Ep262:  How to predict the exact revenue of your summit BEFORE it starts.


Hook: 
Instead of gambling on the outcome of the revenue of your summit, why not predict it, then adjust it to get exactly what you want from your summit?

Welcome - Resource
Before we jump into the full session I want to remind you to check out our summit resources over at VirtualSummits.com.  We have everything from guides, templates, trainings and more to help you along your summit journey.


Episode:
So often summit hosts are walking into their summits with big smiles, huge hopes, and mega expectations. 

The unfortunate part is very few summit hosts will hit their goals. 

It’s not because the summit couldn’t have produce them, it’s because they didn’t set their summit up correctly to generate those outcomes. 

In today’s episode we are going to talk about how to effectively calculate the potential outcomes of your summit BEFORE you host it. 

This way you can make any adjustments possible to get closer to the desired goal. 

I do want to insert here an important piece of wisdom as well. 

Most summit hosts are disappointed about the outcome of their summits, not because it didn’t perform, but because their expectations did not match what they built. 

A summit is pretty tactical.  If you do it correctly it will produce exactly what it is supposed to. 

That outcome all depends on what is put into it.  It’s like science.  It works.  But you have to ensure it is set up correctly. 

Additionally remember your first summit is the price of admission into the arena.  Don’t get upset if your first summit isn’t a MEGA summit.  

It’s the learning curve.  Every summit you produce after that will exponentially increase in results and decrease in the amount of energy & effort that goes into it. 

So don’t give up, don’t throw in the towel, no crying in the corner.  Pull those big boy & girl pants up and let’s go get to work. 

Now when it comes to calculating the outcomes of your summit we first need to know some of the terminonlogy. 

There are 7 key calculations we will be making in the Summit Revenue Calculation, which is also our free resource for this episode.  If you head over to the show notes you can actually download our Summit Revenue Calculator with all of this mapped out for you. 

The end goal we are trying to figure out is our Total Net Revenue which is the Total Gross Revenue Minus our expenses. 

In order to get that we need to predict how many sales we are going ot have which means we need to know how many attendees we plan to have. 

Now this is the exact step where almost every single “hopeful” summit host goes wrong. 

This is not a guess.  This is not a “I hope we get” number.   

This is a calculation.  And it all comes down to 2 major things. 

Your list potential.  Which is how many potential emails you will be able to send information about your summit to.  

And that number is determined by how many promoting speakers you have. 

Key word there.  PROMOTING.   

If they don’t promote they don’t count in this calculation. 

I could have Tony Robbins as a speaker on my summit, but if he isn’t emailing about it, and we all know he’s not, then he Does NOT count in this calculation. 

This is the number one spot that causes the summit blues.   Summit hosts think, since they did 30 summit interviews that they have 30 promoting speakers.  It’s not true.

Unless they gave you specific notification that they are going to promote, you should assume they are not.   Also this is based off them sending a minimum 2 emails to average out. 

If they are doing social media but no emails they do not count towards list potential.  Only the speakers who are planning on emailing 2 or more emails.  

I would always prefer to calculate conservatively and be pleasantly surprised, than the other way around. 

Ok, so let’s walk through this calculation. 

First step is we need to know our list potential.    This is how many total PROMOTING speakers times the average list size.  (this is a bit of a guess unless you ask speakers for their list size.)  And that is fine to do if you want.  The other option is you could have a minimum number of email list size to participate in your summit. 


The last option is to average it out.  The most average size list is 5,000.  You’ll probably have many with more, and some with less.  But usually those with more aren’t going to be promoting to their entire database anyways. 

So somewhere between 2,500 to 5,000 is a good average list size.  You multiple that by the total promoting speakers and this is your List Potential. 

The potential emails that will be sent an email about your summit.  Now that doesn’t mean registrations.  This is just the potential emails that are being sent out.

For example if I have 30 promoting speakers and an average list size of 3,000, I have a list potential of 90,000.    That sounds pretty good right.  90,000 people hearing about your summit.  

Well hold on a second. 

To determine registrations we need to now consider a few things.  First how many people from that list potential will end up on the Summit Home or Registration Page.  And out of those people on the page how many will convert and opt in for the summit.

So the first calculation we need to determine Total Page Views.  (the number of people who clicked from the email over to the summit home page).   

Typical click through rates range between 1% to 5%.  I like to be conservative so I typically go with 2%.   

Meaning 2% of that list potential (those who received the emails) are going to click over to the summit registration page.  This gives us our total page views.  

Back to our example, if we have a list potential of 90,000 and our click through rate (or email conversion) is 2% we have total page views of 1,800.  

Ok, that is a lot less than 90,000 but still most people would be happy with 1,800.  

Hang on though, that’s page views not registrations. 

Next we need to determine our number of actual summit attendees.  

