Speaker 1 (00:05):
Virtual summits are the most powerful online marketing tool available to grow your list, launch your platform, make more money and create an impact in the world. Even if you're just getting started. If you are ready to take your Summit to the next level, then tune into the virtual summit podcast with Dr. Mark T Wade.
Speaker 2 (00:22):
Hi, I'm Dr. Mark T-Wade, founder of virtual summit software and creator of the one day summit formula. And I'm on a mission to help you summit hosts. Get your summit out to the world in a powerful and impactful way. So let's get started. Hey, summit hosts, Dr. Mark T Wade here, founder of virtual summit software and your host here on the virtual summit podcast. What we are in for a treat on this episode, we got some major topics to cover and all of that's possible because we've got the legendary Chloe Thomas with us here today. And we're going to get into a couple of points that I think are going to be crucial and fundamental for your next summit. So we're going to have some fun with that. Now, Chloe, before we jump into all of that amazing summit, goodness, I'd love for you to tell our audience just a little bit more about yourself.
Speaker 3 (01:12):
Okay. So my name is, as you said, Mark is Chloe Thomas. I am these days a podcast host and author, but I've spent about 20 years now in the world of e-commerce. So I started off working for a high street retailer in the UK then worked for a number of mail-order brands, ran a marketing agency for 10 years, and now I am lucky enough to get to spend my time speaking and writing. And the primary of what I do these days is I run two podcasts on the subject of e-commerce and on digital marketing. But when you're doing that sort of thing, a really nice way to bump up the annual income is to run a virtual summit, which is something I've played around with for the last three or four years. And this year I did a lot better. I'm not going to say I've cracked it because there's plenty of room still to go, but I did a lot better this year than I've done in the past.
Speaker 2 (02:03):
I love that. Well, let's kinda, let's kick this off by just doing a quick overview of your virtual summit. Now you said you've run a couple of them. So if you want to go ahead and just maybe compare them, like, what were they, what was the name? What was the topic? But then this most recent one, give it, help us unpack it. Like how many days, how many speakers just give us the overview so that our audience knows about the summit. And then we're going to start to jump into some specifics after,
Speaker 3 (02:27):
Well, all of them over the years have been called some version of e-commerce master plan, virtual summit. And they've all been, or we did one which focused in on the subscription e-commerce niche. And some have been more marketing focused, some have involved website stuff as well. And all of them have been about helping e-commerce people do do better in their businesses and all of them. I focused on supplier side guests. So people from email service providers, website providers from agencies rather than actual retailers. So it's been a way of shining a light on great people in the supplier side community. The most recent one was two days. We did six pre recorded sessions a day. Each of which was a 10 minutes slide that, and then a Q and a with me to make it up to between 20 and 30 minutes. And then each day rounded off with a live Q and a session with several of the speakers from the day and the audience able to join us. And we did, one of the days was focused around new customer acquisition and the second day was focused around customer retention to give them kind of two clear angles, I suppose, and create some kind of structure to the content
Speaker 2 (03:50):
Absolutely there. So I love this the hybrid interview totally recommend all of our listeners to look at that difference between that and like a normal interview, normal interview, simply Q and a kind of like what we're doing here versus having the speaker come on and showing the speaker, having them present something like a master class format followed by some questions at the end, always comes off as more perceived value by the audience while still kind of navigating that, getting the speaker to do it cause most speakers aren't just going to submit a masterclass or a presentation, but if you can get them on with you live, they will do some variation of that. So highly recommend that topic that Chloe just mentioned there. And I love how you set up the days as kind of themed theme days. So there's several ways, you know, that you can set up a summit. Chloe showed, which I think is probably the most popular. And one of the more effective is setting each day as a certain theme and aligning your speakers like that. So creating your summit story arc based on those days now with the summits you've run you, in our pre-interview chat, you were mentioning, you know, some of the first summits were not as profitable and had some room for growth, but this summit really kind of turned the corner.
Speaker 4 (05:03):
Virtual summits software makes hosting a summit easier than ever. The only software in the world designed specifically for hosting a summit, lets you set up a summit in a matter of hours with no tax scale or team needed. You can try out the virtual summits software free at virtualsummits.com, but hurry, this is a limited offer.
Speaker 2 (05:24):
And you had done some things a little bit different on this summit that you attribute that to. So let's kind of, let's jump into that. So tell me about this summit in comparison to the last, it was more profitable, less time kind of helped us understand why and how you did that.
