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Since SpeakerFlow launched in May 2019, we’ve been huge advocates for two
things above everything else: driving with data and practicing what we preach.

Because of this, in working with our clients, we’ve been able to learn a lot about the
speaking industry as well as how we can best serve it. Although some of this came
from speaking candidly with speakers around the world, we also shared a survey
with them. As a result, we not only gained insights into how speakers felt about their
respective businesses. We were also able to collect a ton of information about
speakers’ average gig count (and speaking income) each year. This blog is all about
passing those insights on to you and outlining how best to rise above the averages
as we enter 2020. 

Before I launch into the numbers, please note that while these figures represent the
speaking industry as a whole, they originate from the answers of roughly 300 survey
participants. Consequently, although the percentages mentioned throughout this
guide hold true to the majority of speaking businesses, they are not necessarily
inclusive of all speaking businesses.

On that note, without further ado, let’s jump on in!
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First and foremost, let’s talk about sales. As with any small business, there
are many factors that contribute to the success of a speaking business.
However, from automated selling to use of traditional sales tactics, it can be
difficult to distinguish what is worth continuing and which practices you
should leave behind. 

Fortunately, if these are questions you’ve asked, you’re far from alone. In
fact, we found that 80% of those we surveyed lack confidence in their sales
process. Period. That means, in a room full of speakers, almost everyone
there is doing something different when it comes to sales. Some prefer old
school sales tactics, like making connections in person, while others take a
more modern approach, running their speaking business remotely. In light of
this, it’s important to note that no one way is correct, either! Depending on
your focus industry, certain tactics may be more appropriate than others.

That’s where the numbers come in. As of right now, 88% of the speakers we
surveyed don’t track sales metrics within their business. From the industries
of their clients to their greatest referral sources, few track the finer details of
their sales processes. In fact, across speaking businesses, there’s only one
area in which good data is consistently collected: total numbers of gigs. As a
result, although you may be able to see how many gigs you have on the
books, you don’t have clear indicators of what tactics are getting you those
bookings. 

IMPORTANT SALES STATS TO KNOW

Additionally, when you’re able to pinpoint
things that definitely aren’t working, it’s
easy to doubt yourself. We see this time
and time again when it comes to inbound
and outbound sales practices in the
speaking industry. Looking at your own
speaking business, how many times have
you thought, “I want to increase my prices,
but what are my competitors charging?” or
“I want to adjust my sales process, but how
do I know if I’m making the right changes?”
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Ultimately, this leads to either decreasing growth in your speaking business
or a lack of growth altogether. Numerically, we can see this in the average
number of gigs booked each month, with 70% of those we surveyed booking
less than 2/month and 53% booking less than 1/month. In total, only about
7% of those surveyed said that they’re booking 4 or more gigs each month.
It’s a little hard to find out what’s working when you don’t have any gigs to
work with!

That brings me to the first part of sales in the speaking industry: inbound
sales. As of right now, 50% of the speakers we’ve surveyed are booking the
aforementioned gigs solely through referrals. This includes referrals from
fellow speakers, event planners in their focus industry, and past clients. 

Subsequently, 33% of speakers say that following up with those leads could
be more efficient. So, for example, you are sent an email from a past client
that introduces you to an event planner. What is your process for contacting
them? How do you make sure to reach out if they don’t answer? For many
speakers, there isn’t a clear answer, resulting in a ton of lost sales. In other
words, the average gig count we mentioned in the last section could be
higher if more speakers had the resources and support to keep those
referrals from slipping through the cracks.

INBOUND SALES STATS

OUTBOUND SALES STATS
On the flip side of sales in the speaking industry, part of the blame for such
low numbers also comes from outbound sales. These include your efforts to
research and reach out to event planners for whom you want to speak.
These also include the efforts of your salesperson or assistant, when they
contact event planners or submit applications on your behalf. Although this
is an older sales technique, it’s undeniably effective. In part, this is because
many event planners are crunched for time, making it easier for them to
choose the speaker that contacts them directly. Sounds like a pretty easy
way to get booked, right? 

