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Monetize Your Live Events 

Recording Transcript 

Welcome to our content call for the month of April. I was invited to an invitation 
only mastermind event recently where we were sharing our top strategies that 
are working today. These are strategies that we have used in our own events. I 
wanted to share these with you and I wanted to give you the most up today 
information about what is working and what is being used in the industry first 
hand.  

I previously shared with you an overview of the different type of events that are 
available to you. If you didn’t get a chance to listen to it, I strongly recommend 
you go back and listen to it. These events ranged from low-risk to higher-risk 
events, in term of your financial output for them.  

I know a lot of you are thinking about using events. Once you start to work out 
what the model is, and the formula that will work for you and your audience, it 
really does become a rinse and repeat. Of course, once you start to put on these 
events you want to think about how you are going to monetize them. Events are 
work and effort. When we turn up at live events it can look very easy when we 
see the final product but, behind the scenes, there is a lot of work. I want to 
maximize your efforts and be able to monetize your brilliance and your gift in an 
exciting way.  

Let’s talk about a couple of big mistakes that I see around events. One of the 
biggest mistakes that I see people having when they are hosting an event is not 
having a strategy for sales. What are the goals? What can you reasonably expect 
to obtain from hosting an event? I see way to many people having a hope and 
pray strategy, thinking, “If I turn up and deliver fantastic content and give people 
a great time, help them build those connections……” all of those things we love 
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to give and receive, that people will just sign up with us. It’s a big mistake. If we 
don’t make an offer or invitation and aren’t really clear, people will not step 
forward.  

Another mistake is not really thinking about the potential buying units that we 
even have at an event. What do I mean by buying units? Those are the potential 
people that would be buying from us. That is not the same as the amount of 
people attending the event. If 100 people attend the event does NOT mean you 
have 100 buyers. Perhaps 2 people came as a couple and represent a single 
buying unit. Perhaps we invited existing or former clients, who wouldn’t 
necessarily be buying from us. They are not buying units. The reason we want to 
get an idea of how many buying units we have is that it starts to give us then an 
indication of what we might be able to expect in sales. There are always 
benchmarks in any industry in regards to the percentages that can translate into 
clients but ultimately we have to know our own numbers. Everybody is going to 
be different. The number will change depending on the person. That was a very 
big learning curve for me. If we start with the assumption that 100 people means 
potentially 100 buyers, we will be very disappointed. But if we have 100 people, 
but know only 50 are potential buyers, we can then consider that only 15-20% will 
convert to paying clients, we are able to benchmark our own progress.  

The third be mistake that I also see is not having integrated teaching and selling 
content. When somebody is teaching something, whatever their subject might be, 
then all of a sudden there comes that very awkward moment that they switch into 
sales mode. Everybody knows that they switched to sales mode. It feels very 
uncomfortable and clunky, there is not real flow and it completely changes the 
energy of the room. We want to think about having an integrated approach where 
the teaching and the selling are all part and parcel of the same thing. You want 
the content that you’re teaching to sell the product for you. We’re creating desire 
for what we have to offer through the teaching. Equally so, there are ways we 
can use the content to sell itself and position you as the leader so you don’t have 
a clunky offer. We can do that through the use of things like case studies, 
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testimonials, speaking about past experience, talking about real results that real 
clients have had, and peppering that throughout the content. Then, at the point 
we’re moving in to that offer, those people, those buying units, are almost already 
sold. They are moving into making that decision in their own mind.  

Of course, not being able to monetize an event is one of the biggest mistakes. To 
put in this effort of putting on this event and have no sales on the back end of it is 
going to be really, really painful. No one wants to get into that situation. It will sink 
your confidence.  

So let’s look at what these different monetizing strategies are. I came up with 14. 
You want to be strategic, you can’t use all of them in one event, you’d be 
completely overwhelmed as would everybody else.  

From a mistake perspective, a lot of people think that the money is in the ticket 
sales. Of course, through ticket sales you can offset some of the cost, maybe 
even cover costs. But it’s not where the main monetization lies. One of the things 
that came out of the mastermind I was invited to attend recently, is being able to 
offer low cost tickets so people can come to the events. People are skeptical. 
They want to come check us out. They might not be ready to make those 
investments. If we have high ticket prices, it creates a bigger barrier in a person’s 
mind. You have to weigh the pros and cons. You have to be rock solid in your 
ability to sell to a person before they even come to the event. Ticket sales is one 
of the first monetization strategies. You may be looking at it to cover costs, or 
partially cover costs, but it is not a big profit center. 