Speaker 3 (05:41):
Yeah, sure. So in the past I've tried, I think most of the summit business models over the years, I'm awful at selling tickets. I don't know what it is. I'm a marketer. I should be able to do this. I get urgency. I get scarcity I've, you know, cobbled together, copy from other people's examples and all the rest of it. I cannot sell tickets. I'm awful at it. So I really wanted to focus this one on making the money up front, getting the sponsors to pay for it. So I hugely increased the sponsorship fees on previous sessions. And in the past, when I, I mean such an obvious error in the past, when I'd emailed the sponsor, say, would you like to be involved with my summit? The prices I've given a free option, no free option this time around, if you want to be one of my summit summit speakers as one of my sponsors, then you have to pay to play.
Speaker 3 (06:36):
So that was, you know, a crucial thing because weirdly enough, in the past, lots of people went for the free and then I didn't sell the sponsorship slot. So getting really, really, really focused on the fact that it's hard to make money was, you know, my number one, I suppose, for, for turning into profitable one, the other side of things is, you know, I'm not, there's not a lot of cash outlay for my summits. Most of the money goes on advertising. So the reason they're the ones in the past have been unprofitable is because of the huge amount of my time. It took a long time to create it. And because I'm in every session, introducing the speaker, watching their session, asking them questions at the end, in the live session, all the rest of it. And I've always done the video editing myself as well.
Speaker 3 (07:25):
And I'm usually carolling the content and setting up the pages and all the rest of it. Fundamentally, the more speakers you have, the more time it takes and I've always been, oh, I'll have 10 speakers. And then it ends up being published with about 30 of them. Why is this taken forever? And of course the more of that you do, the less time you can spend marketing. So this time I created my schedule of 12 speakers and I rigorously stuck to it, which was incredibly hard for me. Because I kept seeing people I'd love to have come on and speech or topics I'd love for us to cover, but you know, that curated elements and the, not the overwhelm of like an ad world or something that was something I was trying to be the exact opposite of. So the pitch to the attendees was about it being really focused too. So those were the two key things. One upping the sponsorship prices and not giving them a free option. And then two massively sticking to my limit of number of speakers.
Speaker 2 (08:33):
I love this. It's the same concept, you know, that I believe in like the one day summit is that it minimizes, it gives them a result in a very specific amount of time, which reduces that overwhelm. So I love that we're right there on the same page with this Chloe. Now I want to point out and I think maybe dive into this and we can, we can kind of come back to the specifics of the summit in our pre-interview chat. You were talking about one of the things you were able to do with this summit is use ads to generate a lot of the traffic and revenue. Cause I know some of our summit hosts are going to go well, mark, if you guys aren't having as many speakers, how are you growing the summit? Because usually the speakers promote the summit. So let's talk a little bit about that. Kind of how did you even with these 12 speakers, how did you see the promotions going with them compared to what actually worked for you? And then let's kind of dive into that.
Speaker 3 (09:25):
Cool. So with the actual sponsors I gave them, I tried to incentivize them to promote, so I told them they could have, I think it was 50 quid of their sponsorship refunded for every hundred sign-ups they drew back. None of them cared about that at all. We got maybe, maybe five signups from the best sponsor. It just didn't resonate. So I think possibly because the people who are paying for the sponsorship, but not the same people who do the marketing for the company. So, you know, it just didn't work at all. So that was, you know, six of my speakers could six sponsors out of the 12 sessions. So that's half of them not driving anything. You know, I will try and get him to do more next time, but they did nothing.
Speaker 3 (10:14):
The rest of the speakers were people I invited because I know they're great. I encourage them. I created a copy for them. I created graphics for them. One of them did a brilliant job and she must've driven maybe 50 people. The rest. I know they sent some traffic through cause I can see it on the legs, but it was a pittance. You know, it wouldn't have worked. It wouldn't have been my strategy, so, well my only strategy, so they did a bit, but they didn't do a lot. And the amount of time it would have taken me to beat them into doing more. I just, I just think would've left me feeling exhausted to be honest. So, paying money to get people on board was a better strategy. It's something which we've, we've dabbled with in the past.
