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This training is for you if… 

•  You’re tired of “thinking” about going on tour 
and ready to launch into action. 

•  You want real advice from start-up 
entrepreneurs who have been there and done 
that. 

•  You need money to fund your tour and want 
to know how the heck to get it. 

•  You’re ready to elevate your brand and want 
to know how to plan/execute local and 
national events. 



WHO WE ARE 
Evita Robinson 

•  Creator of the Nomadness 
Travel Tribe. 7,000+ group 
of urban travelers from all 
over the world. 

•  In 2013, raised over 
$25,000 on Kickstarter and 
launched the Nomadness 
RV College Tour, which 
hits U.S. cities like NYC, 
DC, Atlanta, New Orleans, 
Las Vegas, and LA 



WHO WE ARE 
Arielle Loren 

•  Founder of Corset Magazine, 
go-to magazine for all things 
sexuality. 10,000+ 
international readership, 
multimedia platform, 
downloadable magazine, 28 
private forums, and live 
events 

•  In 2013, launched Corset’s 
Sensuality, Sexuality, & The 
Erotic Global Tour, which has 
already hit Miami, Atlanta, 
NYC, Vancouver, Seattle, 
Portland, Oakland, and LA 



Schedule & Live Tweets 
The Rundown 

•  Three Hour Webinar, 10-
minute break at the end of 
each hour. Live Q&A at the 
end of the three hours. 

•  Live Tweets, if you want to 
quote us, give us a shout out, 
ask a question, etc. Use the 
hashtag #tfs2014 on Twitter. 



BRAND BUILDING 
Build Your Brand Before Touring 

•  Tight branding is the 
foundation of a successful 
company and tour. Before 
you can take your company 
on the road, you have to 
know who you are as a 
brand and who you serve. 

•  Tight branding has many 
aspects, i.e. concise, clear 
language, eye-catching 
graphic design, an easy, 
navigable website, products 
for sale 
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BRAND BUILDING 
Clarity Above All 

•  Clarity is the foundation of 
tight branding. 

•  Think small, build big. Your 
brand cannot be everything 
to everyone. Start by picking 
one product or service. 
Learn how to deliver it 
exceptionally well.  

•  Adjust as you go. Getting 
clear about your brand is an 
ongoing process of trial and 
error. The key is to try one 
thing at a time and not to bite 
off more than you can chew. 



BRAND BUILDING 
Build a Triple I Brand 

•  Inspire – Who do you want 
to inspire? What do you want 
your consumer to feel when 
he or she engages with your 
brand? 

•  Incite – What do you want to 
incite? What’s your 
movement? Small goals, Big 
vision. 

•  Imprint – What’s your 
legacy? What do you want 
your brand to be 
remembered for? What will 
people respect your brand 
for doing? 



BRAND BUILDING 
Passion Fuels Tours 

•  Passion is the foundation 
and fuel for tight branding 
and touring. 

•  Passion starts with you. 
You are your first and 
biggest fan. Your passion 
affects your consumer’s 
passion. 

•  Touring is easier with 
brand evangelists. The 
more passion your consumer 
feels about your brand, the 
more he or she will help you 
bring your tour to reality. 



BRAND BUILDING 
Build Your Brand Into A Culture 

•  People Before Product. 
Build your audience first, 
then your business.  

•  Why? If you build your 
audience first, it gives you an 
In-House Focus Group. It 
puts your direct consumer 
base at your fingertips. 

•   Remember. It’s not all 
about you. Businesses are 
built to serve. If you serve 
well, your brand will 
transform into a culture, 
which will help you as you 
tour. 



BRAND BUILDING 
Build Your Brand Into A Culture 

•  How? Start with your 
passion.  

