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1. Executive Summary

This plan sets out a Webinar & Masterclass Business in India — running paid single sessions, multi-session
series and seasons, corporate and sponsored webinars, and replay sales on a defined subject, with the

sessions deliberately structured to convert attendees into higher-value courses, cohorts and coaching.

The whole economics of this model compress into a single event: one marketing push, one delivery date, one
collection. That produces one genuine advantage and one genuine hole. There is no completion problem — a ninety-
minute masterclass is completed by definition, which removes the central difficulty of the self-paced course business
entirely. But there is also no retention mechanism: the session ends and, unless something has been built to carry the

relationship forward, so does the customer relationship. Every event starts the acquisition problem again from zero.

Which leads to the conclusion this plan is built around, and which most proposals in this category avoid: a paid
webinar business rarely works as a standalone enterprise. At a ticket of ¥1,000-2,000 against an acquisition cost of
X400-800, the margin on a single session is too thin to build a business on — and it must be re-earned for every
event, forever. A business selling only X999 masterclasses is running a marketing operation that approximately
breaks even. The model works when the webinar is understood correctly: the session is the acquisition channel; the
course, cohort or coaching engagement is the business. This plan therefore reports back-end conversion revenue
as its largest line — 34% of revenue rising to 43% — and treats contribution per attendee including back-end
(X385 rising to ¥690) as the only meaningful unit economic. Judged on ticket sales alone, this business does not

work; judged correctly, it does.

And the operating metric nobody in this sector publishes: attendance rate. Registration is not attendance. Free
sessions typically convert 30-45% of registrants into live attendees; paid sessions do markedly better at
55-72% — which is itself a strong argument for charging even a token amount, since a price is the cheapest attendance
mechanism available. A free webinar with a thousand registrations and two hundred and eighty attendees is not a
thousand-person audience, and treating it as one produces marketing claims and revenue forecasts that are
wrong by a factor of three. Replay viewers convert to back-end purchases at a fraction of live attendees, so the two

should never be counted together.

One genuinely underrated strategic use deserves stating: this is the cheapest way to test whether a topic and
an audience exist before committing to anything larger. A masterclass can be produced and marketed for a fraction
of what a full course costs to build — so a promoter can discover that a subject has no audience for forty thousand
rupees rather than for eight lakh. This plan runs 14 rising to 31 sessions a year explicitly as topic tests, and that function

is worth as much as the revenue.

This plan models a business requiring ¥28 lakh (X18 lakh promoter + X6 lakh term/investor funding + %4 lakh working-
capital finance), moving from X1.7 crore revenue and a %4 lakh loss in Year 1 to ¥5.65 crore revenue and 72 lakh

profit by Year 3, across 195 sessions. (Short-form paid events; funnel-driven, attendance-dependent — figures illustrative.)

2. Business Description, Vision & Legal Structure

Concept: A live short-form education business — paid masterclasses and single sessions, multi-session series and seasons,
corporate and sponsored webinars, and replay/archive sales — with a deliberate back-end of courses, cohorts and coaching

into which attendees convert.

Vision: To run sessions people would have paid for even if nothing was offered at the end.



Mission: Teach something complete in the time promised; make one clean offer and no fake scarcity; count attendees, not

registrants; and use cheap sessions to find out what is worth building.

Legal structure options

¢ Private Limited — suits corporate and sponsored work, payment gateways and any external funding.
e LLP — workable for a partner-led practice.

e Proprietorship — genuinely viable at the start, since capital requirements are minimal.

Regulatory anchor: the exposures here concentrate in how sessions are sold. Consumer-protection law and the
ASCI code treat outcome claims and scarcity representations as material — and this sector's characteristic devices
are precisely the ones at risk: "only 7 seats left" on a webinar with unlimited capacity, countdown timers that
reset on refresh, and "regular price ¥25,000" for a price never actually charged are misrepresentations, not
persuasion techniques, and the Central Consumer Protection Authority's guidelines on dark patterns address
false urgency and drip pricing explicitly. Otherwise: refund and cancellation terms published; GST on services with
OIDAR relevance for cross-border attendees; recording and consent — attendees appearing on camera or
asking questions must be told the session is recorded and how it will be used; copyright in guest-speaker content

addressed in advance; and data protection for registrant data, which in this model is the principal asset being accumulated.