Another stream of monetization is to consider, say, 2 tiers of ticket sales. You’ve 
classically seen it in this industry is in Standard Tickets and VIP pricing. I love 
that option as somebody who always opts for the VIP option wherever I go. I love 
the feeling of being in something that feels just a little bit more special and, 
typically speaking, with those VIP tickets the people that opt for them are already 
saying that they are potential buyers. That’s the beauty of offering 2 tiers of 
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tickets. You get a sense of the potential buy units. Those interested in VIP tickets 
are basically raising their hands and are more ready to make that investments. 

Someone was asking about whether or not to have a sponsor. Sponsorships are 
big. They are hot, I don’t see them disappearing for a while. With you as the host, 
having sponsors can be a great monetization strategy. You are doing all of the 
heavy lifting, filling the event with people, and having all the headaches that go 
with that. For the sponsor, if they are a really good fit, they are just walking in and 
being given that audience. There are a lot of people who don’t want to host an 
event who look for events to sponsor. They want to be in the spotlight but don’t 
want the financial risk involved.  

If you are thinking about sponsors for your own event, a few words of caution. 
For a first live event, I would never recommend having a sponsor. You need to 
know first and foremost about your own abilities to make an offer and close a 
room. Often, that is a new skill we’re learning and we don’t know how it’s going to 
go. You don’t want to find yourself competing for sales in your own room.  

Equally so, for sponsors, you always want to be thinking about sponsorship that 
complements what you are teaching and offering, not sponsorships that compete. 
For example, if you are a branding specialist I would not recommend having 
someone who is also in the branding field unless it is a very specific area of that 
which complements it. Maybe you do all of the branding and overall strategy and 
messaging but you have a company that can be a sponsor because they do 
graphic design and you don’t do that. This is particularly relevant in smaller 
events.  

When we think about the effort it takes for all of the logistics to keep it all running, 
a sponsor that can just turn up and speak to that audience and be willing to 
invest, can bring a lot of additional value. Your own audience will appreciate you 
bringing other quality people that can help them. It’s a great way to create a new 
income stream for your own events. As you become known for these events, 
there will be sponsors looking for sponsorship and who will be willing to invest.  
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You want to make sure that this person is a really good speaker, that they are 
aligned with your overall message and brand. You want it all to look aligned and 
seamless with no nasty surprises. 

The next monetizing strategy is exhibitors. Exhibitors often want to have an 
elevated role at an event. They want the opportunity for their own lead 
generation. Exhibitors typically set up a booth but do not speak up on stage. It is 
a lower ticket compared to sponsorship but can still be a great income stream for 
you as the event host. Again, it’s about adding value to the audience and overall 
experience.  

These are more for bigger events. Some of you can already use some of these 
strategies depending on what you already have in place. Looking at product sale. 
Some of you may have books, CD sets, DVDs, digital programs, some sort of 
products that you could be selling at the event. Even souvenirs like mugs, t-shirts 
with a great slogan, books are very popular. People come with the mindset that 
they are looking for help and might be looking for those things they can take 
away from an event. Think about having some products, if relevant to what you 
are teaching. It may be a very small income stream but it might help offset one of 
the items on your bigger project. 

The other area of sales, distinguishing between product and educational sales, is 
educational sales. Educational sales might be other programs that you have, a 
smaller program, or a starter program, that complements what you are teaching. 
You have to be strategic, especially at a smaller event. You don’t want someone 
purchasing that smaller program when you want them purchasing that bigger 
ticket. They might think they got what they need but instead you miss out on the 
opportunity and they miss out on what they actually need. They can be a 
valuable income stream. 

Another opportunity for monetization, is revenue share for speakers. Again, this 
can be more complex so it’s not typically one you want to be using for your early 
live events. It’s when someone knows they have a great product they can sell 
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from the stage and they are looking to participate in an event where they can get 
their sales. Often, on the back end of that, are revenue shares. Percentages 
differ, depending on the product, but it’s not uncommon for those revenue shares 
to be anywhere between 30-50% back to the host.  

The big monetization of your own events is always going to be your main stage 
offer. This is where the juice always lies. Why are you putting on the event? What 
is the end goal? What is the offer that you want to invite people into? Notice I do 
say main-stage offer. A big mistake people make is multiple offers and it gets 
confusing. When making an offer you want to be making just one. There could be 
a VIP option and a regular offer and that’s ok. Your offer needs to lead on very 
naturally from the content that you are teaching. This comes back to where I said 
we want to be integrating teaching and selling. You’re leading people into what 
should be a natural progression. It’s either giving them next steps or otherwise 
it’s taking some of what you’ve already taught to a much deeper level. Often, it 
really encompasses the implementation, accountability, community, all of the 
other pieces we all need to make those changes.  

Equally so, everything you’re teaching should be enhancing the ability to make 
that offer. It’s relevant. It’s going to support those potential sales.  