Right now, many in the speaking industry would disagree. Admittedly,
picking up the phone and calling event planners yourself isn’t as easy as a
referral. However, going after the sales yourself is one of the key ways to
making revenue in your speaking business predictable. You never know
when a referral’s going to come through the door but you can easily track
the decision-makers you’re negotiating with. 



6

Nonetheless, 83% of the speakers we surveyed don’t prospect for new
opportunities. Additionally, 70% said that prospecting for new opportunities
is the hardest part of their business while 85% said their prospecting process
could be more efficient. In short, there is a massive part of sales of the
speaking industry that is being overlooked, even though it leads to immense
profit! We’ll talk more shortly about changing this in your own speaking
business.

But before we talk strategy, let’s break
down the last set of stats in our list when it
comes to sales. I’m talking about the
amount of money speakers are charging
per gig. Although it’s easy to immediately
jump to the better-known speakers and
assume high averages, the numbers are
actually pretty surprising. In our 2019
survey, 55% of the speakers surveyed said
they are making $7500 US or less per gig

SPEAKER PRICING STATS

while, of the remaining 45% surveyed, almost all were making between
$7500 and $12,500. There are a number of reasons for this, although the
most commonly cited was purely a lack of confidence. To put it plainly,
many speakers don’t know how much they are worth and so undercut
themselves.

WHAT THIS MEANS
So, what does this mean for sales in the speaking industry in 2020? More
than anything these stats demonstrate three things. First, as I mentioned
initially, speakers aren’t collecting data within their businesses, so they can’t
make educated decisions. This means that, when it comes to choosing a
focus industry or identifying your best audiences, you might be missing the
boat. Second, many speakers have adopted the wish, “I just want leads to
come to me”. While that sounds amazing and it definitely can happen, it
takes time. If you want to predictably increase the number of times you’re
booked each year and the amount of money you make, you have to
consistently prospect for new leads yourself. Third, these stats also show
that because speakers aren’t tracking their sales data or handling sales
themselves, their overall value suffers.
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To put it simply, tracking data makes it easier to identify your most profitable
audiences and industries. From there, once you’re reaching out to event
planners in these areas, you’re more likely to be hired. More gigs means
more recognition, more referrals, and being able to charge more per gig. In
short, every aspect of selling – from outbound emails to returning clients – is
interconnected. If you build a firm foundation and consistently track your
progress, you can more easily analyze your processes, leading to a ripple
effect of growth throughout your speaking business. Later in this guide, we’ll
break down exactly how to get started. I promise if we can do it, you can do
it, too. 



MARKETING IN 2020
Moving on, in addition to sales, the speaking industry thrives on marketing.
Similarly to sales, the term “marketing” includes a variety of strategies and
practices. Among speakers, the most common of these are writing blogs,
managing social media accounts, and maintaining a website. In essence,
each tenant of a marketing strategy allows you to connect with past clients,
potential clients, and fans from past events, and, in many ways, sales and
marketing work together. In an ideal situation, high-quality marketing brings
in more leads, allowing you to make more sales and use your income to
increase your marketing. Basically, a solid process is like a positive feedback
loop of marketing efforts bringing in sales, which are then used to further
fund that marketing.

8

However, like we saw with speakers’ sales, there’s a similar lack of data
tracking, analysis, and confidence when it comes to marketing. In fact, in our
surveys over the last year, 80% of the speakers we met said they aren’t
confident with their marketing efforts. Additionally, when it comes to

IMPORTANT MARKETING STATS TO KNOW

individual pieces of marketing, this
hesitation is amplified, with 88% saying
their website isn’t performing well and
70% saying they don’t feel good about
their sizzle reel. We also heard from 33%
of participants that their processes for
producing video and content could be
more efficient. 

Unsurprisingly, this ties in closely with the
concerns and struggles we say, when it
came to sales. More data collected – in 

sales and marketing – means more easily being able to adjust your
processes and systems. Again, being able to do this confidently and
accurately ultimately compounds for more exposure and revenue. Win win!