•  How can you help others?  
•  Small isn’t a bad word 
•  Just start…and see how it 

spreads. 
•  Create value through 

exclusivity 
•  Create outsiders by building 

insiders 



BRAND BUILDING 
Build Your Brand Into A Culture 

•  When?  
•  Plague of Analysis 

Paralysis.  
•  Perfection is an illusion 
•  Trial and Error on your 

own. 
•  In short…Start Now! 
•  Create a Facebook 

group. It’s an easy way 
to get started. 



BRAND BUILDING 
Branding Resources 

•  Neghie Thervil. Website Developer. 
Email: nthervil@brandorasbox.com. 
Designed and developed Touring for 
Startups sales page, but take on 
much bigger projects. 

•  Donnie Ramsey. Graphic Designer. 
Email: djr31784@gmail.com. 
Creative Genius behind all of 
Corset’s flyers, graphic design, and 
layout. 

•  Arielle Loren. Copywriter/Brand 
Consultant. Email: 
arielleloren@gmail.com. Specializes 
in copy for flyers, sponsorship 
packets, cold pitches, websites 



SCHEDULING 
Two Major Keys 

•  Key Goal 
•  EFFICIENCY. 

•  Key Avoidance 
• BURNOUT.  



SCHEDULING 
Macro vs. Micro 

•  Macro Scheduling 
•  Events 
•  Schools 
•  Presentations 

•  Micro Scheduling 
•  Day to Day 
•  Traveling/Drive Time 



SCHEDULING 
Teams, Rules, Roles 

•  Delegate A Team 
•  Main Overseers 
•  Be clear on rules and 

schedule postings 
•  Everyone has a role…

EVERYONE! 
•  Let go of control 
•  Daily feedback 
•  Rework along the way 



SCHEDULING 
Maximize Your Time 

•  Maximize Time on the 
Road 
•  Work While Driving 

Mentality 
•  Conversations are an 

opportunity to actively 
brainstorm 

•  Mobile Incubator 



HIRING AN EVENT TEAM 
How to Avoid A Disaster 

•  Low Budget Hires. What 
can you really get for free? 
Quality doesn’t always come 
as a bargain. (ex: Corset’s 
first tour managers) 

•  Your Tour Manager Must 
Have Something to Lose. 
Everyone needs to have skin 
in the game. (i.e. reputation, 
existing relationships, etc.) 

•  Mistakes made with my NY 
event team (i.e. Philly-based 
event planner, wrong NYC 
promoter, venue issue, event 
team late, walkout) 



HIRING AN EVENT TEAM 
How to Make Sure You Win 

•  Hire Local. The best event 
planners will have local 
contacts to help you execute 
your event. You can have a 
national tour manager as 
well to manage all your local 
event planners, but local is 
necessary.  

•  Pay Your Staff. Even if it’s 
just a few hundred dollars 
and arranging for the venue 
to give them a commission 
off the bar. Everyone prefers 
to be compensated 
(financially) for their work. 



HIRING AN EVENT TEAM 
My Top Recommendation 

•  Renee Jones, owner of 
Beautiful Purpose Events. 
Email: renee.bpe@gmail.com 
(Just tell her Arielle Loren 
sent you) 

•  Why Miami was my most 
successful tour stop. I paid 
for Renee’s services. She 
had local contacts for talent, 
venues, promotional printing, 
and marketing. She was 
extremely professional and 
passionate about delivering 
me a flawless event.  



VENUES & NEGOTIATIONS 
How to Get Free Spaces 

•  Target Clubs, Bars, Stores. All 
of these spaces need extra 
traffic and want more people in 
their venue. The newer the 
space, the more likely they’ll let 
you use the space for free.  

•  Keep it open to the public but 
mandate that you control the 
programming. 

•  Pitch your business as an 
asset to their business. Let 
them keep all (100%) or the 
vast majority (90%) of the bar 
profits. 

•  Put everything in a contract. 
(i.e. ATL liquor sponsor fiasco.) 