3. Promoter & Ownership

Led by a promoter with subject expertise and genuine presenting ability. Three competences decide outcomes: live delivery
skill, which is different from teaching and unforgiving — an audience leaves a dull webinar within four minutes and does not
return; funnel design, since the session's commercial purpose is what happens afterwards; and restraint in selling, because
the short-term-effective techniques in this category are the ones that damage the asset. Presenting ability, back-end
conversion, audience-list quality & selling discipline are the differentiators. Ownership, equity & any partner are editable

inputs.

4. Market Analysis — India

Demand is driven by appetite for short, specific, immediately applicable learning, low time commitment relative to a
course, live access to a practitioner, and the low price point making the decision trivial. Demand is broad and shallow
— easy to generate, hard to hold. The market rewards presenting quality and specificity; it is CAC-constrained,

attention-competitive and structurally transactional.

Demand drivers

¢ Low commitment — ninety minutes and %999 is an easy decision in a way a 66,000 cohort never is.

« Specific, immediately usable topics rather than comprehensive curricula.

o Live access to a practitioner, including the ability to ask a question — the main thing a recording cannot offer.
o Corporate lunch-and-learn budgets and sponsored sessions, which pay per event rather than per seat.

e Topic currency — a webinar can address something that emerged last month, which no course can.

Market sizing (illustrative framing)

TAM Indian short-form paid learning & events Large



SAM Audience reachable in the subject at this price Topic-bounded

SOM (Yr 1-3) Attendees who convert to something larger ~48,000 -» ~1,72,000 registrants

Defining the market by attendees who convert rather than by tickets sold is the discipline this model requires,
and it inverts how the category usually reports itself. Practitioners quote registration numbers because they are large
and flattering. But a registrant who does not attend is worth nothing, and an attendee who does not convert is
worth roughly the ticket price minus the cost of acquiring them — which is close to zero. The population that
matters is small: 72% of registrants attend, and 7.4% of those buy something larger, so roughly five people in a
hundred registrations are the business. Every operational decision — session quality, topic choice, offer design, follow-

up — should be evaluated against that number rather than against the headline.

Target segments

o Working professionals seeking specific skills without a course-sized commitment.

o Prospective course and cohort buyers testing the instructor before committing — arguably the most valuable
attendees present.

e Corporate teams buying sessions for internal audiences at per-event pricing.

e Sponsors paying to reach the audience, which is a media model rather than an education one.

+ Replay buyers, lower intent and materially lower conversion.

5. Competition & Competitive Advantage

Landscape: a very large supply of free webinars, industry events and conferences, other paid masterclasses, and
platform-hosted live sessions. The dominant competitor is free — and it sets both the price expectation and,

unfortunately, the selling style of much of the category.

The business's edge

o Genuine completeness — a session that resolves the problem it promised, rather than one engineered to leave the
audience needing the paid product.

¢ Presenting quality, which is directly observable and separates practitioners immediately.

o Clean selling — one offer, honestly framed, with no manufactured urgency.

o Series formats, which improve economics and build a relationship a single session cannot.

« Reliable delivery, since a technical failure in this format is public and unrecoverable.

It is worth naming what this category does badly, because competing against it honestly is a strategy rather
than a sacrifice. The standard pattern is a free webinar consisting of seventy minutes of deliberately incomplete
content followed by twenty minutes of pressure selling — fake seat counts, resetting timers, invented "regular
prices" and a discount that expires tonight. It works: conversion in the session is measurably higher. It also poisons
the audience for everyone, including the operator, because attendees learn that a free webinar is a sales pitch
and stop attending. The alternative is not softer, it is differently structured: teach the thing completely, so the
session was worth the attendee's time on its own terms, then make one clear offer once, and let people leave.
Conversion in the room is lower; conversion over the following six weeks, referral, and the willingness to attend
the next session are all higher — and in a business that must acquire an audience repeatedly, the second set of numbers

is worth more.




6. Formats & Revenue Model

Paid masterclasses & single sessions Per seat, low ticket Entry point, thin margin
Multi-session series & seasons Bundled, higher ticket Better economics, real relationship
Back-end conversion (courses, cohorts, coaching) Sold from sessions 34% - 43% — the actual business
Corporate & sponsored webinars Per event, invoiced Media economics, no seat CAC
Recording, replay & archive sales Post-event, evergreen Small; converts poorly

Two format decisions materially change the economics and are worth making deliberately. Series beat single
sessions on every dimension except ease of sale: a six-session season carries a higher ticket, amortises one marketing
push across six deliveries, and — most importantly — creates six contacts instead of one, which is what makes a
relationship rather than a transaction. The single session is easier to sell and worth less; the series is harder to sell and
worth several times more. Corporate and sponsored work is a different business wearing the same format: the
sponsor or employer pays per event, attendees come free, and the economics become media economics — audience
size and relevance, not ticket revenue. It is genuinely attractive because it carries no seat-level acquisition cost, but it
should be recognised as selling access to an audience, which means the audience must be protected from over-

monetisation exactly as the membership plan described.

