing with digital burnout is recognizing 
the sheer volume of digital experiences out there. 
To capture attention, Tessa suggests adding  
both a sense of urgency and timeliness to  
your messaging. 
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interest over time

Planning for seasonal content triggers is a great way to do this — a recent on-demand webinar by ON24 
presented on Halloween became a “Hexsperience,” sent out via email with the option to immediately enter the 
experience. It turned a light demo into a fun but hard-hitting piece of engagement that didn’t leave attendees 
waiting around. Tessa says:

“It was a big lesson for us. We’re going to be playing more with instant, shoppable video 
which is powered by a webinar, but is totally different to a normal webinar experience.”

You may have also noticed throughout the report the absence of the word “COVID.” This is because David 
raises a valid point we all need to hear: It’s time to steer clear of pandemic-focused content. 

As Google Trends shows, interest in the very words relating to the pandemic has drastically reduced since 
earlier in the year. Marketers looking to refresh their content should take this into account. In David’s words:

“
It’s not that the problem is going away, and it’s not that businesses aren’t facing the same 
challenges. They certainly are, and if anything they’re getting harder. It’s just that the 
topic itself is exhausting, in our personal lives and professionally.”

As David notes, many companies are choosing to skip talking about their customer’s problems and are 
going straight to addressing them, for example, by giving away services for free to help industries that are 
struggling to stay afloat.
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Final Takeaways
Take care.
For his top tip, David once again emphasizes the 
importance of marketers looking out for their 
health and wellbeing:

“
If you’re not sound both physically and 
mentally to receive inputs and signals to 
drive creativity, nothing will  
ever be yielded.”

Add a magnifying glass to 
everything you do.
For Caroline, this is the time for marketers to 
embrace honesty and have conversations about 
approaches that might not have been working so 
well in the first place:

“ 
Now’s the time to stop and pause, which 
gives you the ability to have those honest 
conversations and a little bit more 
confidence to say, ‘I think we should do 
something differently.’”

Take what works, and make it  
even better.
Tessa’s top tip is that while experimenting and 
finding the next greatest format can take you so 
far, using channels that are proven to work and 
rethinking your approach within those channels is 
a resourceful way to overcome burnout:

“ 
It’s about marketers rethinking the 
old and going about it in a new way. 
It’s changing up the approach, not 
necessarily the channel altogether.”