Speaker 3 (11:00):
We've done it on previous summits. I use the, I mentioned earlier, I run a marketing agency for 10 years. Predominantly what we did was Google ads and Facebook ads. So I have experience of it for the last few summits. I've run the ads myself and there's always like three weeks out. Ads go live is in the plan. And the ads tend to go live about 10 days before because I just don't get around to it because I'm busy with all the other things that I have to do. So I decided on this one that I was going to make sure the ads happened, right? Because those of you who've run ads will know the sooner you start running the ads, the better you can optimize them. And the lower your price per signup gets by the time you get to the actual summit. So if you want it to be cost effective, you need to start about three weeks out to find the right creative, the right copy, the right audiences and bring it right the way through to, to the live date.
Speaker 3 (11:55):
So I knew we needed to get me out of the mix on the ads. Because I was the problem in previous years on that front plus I haven't been running a marketing agency for about three and a half years now. So I don't have the experience of day in, day out on the tools. So I went back to the agency that I used to own, which is, you know, quite a reliable way of finding a good agency, but not everyone can do that, but I went back to them and I said, are you interested in doing that, doing this for me? And they were, and they did a brilliant job. And it was just, oh, it was amazing. It just happened. And I didn't have to do any of the work. And they found some really good audiences, which we're now running as evergreen as an evergreen summit, as audiences to continue bringing in email signups. Now,
Speaker 2 (12:43):
I'm really glad we're talking about this topic because there's multiple ways of thinking of a summit and running the summit. Now what you're saying, I think is going to be extremely powerful and effective and beneficial for a lot of our summit hosts that, you know, maybe have some of the resources available in there at that level. And for example, I did the same thing on our last summit. We put a lot into ad spend. I will say one caveat with that is, you know, set your limit and hold that limit. I got all excited. And so I kept dumping more and more and more in. So it was still extremely profitable, but ate away at that margin even more just because I really wanted to get the numbers right. For most of our summit hosts, if you're just getting started and maybe you're still even trying to break into a new industry, a new niche or a new business, you may have to start with just getting those speakers to promote because that is probably going to be the most cost effective way for you.
Speaker 2 (13:36):
But I agree with Chloe here, once you're able to put some money behind ad spend, that is an effective way to help, especially. I like to say Chloe, you know, I don't recommend everybody to  do ads on their first summit. And if they're going to do ads, I say do the retargeting ads because those are extremely effective and a lot less expensive, but this is a great strategy. More of an advanced strategy, I would say for our summit hosts that are at that level. So let's circle back now to the summit to be more profitable in less time. I want to go into the less time aspect comparatively, because this is one of maybe the biggest concerns for summit hosts or their fears is, well, I don't have, you know, four months at 40 hours a week to work on this. So kind of compare the two. So they understand, you know, where, you know, you've spent time building out summits in the past, but the new, like kind of your strategy you did on this one to make it more time effective, talk us through it.
Speaker 3 (14:36):
So the number one thing was limiting the number of sessions because every extra session is a load of other emails to send out a load of other stuff that I have to get in and all that kind of stuff. So, that was number one all the time. When in the past I time tracked everything I did, it came from running an agency. So I time track everything. So I know where the time went in the past and I would actually, I would strongly advise anyone to do that because it just makes you so focused on what's. What's good and what's bad. And I am, as you said, it's, you know, it was a bit of an advanced strategy. Cause I am luckily in that position now where the PR the scarcity in my business is my time. It's not the cash anymore, so I can do these things, but I also wanted this to be profitable because it was going to be a big focus that we, you know, we cleared the decks to look at this and I need this for about, about six week period.
Speaker 3 (15:30):
Everything was the summit. So it's got to pay for itself because, you know, I got to take six weeks off and on and earn no, no money. I'm not going to run a summit. I've got, I'm sure I could come up with something else. So number one was to limit the number of speakers because that is where the time goes. Number two was to try and find ways of streamlining without streamlining the workload without overly increasing the costs or downplaying the effectiveness of what we're doing. So I use a lot of templated emails in Gmail to send things out. So it appears to be personal, but it's quite templated to the speakers and to the sponsors. So that saves me time. I don't, I don't like to outsource those relationships. So I know you could get a VA to do all this stuff, but I like to do it because you know, these aren't just people I'm involved with for one summit. There are people who I hope will sponsor the podcast or one of my podcasts for years to come and who I may bring back for another summit or maybe come back for another podcast. So it's worth that relationship to be with me. But then the, the biggest thing, once you've managed your speakers and you've kept that list small is then the time it takes to do the editing off the back of the recordings,
Speaker 5 (16:50):
Be sure to check out the speaker management tool inside your virtual summit software, which lets you quickly and easily recruit and manage your speakers on your virtual summit. Literally eliminating hundreds of hours of work gets more information at virtualsummits.com.