VENUES & NEGOTIATIONS 
How to Navigate Bar Minimums 

•  Bar minimums. This is 
when the venue requires that 
your event brings in a certain 
amount of bar sales in 
exchange for using the 
space for free. (Arielle 
avoided this with Corset. 
Evita encountered this with 
Nomadness.)  

•    Minimums – The Pros 
•  No upfront, out of pocket costs 

•  Easiest organization for venues 
in different cities than your own 

•  Everything is dependent on 
alcohol sales…people like to 
drink 



VENUES & NEGOTIATIONS 
How to Navigate Bar Minimums 

•  Minimums – The Cons 

•  Promoters are usually involved 

•  What isn’t bought at the bar, 
you will be paying for out of 
pocket 

•  Dependent on how many 
people show up to your event…
this turns into a numbers game 

•  Tricks 
•  Liquor sponsors that will 

contribute towards the minimum 

•  Earlier events are cheaper 

•  In-week events are cheaper vs. 
weekend events 

•  Go for smaller venue and filled 
“look” with lower numbers 



BUDGETS & EXPENSES 
Things to Consider 

•  What are typical touring expenses 
& free/cheaper alternatives? 

•  Travel (Flights, Taxis, Car Rentals, Gas). 
Buddy/Companion Airline Passes. 

•  Accommodations (Hotels, Hostels, 
Airbnb, etc.) Friends. 

•  Food/Drinks (Groceries) Small business 
sponsorship (bakeries, startup liquor 
companies, etc.) 

•  Physical Props (Poster Stands, Tip/
Donation Jars) Ask venue. 

•  Gift Bags/Tissue Paper. Local 
convenience stores. 

•  Marketing Materials (Printing, Graphic 
Design) Event Planner/Promoter local 
contacts. 

•  Advertising (Facebook Sponsored Posts 
and Targeted Ads, Local Event Website/
Email Newsletter Ads) 



BUDGETS & EXPENSES 
Buffer Your Budget 

•  3 Budgets in 1 

•  Miscellaneous is an 
important category. You 
will not think of 
everything.  

•  Assume something 
pricey will go wrong. 

•  Save ALL receipts 

•  Art of Budget “Day 
Clusters” 



SPONSORSHIP & ADVERTISING 
Target Small/Medium Businesses 

•  Small/Medium Businesses are 
looking for affordable sponsorship 
opportunities that expose them to local 
and national audiences (i.e. Lust 
Vodka) 

•  Big corporations often put you 
through too much red tape to get 
sponsorship dollars approved. (i.e. 
Smirnoff) 

•  Leverage all your brand assets 
when pitching sponsors (i.e. products, 
social media, gift bags, on-site 
banners/posters, digital slide show, 
vendors, tastings). See bonuses.  

•  Price conservatively on your first 
tour. Range: In-Kind to $10,000. 
Overpricing consequences. (Masque 
Story) 



SPONSORSHIP & ADVERTISING 
Tiers of Sponsorship 

•  Tiers take away 
pressure and give 
illusion that control is 
with sponsor 

•  3 to 5 tiers with in-kind 
being the lowest level 

•  What is your value 
added for others 
sponsoring you? 

•  Face Off Tactic 



SPONSORSHIP & ADVERTISING 
Nomadness’ Approach to Tour Sponsors 

•  YRB Magazine: 
Power of the Cold 
Email/Call 

•  Hotels.com: 
Using the Culture 
You Created 



SPONSORSHIP & ADVERTISING 
When Sponsors Pull Out 

•  How to deal with 
sponsorship pullouts in 
the middle of your tour 

•  Aim to get 90-100% of 
sponsorship funds before 
setting out on your tour 

•  Diversified business income 
active while on the road 

•  Remember (again), 
miscellaneous is a real 
business category 

•  Mental preparation/Emotional 
navigation 



CROWDFUNDING 
Raise Money to Fund Your Tour 

•  How to use Crowdfunding 
to Raise $$$ 
•  Best Platform? Kickstarter, 

Indiegogo, Patreon 

•  Numbers Game: Be 
Realistic, But Aggressive 

•  Build a social media 
presence PRIOR to 
launching or you need a 
partner that has a strong 
social media presence and 
very strong press 
connections 