7. Go-to-Market — Fill the Room, Then Earn the Next One

Filling sessions

« Owned email and messaging list — the only acquisition asset that compounds, and the real output of every session

run.
« Performance marketing against a low ticket, disciplined per-channel.
+ Free content and social presence, which demonstrates presenting quality before anyone pays.

« Partner and cross-promotion with adjacent audiences, which is unusually effective at this price point.

Converting and retaining

 Attendance mechanics — reminders, calendar entries, a token price — because a registrant who does not attend
converts at almost nothing.

* One clean offer, made once, with a real deadline if there is one and none if there is not.

« Follow-up over six weeks, since most back-end conversion happens after the session, not in it.

o Series and season enrolment, which converts a buyer into a returning attendee.

Sales approach

Build the owned list relentlessly — run sessions that stand on their own - make one honest offer - follow up properly -
convert attendees into series, courses and cohorts - and use cheap sessions to test topics before building anything
expensive. The failure this model punishes is treating ticket revenue as the objective. A promoter who optimises for
seats sold will lower prices to fill rooms, attract attendees with no interest in anything further, and end up with a large,
cheap, non-converting audience that costs money to reach and produces nothing — which is the specific way this

business runs hard and stands still.



8. Operations Plan (design, fill, deliver, convert, test)

« Topic selection: specific, current and resolvable in the time available — a session promising too much delivers

nothing.

Session design: a complete arc with a usable outcome, plus a defined offer moment at the end rather than woven

throughout.

Registration & attendance mechanics: reminders, calendar integration, pre-session material — attendance is

engineered, not hoped for.

o Technical delivery: streaming, backup connectivity, a second operator, and a tested fallback — because failure here
is public.

¢ Live interaction: Q&A and chat moderation, which is the entire reason someone attended live rather than watching a

recording.

Offer & follow-up: one offer in session, then a structured six-week sequence where most conversion actually occurs.

+ Replay handling: recording, editing and release timing — managed against the fact that guaranteed replay

reduces live attendance.

o Topic testing: low-cost sessions run explicitly to discover whether an audience exists before larger investment.

Session lifecycle

m Activity Control point

Design Topic, arc, outcome, offer Promise deliverable in the time
Fill List, ads, partners CAC per registrant
Attend Reminders, price, calendar Attendance rate (58% - 72%)
Deliver Live session & Q&A Technical incidents; drop-off point
Convert One offer + 6-week follow-up Back-end conversion (3.8% - 7.4%)
Test Topic viability discovered cheaply Sessions run as tests

Two operational realities decide whether sessions produce anything. The first is the replay trade-off, which has
no clean answer. Promising a recording increases registrations and reduces live attendance — people register intending to
watch later, and most never do. Withholding the recording increases live attendance and reduces registrations, and
irritates the people who genuinely had a conflict. Since live attendees convert to back-end purchases at several
times the rate of replay viewers, the bias should be toward live: offer replay for a limited window, released a day or
two later, and never lead with it in the marketing. The second is technical failure, which in this format is public,
unrecoverable and remembered. A course with a broken video is fixed overnight; a live session that fails happens in
front of four hundred people who paid, and no apology recovers it. Redundant connectivity, a second operator
watching the stream, a tested fallback platform and a pre-drafted communication plan are ordinary costs of doing this
properly — and the incident count falling from five to one is a genuine operational achievement rather than a

formality.

9. Regulatory, Claims & Conduct (India)

e Scarcity and urgency claims: "only 7 seats left" on an unlimited webinar, timers that reset on refresh, and

a "regular price" never actually charged are misrepresentations — and the CCPA's dark-pattern guidelines



address false urgency and drip pricing explicitly.

o Outcome claims: representations under consumer-protection law and the ASCI code, as set out in the course-creator
and bootcamp plans.

o Recording & consent: attendees who appear on camera or ask questions must be told the session is
recorded and how it will be used; consent obtained before publishing.

« Guest speaker rights: recording, replay and resale rights agreed in writing before the session, not after it succeeds.

o Refunds: published terms; for a delivered live session, terms should be explicit since the service cannot be returned.

e GST on services, with OIDAR relevance for cross-border attendees.

o Data protection for registrant data — which in this model is the principal asset being accumulated and should

be treated accordingly.