Speaker 3 (17:10):
So for my podcast, I outsource all the editing because podcast editing is a horrible, horrible task to learn because people are just listening. So the audio has to be spot on. You've got to really, really tidy it up with video. You can be a lot less precise because people can see as well as hair. So it's a lot easier to edit video than it is to edit audio. So I do that myself and I do it with the minimal amount of effort, but it still takes ages. And then the computer has the clunk with the output and all the rest of it. So I was co-hosting a summit for someone else and discovered the marvelous tool that is stream yard. And what is most people use stream yard for live streaming across Facebook, YouTube, et cetera. But one of the brilliant things you can do is you can set up banners on it and calls to action and run videos and all this kind of stuff.
Speaker 3 (18:06):
So every speaker, I could have a banner that came up with their name, with the logo of my summit already on screen and with, you know, their calls to action. I would agree with them before we hit record and I'd have a call to action that just flew in magically during the video, which is stuff I've either wanted to do in the past or done manually afterwards in the editing suite in the past. But actually all of that then just becomes something you do during the recording. And, oh, my word, did that save a lot of effort? I think maybe two of the videos I had to edit something other than the beginning and the end and the rest. It was just chop the beginning, chop the end export where it's done rather than, you know, the 30, 40 minutes it was taking me perhaps like in the past. So that made a big difference to just picking the right tool.
Speaker 2 (18:59):
I love this stream yard aspect as well. I mean, I've, I've used it for the live stream, like you've mentioned. But this is really great, I'd even say pro tip here on how to conserve your time, especially if you're doing the video editing yourself. I mean, I, goodness, I can't imagine how much time that that had to have saved. So that's a great one. Everybody should be writing that one down right now and probably following back up with Chloe to get some, even more specific strategies on how she did that. Great, great tip there. I want to, I want to come back to the sponsors aspect because I do think this is a topic that everybody loves to talk about and hear about. And one that I think most summit hosts don't do well. Also one that I don't think is absolutely necessary for some hosts to do because of how much time and energy usually goes into it to potentially the actual amount of return that comes on that time and energy. But it definitely appears that you found a way to maximize that. So let's actually break down the sponsorship aspect. And if you're cool with it, I'd like to actually go back to how you even reached out to them, how you were able to get them to say yes, what cause you talked about the scarcity aspect, help us really understand that strategy. And then what were you also offering them that you think was the most effective at getting them to participate?
Speaker 3 (20:24):
Oh, I'm going to bring up just while we're talking about this. My Google doc, which is what I ran it all through. So I can actually give you the correct answers to all of those, so I can see the sponsorship packages. So what I found to be a really handy way for selling this kind of stuff is to create a Google doc. That's like your sales sheet which shows what the packages are. It's got a, you know, because I've run it on an event before I can add in testimonials from previous sponsors, testimonials from previous attendees, this is high quality people are gonna like it, give them the key facts. And then you can send all the people you're contacting about sponsorship to this one page, which gives you the lovely thing of seeing all those, those little circles in the top corner after you send it, any people are looking, that's exciting, it makes me happy.
Speaker 3 (21:15):
And then within that, you give them the key information of what they get you try and answer. I'm a detailed person. So I try to answer as many of their questions as possible. And then you have what the packages are and what the limits are. And because it's a vert, it's a viral document. If you like not a PDF that you're attaching to an email, you know that people are already always seeing the latest information. So if the first few people come back to you and go, I don't understand the lead capture element, then you can update the doc and make the lead capture better without having to email all your sponsors again, to explain the lead capture in case they didn't understand that you can just improve your sales dog. And it's just a Google doc. It's not some complicated webpage that you've set up.
Speaker 3 (22:04):
And it's got an element of privacy because you're in control of where the link goes. They can't find it on your website, but it's super easy to do it that way. And then, you know, as someone, as one sold, I change underneath platinum to sold out. And then gold would have only one left, you know, and I'd add little text in bright red capitals to the, to the first page. That would be only one package left or only two packages left. And then you just keep an eye on it all. And as you know, as things change, and as people are selling you, you may send out a reminder email to say, we've only got X left. What did you want and so forth. And literally the Google doc is your friend with all of this. And then it's, it's a case of emailing people.