(continued on the next page  →  )



But, for the time being, what do these numbers mean for existing businesses
in the speaking industry? First and foremost, these mean that although 57%
of speakers want to be booking 2 or more gigs per month, they’re unlikely to
reach that goal without taking action. Remember the sales
recommendations we already covered? These are the actions I’m talking
about. In marketing terms, collect as much data from your website, social
media profiles, and content areas (YouTube channel, blog, etc.) as possible.
Then, see which avenues are getting the most attention and maximize
those. 

The second conclusion we can draw from this data is the need for marketing
modernization, specifically when it comes to websites. Looking at your own
website, when was the last time you updated its appearance? Does it have a 

WHAT THIS MEANS
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padlock in the URL bar, showing that it’s secure?
Does it clearly indicate who you serve and why,
and is there a clear call-to-action for site
visitors? If you answered “no” to any of these
questions, or if you’re not confident in your
website, no worries! Later in this guide, I’ll share
some tips, tricks, and tools to make your website
function like a full-time salesperson. That way,
you can be confident that your marketing efforts 

are working for you in the background while you’re crushing it on stage.

Lastly, these marketing statistics echo one of the underlying concerns we
hear over and over from clients: “I don’t have enough time to manage all of
this.” Truth be told, balancing your sales and marketing with travel isn’t
exactly a walk in the park. Fortunately, there are resources out there to
either (a) handle your marketing for you, (b) advise you, so you know you’re
moving in the right direction, or (c) strategize with you so you can prioritize
which parts of your marketing need updating first. I’ll go through these
shortly, too, but, again, if we at SpeakerFlow can handle this, you’re going to
be just fine.



Finally, the last of the three business pillars, after sales and marketing, is
operations. I’m talking about organizing your files, managing invoices –
anything that allows your speaking business to run smoothly. Within a
standard small business, many operations tasks are delegated between
team members. However, within a speaking business, the majority of these
projects and responsibilities tend to fall on the speaker. This is especially
true if you are an up-and-coming speaker and have yet to expand your
team. Additionally, if you’re completely new to the speaking industry and are
starting from scratch, it can be difficult to find resources for helping you
manage your new speaking business’s operations. 

OPERATIONS IN 2020

Overall, this struggle to keep up with operations is evident numerically as
well as emotionally, as seen in conversing with speakers. To be exact, 70% of
the speakers we surveyed say they aren’t confident with their business
operations as a whole. Like we saw in sales and marketing, while there are
many aspects of operations and many options for handling each one, it can 

IMPORTANT OPERATIONS STATS TO KNOW
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As of right now, the toll this is taking
within the speaking industry as a whole is
readily apparent. According to our survey
participants, 80% said they rarely, if ever,
work on their business. All of their work
is in the business. In other words, because
their sales and marketing operations
aren’t organized, they also don’t have
time to organize their operations. They’re

too busy trying to bring in money in the first place!

Looking back in the last section, this is another example of the
interconnectivity between sales, marketing, and operations. I mentioned a
positive feedback loop in which investing in marketing leads to sales, which
provides for more marketing funds. In the same way, when you neglect one
of these three pillars, the effect compounds in a negative way.



be hard to know which are the best for your speaking business. Because of
this, many speakers take the “do what everyone else is doing” approach. In
these cases, while the effort is admirable, this also leads to the spread of
misinformation throughout the speaking industry.

Let’s look at operations systems, for example. In our survey, 78% of
participants aren’t using a task management system and 46% don’t have a
customer relationship management system (CRM). While the latter also ties
into sales, both of these systems are integral parts of a solid operations
process. This also makes it easy to say, “I know I need a CRM, and Joe uses
this one. If it works for him, it must work for me, too.” While this is true in
some ways – I’m not saying you don’t need a CRM – it’s important to know
that the CRM one speaker uses might not be a good fit for you. I’ll touch
more on this towards the end of this guide and share my favorite tools and
technology for operations. 