This is based on your opt in conversion from those who view the summit registration page.  A good opt in conversion is about 30%.  Less than 20% and your summit page isn’t performing well.  Ideally you would like to be 40%.  50% is a stellar opt in conversion.  

So if you have 1,800 people who see the registration page, and 30% of them convert into attendees you now have 540 summit attendees. 

You starting to see now how big a deal it is to have promoting speakers?  Also how easily a summit host could not meet their expectations.

The average summit right now has 30 speakers.  But only about 15 of them promote.  

Although 540 HOT new leads is great, most summit hosts are expecting thousands.  

This is why it’s so critical to ensure you have enough promoting speakers, who have confirmed they are promoting and have decent sized lists. 

Now that we have the number of attendees we can move on to the predicted sales. 

Total number of Sales is calculated by the number of attendees and the Sales Conversion. 

Sales conversions can vary dramatically depending on your offer and the appeal.  It can range from 2% (poor) to 10% (high) or higher.  

A safe % would be 5% sales conversion.  

Following our example of 540 attendees with a sales conversion of 5% equals 27 summit sales. 

To determine the initial gross revenue of your summit you’ll take your summit sales multiplied by the average summit offer value. 

As we know there are typically more than one tier of summit sales.  So you’ll want to take an average of what your offer is.  If you have 3 tiers, you’ll combine them and average that number to give you the average summit offer value.

Example would be a low tier of $47, middle tier of $97 and higher tier of $147 would be an average summit offer value of $97. 

You take this average summit offer value of $97 multiplied by the total number of summit sales, 27 and you get the initial gross revenue of $2,619. 

Last two pieces is to add in any additional revenue you’ve generated such as sponsorships.  If you have no sponsors then you won’t add anything here. 

Let’s assume you had 2 sponsors at $1,000 each, that gives you $2,000 in additional revenue to add to your initial gross revenue of $2,619 for a Final GROSS revenue of $4,619. 

The final piece to determine your Total Net Revenue is to subtract any expenses you’ve had.  

If you are giving speakers affiliate revenue then you’ll assume 30% of all the sales came from your affilaites or speakers.  Out of that speaker affiliate revenue you’ll be paying them an affiliate commission, which is typically 50%. 

So your Total Sales of $2,619 multiplied by 30% of those sales coming from affilaites gives you $785 that came from affiliates.  You will be paying out 50% commissions so that means you’ll have an expense of $393 to pay affiiliates. 

Take that expense and any other expenses you’ve incurred such as team expenses, software expenses, etc and subtract all of it from the Final Gross Revenue. 

For this example we’ll just subtract the affiliate commissions.   So $4,619 total gross revenue subtracting $393 that will be paid out to affilaites and you now have your Total Net Revenue of $4,226. 

That is the amount of revenue that will go into your pocket as the summit host. 

Of course this can vary a lot depending on your numbers.  

However, it gives you a very solid way of predicting your expended outcomes. 

You can see from this example that this may not be your ideal outcome. 

It is much better to know this in advance than after the summit ends. 

Now you can make changes to the beginning of this to increase those numbers closer to your desired outcomes.


The main areas that you can impact to change your numbers are most importantly adding more speakers with bigger lists.  That’s the easiest way to dramatically increase your outcomes. 

More speakers with bigger lists increases everything.  Your attendees, your sales, and your revenue. 

The other areas you can increase your numbers is by increasing your opt in conversions and sales conversions. 

Opt in conversions are improved through great copy and compelling reasons to join your summit.  Episode 259 we talk about the importance of your summit topic, title & subtitle.  That is the first step in improving opt in conversions. 

Adding a stellar registration bonus could also increase conversions. 

To increase your sales conversions you would want to dramatically increase the value & benefits of your summit offer.  I like to say your summit offer should be 10 times more value than what you are actually charging at a minimum. 

Increasing click through rates for your emails can be done by ensuring you have great subject lines to get emails opened, and solid email copy to get people to click through to your registration page. 

This was a lot of technical talk, but it is what you’ll need if you are serious about improving your summit results. 

These are the foundations and fundamentals to generating results.  There are a lot of other aspects which will cover in other episodes that will create a binge worthy summit. 

But the numbers are there to help you see exactly what you can expect or predict as outcomes. 

Be careful not to tweak your numbers in a positive light without knowing for sure.  It’s always best to play the conservative route and be pleasantly surprised than the other way around. 

Now go back and relisten to this episode to fully capture this information. 

Resource: Summit Revenue Calculator
https://www.virtualsummits.software/download-summit-revenue-calculator

Also if you are a visual person like myself you’ll want to grab our resource today over in the show notes.  Our Summit Revenue Calculator will show you all this information with an example to give you the insights you need to map out your summit revenue. 


Remember, you have a message that matters.  I believe in you!  

You got this. 

Thank you and I’ll see you on the next episode. 