Speaker 3 (22:48):
I mean, I'm, I'm lucky that I'm known in the e-commerce space as someone who has sponsorship on their podcast. So we have a list of people who are interested in sponsoring the stuff I do already. So I was able to do this. I think I might've had one phone call with a sponsor, but most of it was done over email, which probably means I need to increase my prices. For next time I was also at the point where I could have sold platinum three times and only had one platinum which is great because it meant both the gold sold really quickly. But, that's another sign that I probably need to charge more and I probably need to have multiple platinums for next time. So yes, this one was profitable, but there's more to be done next time.
Speaker 3 (23:33):
So I didn't, it wasn't a complete success because I left money on the table. But you know, the Google doc and the list is, was the key thing that made this a relatively easy task for me. Plus I've been talking to them for years. So I know the sorts of things they want. And one of the big things we didn't do in the past was give them any email data. And in my sector, what they want to pay money for is email data, which is an ethical email mark to myself. When you get into all the regulations, it gets a bit tricky. So I used that side of it to incentivize people to pay more. So the platinum and the gold sponsors, they got lead capture, the silver sponsors, didn't all of them got their own calls to action on their pages and that kind of stuff.
Speaker 3 (24:23):
But the platinum and the two golds got as they went, as people went through, signed up, they gave us their name, their email address. And then they had ticked boxes to opt in to some cool thing from the platinums and the golds. So it was an opt- in, and we have between 60 and 70% of attendees signed up for at least one of them. So it was that they're very happy with the amount of data they've got and it was made clear to them how that was working, but I felt comfortable that it wasn't a, by signing up to this summit, you're receiving email from everybody. It wasn't that it was you're signing up to receive email from me. And then if you tick this box, you'll also receive email from one of these three people, depending on what you take. And this is what they're going to send you.
Speaker 2 (25:11):
That's, that's really interesting right there given that I've heard of the, you know, the list share. And, from an ethical perspective, if the people are providing something like, for example, the sale or the package or the thing that the attendees are getting, it makes perfect sense. They have to have that email in order to give them what the people have acquired, but I've never heard of going that extra step and letting them select which of the ones. So a really cool strategy. There, I wanna kind of dive into this a little bit more with the sponsors because you've got experience with this. And I, we're probably going to actually talk a little bit about how you've done it with your podcast since it originated there. But for our summit hosts that are listening, who are considering sponsors, who did you find were the best people to even offer it to? And maybe this starts out your podcast, but if so, talk about how you got them to sponsor the podcasts. Like take us to that original Step where there you're having that first conversation and kind of what moves the needle to make them comfortable and say yes to handing over money to a sponsorship.
Speaker 3 (26:21):
Sure. So where my sponsorship journey started was going to the big trade shows which are in the UK, this will be e-commerce expo, instant retailing expo, the big ones that happen in the massive locations with tens of thousands of people coming through the door where your target sponsors have stands. And then I would go round and I would be very polite about this because let's face it. The people on the stands quite possibly, aren't the person who's in charge of sponsorship money. And they've also got a sales target and I, their target customer, but I go up, you know, early mornings when they're looking quiet and go, Hey, I love what you guys do. Is there someone I can talk to about potentially doing some work with you? This is who I am, and then tell them about the different ways I could help them.
Speaker 3 (27:09):
So over the years for these types of businesses, I've written white papers for them. I've had their clients on my podcast for free. So they get a mention. I've also pitched them podcast sponsorship. We've included that, you know, if they've got a new resource, we'll put it in one of our email newsletters for free. We try to build a relationship and try to get a conversation with the marketing person or with the partnership manager. That's usually the route in, and then you can start becoming, build, start building a relationship where you're helping them out with various things. And then you get to a point where they're willing to sponsor
Speaker 5 (27:47):
With the ever summit feature inside the virtual summit software. You can rerun your summit as if it were live ongoing forever with one click of a button. This now lets you continue to use your summit forever. Bringing in qualified and engaged leads every month until your business gets more information at virtualsummits.com.
Speaker 2 (28:11):
I love that. Yeah. So it comes down to relationships. You know, you're putting, I think this is a misconception. A lot of our summit hosts are going, I'm going to send out an email and then they're going to hand me $10,000. It doesn't happen that quickly. There's gotta be some, a little bit of effort put in there in a relationship built. Now what I'd like to talk about here, as we start to wrap up this episode is what are some of the not necessarily objections like no, but what are some of the, the, the statements that come back about your summit with the sponsors? Like what, what clarifying information are they usually looking for? And what's the most important thing they're kind of trying to figure out before they say yes.