That brings me to the last important statistic for speaking industry
operations: the use of automation. When we surveyed speakers in 2019, 85%
of respondents said they’re doing everything manually. In terms of
operations, this means everything from sending emails to creating tasks to
creating proposals is all done by hand. While this can result in greater
personalization in each email or proposal, it also takes up a ton of time. Plus,
the vast majority of these tasks can be accomplished by automation,
including features of the CRMs and task management systems we talked
about earlier.
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In light of these stats, this indicates one thing above all else, when it comes
to operations in the speaking industry: the need for technology. Even more
so than in sales and marketing, projects that fall into the “operations”
category can be easily managed with the right tools. However, for many
speakers, finding the right tool can be a challenge simply due to the
incredible number of options. In the market for a CRM? Great! There are
dozens to choose from. Looking for an easy way to create proposals?
Awesome! Here are twenty different companies that do just that. Both of
these examples and the aforementioned stats demonstrate the extreme
decision fatigue seen in small business owners and the lack of care that
results from feeling overwhelmed with work and choices.

Additionally, because the average professional speaker isn’t a digital native,

WHAT THIS MEANS



the thought of learning a new system can be more intimidating than actually
choosing one. Looking back on our CRM example, it’s easy to see why one is
useful, simply based on its features. These include the ability to set
reminders, track the events that you’re trying to be booked for, and
communicate with leads and clients right within the platform. However,
while all of that sounds great, that’s also a lot to learn if you’ve never used a
CRM before. Combine that with trying to make sales, update your website,
and post to social media, and you have your hands full. 

Fortunately, within our team, all of us handle the work of several people at a
time, so we feel your pain on a daily basis. We’re also incredibly passionate
about new technology and making that learning process easier. After all, the
more support you have, the more easily you can rise above these numbers
and get back to speaking. All problems and numbers aside, this support is
what I’m going to talk about next.

12



HOW YOU CAN USE THESE
STATS TO CRUSH 2020
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Now, up until this point, we’ve covered a lot of hard-to-swallow facts about
the speaking industry as it exists right now. From low sales numbers to
confusion about best marketing practices, there’s a lot to learn. Fortunately,
there are thousands of speakers worldwide succeeding in their businesses
whose strategies we can pass on to you. Additionally, as I mentioned before
we at SpeakerFlow are passionate about turning the speaking industries’
challenges into success stories. After all, our mission is “Speakers Change
the World – We Help Them Do It Predictably.” Probably justified that we
share our resources, right? I definitely think so.

In addition to digital tools to make you exceptional in the speaking industry,
there are a few practices to pick up when you’re ready to make a change. In
my own experience – at SpeakerFlow and in past jobs – I’ve seen the
positive results of each of the steps below. Within our team, we’ve also seen
success with each of our clients because of these actions. So, let’s leave the
numbers behind and jump into the solutions.

First, if you are not collecting any data in your sales or marketing processes,
begin now. By collecting as much information as possible about your lead
sources and where you’re most easily making sales, you can confidently add
energy and resources in these areas. Additionally, high-quality marketing

1. Start tracking sales in your speaking business, so
you’ll know what’s working and what isn’t.

efforts operate almost exclusively on cold, hard,
numbers. We see this in tracking the number of
followers your social accounts have, the number of
visitors to your site each day, and the number of
times people share your blogs. Each of these
metrics, among others, allows you to track your
exposure over time and adjust so that more people
can find you online. More exposure means more

event planners interested in your services and more sales month over
month. Plain and simple. 