•  Picking Rewards and 
Tiers 



CROWDFUNDING 
Raise Money to Fund Your Tour 

•  Set a reasonable funding goal 
for your first campaign 

•  Kickstarter reports that most 
successful campaigns set their 
goal under $10,000 

•  If you need more than $10,000 to 
fund your tour, raise and secure 
additional sponsorship money first 
before launching the campaign. 
Do this first because you don’t 
want to promise you can deliver a 
tour to your backers and be 
unable to do it because you 
couldn’t raise the rest of the 
budget. 

•  Or create a scaled down version 
of your tour (fewer events, closer 
cities, etc.) so you can do it for 
under $10,000 



CROWDFUNDING 
Raise Money to Fund Your Tour 

•  Use Your Brand 
Culture 
•  Fall into your followers 
•  It’s your story people 

pledge into 

•  Be Honest, Be 
Communicative 

•  Keep them engaged 
even after the campaign 
is over 



CROWDFUNDING 
Raise Money to Fund Your Tour 

•  Side Effects of 
Crowdfunding 
•  Stickiness Factor 

•  Cross Promotion 

•  Tipping Point: 
When People You 
Don’t Know Pledge 
Into Your Project 



CROWDFUNDING 
Raise Money to Fund Your Tour 

•  Should you get a 
crowdfunding 
consultant? 
•  Trust NO ONE Who 

Hasn’t Done THEIR 
OWN Campaign…
helping someone else 
and getting in the 
trenches are totally 
different 

•  Website: Evierobbie.com 
Email: 
evita@nomadnesstv.com 



SPEAKING ENGAGEMENTS, 
UNIVERSITIES, & TOUR PARTNERS 

•  Pros of Targeting 
College Campuses 
•  Yearly/Semester Budgets 
•  Presentation Style: You 

Can Talk Like An Adult…
to Young Adults 

•  Hungry Minds 



•  Cons of Targeting 
College Campuses 
•  Red Tape with Staff/

Faculty 

•  Institution’s Reputation 
for Organization 

•  Student Body vs. Faculty 
Perceived Interest  

•  How to Get Around It 
•  Find Clubs/Organizations 

That Fit Your Mission, to 
Host You 

SPEAKING ENGAGEMENTS, 
UNIVERSITIES, & TOUR PARTNERS 



•  Are You A Keynote 
Speaker? 
•  What areas of expertise 

do you have? 

•  Of your skills, can any be 
turned into an engaging 
presentation? 

•  Do you respect the minds 
and curiosity of college 
students? 

•  Do you have a voice? 

SPEAKING ENGAGEMENTS, 
UNIVERSITIES, & TOUR PARTNERS 



•  YOUR KEY GOAL 
•  Get to the students!! If 

they don’t want you 
there, you aren’t getting 
booked!! 

•  Nomadness Travel 
Tribe Story: The College 
Connection 

SPEAKING ENGAGEMENTS, 
UNIVERSITIES, & TOUR PARTNERS 



•  Booking Your Own 
Speakers & Talent 

•  Approach booking speakers/
talent for your tour as tour 
partners 

•  What can you offer them? 
Access to a wider audience? 
New demographic? Product/
Service Sales? 

•  What can they offer you? 
Special Presentation? 
Additional Promotion? Access 
to New Sponsors? 

•  Find ways to support their 
business even outside of the 
tour. 

SPEAKING ENGAGEMENTS, 
UNIVERSITIES, & TOUR PARTNERS 



FREE EVENTS VS. PAID EVENTS 

•  What’s your priority? 
Money or Exposure? 

•  Pros: Free events tend to 
attract larger crowds, so you 
can market your brand/products 
to more people. Also, great for 
selling physical products on-
site. 