Speaker 3 (28:49):
It wasn't about price this time. So I don't think I've charged enough. That's what I take out of that one thing they wanted to know about was the lead capture. How does that work? Because you know, they're used to it. We got the emails of everybody who signed up for our session, but we weren't doing individual sessions and we weren't going to hand that data over anyway. So we had to do a little bit of explaining around that structure. And then it was, it was detail around things. So we had to do a sponsor's announcement by email to the attendees beforehand. We were trying to do this idea of paid campaigns that we'll spend our money on an advert that flags the fact you're a sponsor. We, we did, we allowed them to put a product demo video in the summit.
Speaker 3 (29:41):
So they were asking questions around that, but actually quite a few things. What I found most, most from them with feedback on this was a lot of what I put into the packages. I don't think they were that bothered about it. So we're, you know, it was like, can we have a product demo video? Oh, I don't know if we've got one of those, you know oh gosh I've got, I've got a five minute one. Would that be okay? Or what is this? What are you all about clarity? So I'm going to cut some things out. I mean, you want to leave some things in the packages that look meaty, but there's also some things I'm not sure they were that bothered by one of them, which I thought being an email marketer myself was, I thought they want the data on the, on the money. You know, the second someone's signed up. If they tick the box to receive their lead magnet, they want the data straight away. So I, you know, I was playing around with Zapier, trying to work out how I could do the filters. They only got the right data and we put it into a Google doc or do it, you know, how do we make this work? And every single one of them just wanted the data downloaded after the summit happened, which I found astounding, but which massively reduced my stress levels.
Speaker 2 (30:54):
That's amazing. Well, this, I mean that right there, this information is incredible. Actually this entire session has been phenomenal, such great information. I know our audience right now is going mark. I need some more, more Chloe in my life. Where can I find her? So why don't you let everybody know where you're hanging out and the best way to get in touch with you.
Speaker 3 (31:13):
So where you can find everything I'm up to e-commerce master plan.com on that website, you'll see links to both my podcasts, my books, and this summit, which at the moment is still live. Like I said, we're running it as an evergreen option. We are. If anyone's interested in the ads next week I'm recording how we ran the ads for the summit, with Becky who runs the agency who ran the ads and we're going to be putting that out as a podcast. So I'll, I'll let you know when that's live, if you want to share that with people. And yeah, if you've got questions, just you'll find how to get in contact with me by the website. And you're welcome to ping them through. I can't promise I'll be quick at responding, but I will respond at some point.
Speaker 3 (31:56):
And, and yeah, I guess my, you know, I run my summit the way it suits me is my aim and the way it suits the resources I have around me. And I hope that by sharing this with you, with you and your audience, mark, that a few people will go, oh, okay. I can write my own rule book for running my summit. I don't have, because X, Y, Z did it this way. I don't have to do it that way. You can take the bits that work for you. And like I said, I can't sell tickets. So I've got to go down the sponsorship route.
Speaker 2 (32:28):
I loved that Chloe, this has been an absolute pleasure. Thank you so much for sharing with us today, your time, your energy and your wisdom.
Speaker 3 (32:36):
Thanks, Mark. It's been a pleasure chatting with you. Absolutely.
Speaker 2 (32:38):
And thank you, summit
Speaker 1 (32:39):
host for hanging out with Chloe and I. I'm Dr. Mark T. Wade, your host here on the podcast. Remember your message matters. And one of the most powerful ways to get that message out to the world is with a virtual summit. Also, don't forget to check out all the amazing resources and links. Chloe just shared with us today over in the show notes at episode 2 26, we'll see you on the next episode. Thanks for listening. Now, don't forget to subscribe and leave a five-star review on the virtual summit podcast. Head over to the show notes, to check out all the links and resources from this episode, and be sure to grab your free trial of the l summit software. Now, I want to end this episode by saying to all the summit hosts listening right now, I believe in you, and you can do this. Summits are by far one of the most powerful ways to quickly grow your list, launch your platform, make more money. And most importantly, make an impact in the world, even if you're just getting started. So don't get caught up in analysis paralysis because the world needs to hear your message. There are people who are waiting for you to help them just get started because imperfect action is always better than no action. Thank you and see you in the next episode.