14

Number of speaking gigs won and lost on a monthly, quarterly, and
yearly basis
Total number of speaking gigs you attempted to book
The industries of the gigs you succeeded in booking
Your top referral sources

If you aren’t collecting any data in your speaking business, the basic values
to track are as follows:

In addition to this basic data, use of tools like Google Analytics and your
CRM to collect advanced data allows you to set appropriate sales and
marketing goals. Throughout the speaking industry, the average speaking
business needs to make 150 dials in order to have 15 conversations with
event planners. Of those, only 3 will be a good fit and only one will turn into
a sale. In your own speaking business, by counting your calls and how many
of them lead to a sale, you can narrow down stats like this yourself. That
way, you know exactly how many calls and sales you need to make to meet
your goals, and you can charge accordingly.

That brings me to the next step necessary to rise above the average
speaking industry stats: outbound selling. Back in the sales section, I
mentioned that 83% of the speakers we surveyed don’t do any outbound
sales at all, and many of those that do aren’t confident in their process. In
terms of money, this is a large part of the reason that the average speaker
also doesn’t charge a remarkable amount of money per gig. Think of it like
looking for a job when you were in your twenties. If you had a resume full of
experience in the workforce, the better your chance of getting the job. The
same is true in the speaking industry.

So, how do you get started? First and foremost, if you don’t have a CRM, get
one. Last year, we at SpeakerFlow launched a CRM of our own that’s
completely customized for speakers. This way, thanks to our tech know-how
and the help of speaker and innovator Julie Holmes, there’s a high-quality
system on the market for speakers of all levels. We’ve also outlined the
differences between four of the most popular CRMs among speakers, so
you can confidently choose.

Next, after implementing a CRM, just start small! Find twenty gigs each
month and the event planners responsible, and start reaching out one by 

2. Invest more time in outbound prospecting – All of
our data proves this works.

https://speakerflow.com/crm/
https://speakerflow.com/crms-for-speakers-the-beginners-guide/
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one. Generally, the rule for outbound selling is to contact them until you get
a definite “yes” or “no”. Until then, setting reminders in the CRM can help you
remember these follow-ups. For specific follow-up tips and the finer details
of outbound selling, check out our Ultimate Guide to Booking Speaking Gigs.
Feel free to also take a look at the Speaker Intel Engine for a quick and easy
way to find leads in the first place. 

Transitioning away from sales, next on the list is updating your brand, if done
so recently. From your brand colors to the style of your website, everything
about your brand plays a role in how event planners perceive you. Because
of this, it’s important that your website, especially, has a clean and modern
appearance on top of showcasing your value. Strictly in design terms, 2020
has already been a big year for a number of trends including gradients,
bright colors, and curves. You can see this on the SpeakerFlow website as
well as several of our favorite tools, such as Asana. For more information,
Elementor’s guide to the 12 top design trends of 2020 provides some
awesome examples, too.

3. If you haven’t updated your brand in a while, now is
the time.

Aside from your website, rebranding is
also a great opportunity to redo your
business cards, presentation style, and
speaker one sheet. By incorporating the
above design trends into your digital
presence and printed materials, you not
only showcase your ability to evolve. You
also demonstrate the ability to grow, 

making you all the more relevant. From planners at small events to CEOs of
fortune 500 companies, every decision-maker wants to see this. After all,
being willing to grow and adapt means you’ll be able to inspire their team to
do so, too. 

Above all, whether you choose to completely rebrand or lightly “refresh”
your visual brand, the key is consistency. Rebranding for a modern
appearance sets you apart in the speaking industry, without a doubt.
However, if your image isn’t the same across the parts of your digital
presence, you won’t see the benefits of visually leveling up. That means that
if someone jumps from your Facebook page to your website to your speaker
one-sheet, it should be blatantly clear that all below to you.

https://speakerflow.com/how-to-get-speaking-gigs-the-ultimate-guide/
https://www.knowmore.university/a/aff_gqtxt90h/external?affcode=231462_hfyvfatg
https://speakerflow.com/
https://elementor.com/blog/web-design-trends-2020/
https://speakerflow.com/6-secrets-for-creating-a-killer-speaker-one-sheet/
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Speaking of things that below to you, don’t forget to make this a habit in
your business! Most business owners within the speaking industry have a
habit of neglecting the back end of their company because they’re so busy
trying to bring in money for it. Ironically, spending time improving your
processes and workflows ultimately results in more income over time. 