Some of the ways to do this throughout the content is showing social proof. We 
show that through case studies, best practice, testimonials, seeding client 
experiences throughout the teaching.  

Another way to really help to position that sale through the teaching is to think 
about the objections that those potential clients might have. What would stop 
them from moving forward? The biggest are always time and money. They don’t 
have enough time or money. What are the biggest objections in relation to what 
you do? Make sure you are addressing them through the content that you teach, 
showing how they’ll get results or how you’ll save them time, for example. We 
can speak directly about a client who was concerned about that and how they 
overcame that and got new results.  
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Make one main stage offer and be sure there is nothing else competing with it.  

Another area to start thinking about monetizing those events is making sure you 
have the right support. I call this sales support. It’s understanding that you can’t 
typically do it all on your own. In those early events, if your strategy is really solid, 
and you know where you are making your offer. But the minute you start getting 
into more people, you can’t be doing everything for your audience. You can be 
teaching, making the sales and closing sales all at the same time. You want to be 
thinking about how you can create support. Other people might be able to help 
answer questions. Other people that can see who is interested or who might 
have some questions. People who are even helping facilitate a quick 
conversation with you, hopefully at the event. But you are not the one doing it all. 
This can be absolutely crucial. It can be a valuable income stream because they 
can give you information that you couldn’t possibly have found out by yourself 
because you were doing other things. All you really need to do is have a quick 
conversation and that person is ready. They’ve had their questions and concerns 
answered and they feel supported.  

Other ways to monetize events as well is to think about, in the moment, when 
people are ready to make a decision and move forward, you need to be ready to 
meet them where they are at. This could mean taking deposits. Being able to 
process payments on site. I know for myself, once I’ve made my decision and I’m 
ready, I want to go. Most of your clients will feel the same way. Think about what 
can be done on site.  

Another area is follow up conversations. For whatever reason, some people need 
more time or need to have other conversations, they can be very legitimate 
conversations. Perhaps, they got lost in that bigger crowd and need to have that 
one on one conversation with you to get clear. Follow up is not about closing, it’s 
about clarity. We can still help people and help give them that clarity afterwards. 
Of course we’d love more clients to join but it’s often said “The fortune is in the 
follow up.”  
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Let’s talk about down-sales. Depending on the size of the event, these aren’t 
offers you would necessarily make at your event. You need to be so careful not to 
confuse your audience. This can happen classically in a follow up conversation. 
We might find we’re speaking to somebody and the big stage offer is not the right 
fit. But you may have something else that could be a really good fit. Imagine the 
difference between a year long program and someone who isn’t that keen on 
working in a group or privately. A VIP program could be a really great fit. I might 
only find that out in a follow up conversation.  

Cross-sales are complimentary to the main offer. When a cross-sale is often 
made right at the end, right after the main offer. A cross-sale can be for those 
people who already said yes because it can be something else that complements 
what is already there. We typically don’t do cross-sales because we strategically 
know that with the numbers we’re dealing with we don’t want to confuse.  

Two last monetization strategies. One is to productize the event. What you may 
have seen in the industry is people doing live streams. This is where people 
attend an event live and now there is an option to watch it live on the net from the 
comfort of their home. The flip side of that is that they can actually sink the sales 
at a live event. It’s never the same as having people in a room with you. It’s an 
option. What you’ll often see is that people fill their events first, and the live 
stream is sold as an option right before the event.  

Another option is having their event video recorded and then produce their own 
CD with a workbook that can be sold separately. Or you can see it as a great 
bonus. I remember investing $2000 in a program a few years ago and one of the 
bonuses was all of the DVDs of the entire live event. It can be a bonus to support 
something else or even be a standalone way to monetize. 

One of the last places, that very few people talk about, that is particularly relevant 
for bigger live events where you have a room block. You negotiate a better deal 
for clients and attendees. There are commissions that can be had on those 
rooms. If you have an event planner, this may be part of how they get paid. If 
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you’re smart about it, you may be able to split this commission with the event 
planner or even claim those commissions as the host. We’re not talking about a 
lot of money but it can quickly add up to a few thousand dollars depending on the 
size of the room block.  

So there are your 14 different ways to be able to monetize your live event. Some 
of these are more directed for bigger events but some can be used with smaller 
events.  

Think about what are the strategies you could really see yourself using for an 
event. What feels most appealing to you? Be clear about the ones that aren’t 
right for you. For my first event, I was very clear that I wasn’t having any 
sponsors. I had so many other things I had to work out around making offers and 
my flow of content. For me it would be an additional stress to have sponsors, 
irrespective of the income it may have provided.  

 

 
 