•  Cons: Free events = delayed 
sales for your business. 
Some people just show up for 
free entertainment, so you have 
to court them and monetize 
after. (i.e. email marketing, 
sponsor targeted advertising) 



•  What’s your priority? 
Money or Exposure? 

•  Pros: Paid events get you paid 
up front and anything else you 
sell on-site or after is extra 
income. 

•  Cons: Paid events attract 
smaller crowds, so you market 
your brand/products to less 
people. (This only matters if 
crowd numbers are very 
important to you.)  Paid events 
also create higher standards of 
expectation from attendees. If 
you don’t deliver, refunds may 
become an issue. Be careful 
starting out. 

FREE EVENTS VS. PAID EVENTS 



•  Test Before You Charge 
•  Do a few free events just to get 

your feet wet, feel out the flow of 
your event, and get into the 
groove of your tour. 

•  Pricing Tips: When you’re just 
starting out, you don’t have the 
reputation to charge high prices. 
Pricing is about reputation and 
value. (Recommended Pricing 
Range: $15 to $97) 

•  Venues: You must inform your 
event space that you’re planning 
to charge, and put the ticket price
(s) in a contract. The venue might 
want a cut, or might be satisfied 
keeping all the bar profits (but will 
probably give you a minimum to 
meet.)  

FREE EVENTS VS. PAID EVENTS 



EVENT MARKETING 
Promoting via Social Media 

•  Facebook 
•  Options: Personal Profile, Fan Pages, Private Groups 

•  Content: Digital Flyers, Memes/Quotes, Event Photos, City Photos, Personal Videos, 
Text 

•  Example: Corset’s Social Media Promotion, Viral Effect, 28 Private Groups for Past/
Future Tour Stops, Arielle Loren Personal Profile/Fan Page 

•  Twitter 
•  Options: Personal Profile, Fan Profiles (Retweets) 

•  Content: Text, Hashtags, Pictures, Video 

•  Example: Live tweeting & giveaways at Corset tour stops 

•  Instagram 
•  Content: Digital Flyers, Memes/Quotes, Event Photos, City Photos, Personal Videos 

•  Example: Nomadness RV College Tour 



EVENT MARKETING 
Email Marketing & RSVP Technology 

•  Email Marketing 
•  Pre-Event Correspondence: 24 hours before the event, send out a customized email 

introducing yourself, saying you’re excited about the event, inviting people to come up 
to you, and convey any other important notes about the event (time, parking, etc.) 

•  Post-Event Correspondence: 24 hours after the event (or sooner), send out a 
customized thank you email, add any special promotions, link social media profiles 

•  Preferred Platform: Mailchimp, Easiest to Navigate, Free Setup 

•  Example: Corset’s Email Marketing Approach 

•  RSVP Technology 
•  Eventbrite: Free, Customizable Event Pages, Email Database, Affiliate Sales System, 

In-Network Marketing, Takes Small Fee of Your Sale for Paid Events, Immediate 
Payments to Your Paypal Account, Credit Card Processor Alternative Option w/ 
Payments Direct Deposited into Your Bank Account 5 Business Days After Event Is 
Over 



LIVE Q&A SESSION 

Ask Questions 
•  Use the GotoWebinar Chat Room 

•  Tweet us using the hashtag 
#tour2014 

Testimonials & Affiliates 
•  We’d appreciate your 

testimonials. It doesn’t have to be 
long, one paragraph will do! 
touringforstartups@gmail.com 

•  Also, if you loved the course and 
would like to refer it to a friend, 
email us to join our affiliate 
program and we will give you a 
customized link to sell the course, 
so you can earn a 30% 
commission on your referrals 

? 



BONUS OFFERS 
http://quarterly.co/products/evita-robinson  



BONUS OFFERS 
http://nomadnessmerch.com Promo Code: TOUR2014 

http://corsetmagazine.com Promo Code: TFS2014 



THANK YOU 