As a member of a team that chronically overworks, this is something I’m still
battling myself. For example, when SpeakerFlow began, we almost
immediately needed to bring on more team members. Although this was
essentially a good thing, as we had a ton of clients right off the bat, we
couldn’t afford more employees to help handle them. It was a vicious cycle
of needing more people to help balance our client load but not having
enough income from clients to hire anyone.

Ultimately, this led us to block off Mondays, as a team, from client bookings.
For the last six months, each of us has spent Monday’s meeting with our
department heads, coordinating our plans and tasks, and providing
feedback. In addition to camaraderie among our team members, this has
also created greater efficiency overall and better problem-solving when we
hit a roadblock in a given project. So, if you’re not providing any time to work
on your speaking business, rather than in it, give it a shot. It won’t just allow
you to start each week feeling caught up. You’ll also be able to knock out
the last three tasks in no time.

4. Block off a few hours each week to work on your
speaking business rather than in it.

Finally, if you’re unsure where in your speaking business needs adjusting,
just ask! There are a ton of free resources available throughout the speaking
industry, including our Resources page, the SpeakerLab podcast, and the
Speaker Launcher podcast. Each of these sources is exceptionally useful,
even if you’re an experienced speaker. Plus, they all include free info on
everything from technology to speaking styles to speaker associations and
conferences. That way, all areas of your speaking business are covered, no
matter what you’re worried about. 

Additionally, for more hands-on training, many speaker consultants or
coaches offer paid courses. Jane Atkinson’s Speaker Launcher bootcamp
and Wealthy Speaker School online course are two examples of the in-
depth training available if you have a larger budget. At SpeakerFlow, we also 

5. Reach out for help where you need it!

https://speakerflow.com/resources/
https://thespeakerlab.com/podcast/
https://www.speakerlauncher.com/category/podcasts/
https://www.speakerlauncher.com/
https://wealthyspeakerschool.com/
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offer a customized coaching program, to help speakers build businesses
(that they truly enjoy running).

Ultimately, the tools and processes you choose to adopt in your speaking
business are entirely up to you. Nevertheless, this year’s numbers
undeniably show the need for data-driven decisions and automation where
you can. If you own speaking business stands out from these numbers, that’s
amazing! I encourage you to keep up the good work in 2020. 

If not, no worries! We’re all working towards becoming more efficient and
confident in our sales, marketing, and operations processes. It’s just going to
take some time. Until then, feel free to shoot us a message if you get stuck.

For now, cheers to 2020 and best wishes as we all enter a new year in the
speaking industry!

https://speakerflow.com/coaching
https://speakerflow.com/contact-us/
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88% don’t track sales metrics

80% aren’t confident in their sales
process

83% don’t prospect for new
opportunities

70% say that prospecting for new
opportunities is the hardest part
of their business

50% rely solely on referrals

0% have a lead nurturing process
for outbound sales

55% are getting < $7500 gigs

80% are getting < $12,500 gigs

53% average less than 1 gig/month

70% average less than 2 gigs/month

7% average 4 or more gigs/month

80% aren’t confident with their
marketing efforts

88% say that their website isn’t
performing for them

70% don’t feel good about their
sizzle reel

33% say that producing video and
content could be more efficient

70% aren’t confident with their
business operations

85% are doing everything manually

78% aren’t using a task/work
management solution

46% don’t have a dedicated CRM

57% say they want to be booking 2
gigs/month

33% say that following up with leads
could be more efficient

85% say their prospecting could be
more efficient

80% say they rarely, if ever, work on their business

Please note that while these figures are representative of the speaking  industry as a whole, they were collected from a group of roughly 300 survey participants. As a result,
although these percentages apply to the majority of speaking businesses, they are not intended to project falsely on those that are exceptions to these views and statistics.
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Questions or
Comments? 

Contact us at
hello@speakerflow.com
and let us know what you

think! 