10. Organisation & Manpower Plan

Promoter / lead presenter

Marketing & audience growth 5 92 15
Production & streaming 3 6 10
Content & session development 3 5 9
Community, support & attendee follow-up 3 6 10
Corporate & sponsorship sales 2 4 7

Admin & accounts

Marketing is the largest function, which is honest rather than regrettable. A business that must fill a room 195
times a year and starts each time from zero is structurally a demand-generation operation with a teaching
component — and the follow-up team exists because most of the money is made in the six weeks after the session, not

during it.

11. Implementation Timeline & Milestones

Setup Month 0-3 Production, platform, list-building, first session formats, back-end products defined
Launch Month 3-12 62 sessions, ~48,000 registrants; X1.7cr revenue, 4L loss; conversion 3.8%

Build Year 2 118 sessions, attendance 66%, conversion 5.6%; X3.25cr, 22L profit

Scale Year 3 195 sessions; X5.65cr, X72L profit; attendance 72%, back-end 43% of revenue

12. Financial Plan (lllustrative)

All figures are illustrative model assumptions for an Indian context, shown so the promoter can replace them with live rates.

Attendance rate, back-end conversion, CAC and series share are the levers — and contribution per attendee



INCLUDING back-end is the only unit economic that means anything.

12.1 Project cost & means of finance

capital reqUirement _

Marketing, audience building & launch 11,00,000
Production setup (streaming, camera, audio, lighting) 6,00,000
Working capital (salaries & operations) 5,00,000
Technology (webinar platform, payments, email, CRM) 3,00,000
Content & session development 2,00,000
Legal, registrations & launch 1,00,000
Promoter contribution 18,00,000
Term loan / investor funding 6,00,000
Working-capital finance 4,00,000

12.2 Projected Profit & Loss (3 years)

_

Back-end conversion (courses, cohorts, coaching) 58,00,000 1,25,00,000 2,40,00,000
Paid masterclasses & single sessions 42,00,000 68,00,000 98,00,000
Multi-session series & seasons 34,00,000 62,00,000 1,02,00,000
Corporate & sponsored webinars 22,00,000 48,00,000 88,00,000
Recording, replay & archive sales 14,00,000 22,00,000 37,00,000
Marketing & registrant acquisition 62,00,000 1,08,00,000 1,72,00,000
Salaries (production, ops, marketing, support, admin) 44,00,000 78,00,000 1,28,00,000
Faculty, guest speaker & presenter fees 22,00,000 40,00,000 68,00,000
Technology, platform, streaming & payments 16,00,000 26,00,000 42,00,000
Content & session development 12,00,000 20,00,000 32,00,000
Refunds & payment processing 8,00,000 14,00,000 24,00,000
Office, overheads & admin 6,00,000 11,00,000 18,00,000
Depreciation, interest & other 4,00,000 6,00,000 9,00,000

Total expenses 1,74,00,000 3,03,00,000 4,93,00,000

Net profit / (loss) before tax (4,00,000) 22,00,000 72,00,000

Net margin (2.4%) 6.8% 12.7%



Back-end conversion revenue as % of total 34.1% 38.5% 42.5%

Marketing as % of revenue 36.5% 33.2% 30.4%
Attendance rate — paid sessions (live) 58% 66% 72%
Attendance rate — free sessions 32% 38% 44%
Back-end conversion (attendee - higher-ticket) 3.8% 5.6% 7.4%
Contribution per attendee incl. back-end (%) 385 520 690
Sessions run as topic tests 14 22 31
Technical failure incidents 5 2 1
Sessions run / Registrants / Avg ticket (%) 62/ ~48,000/1,180 118/ ~98,000/ 1,240 195/ ~1,72,000/ 1,320

12.3 Unit economics & break-even

o Contribution per attendee including back-end is the only number that matters — 3385 rising to 3690. On
ticket revenue alone the economics are marginal at best; with back-end conversion they work. A promoter
who models this business on ticket sales will conclude, correctly, that it is not viable.

« Attendance rate is a revenue multiplier that costs nothing. Moving from 58% to 72% increases the converting
population by a quarter with no additional acquisition spend — achieved through reminders, calendar mechanics
and charging a price, not through better marketing.

« Series revenue amortises one marketing push across six deliveries and produces six contacts instead of one,
which is why it grows faster than single sessions.

« Corporate and sponsored work carries no seat-level acquisition cost and is grown from 13% to 16% of revenue
for that reason.

« Break-even: essentially Year 1. This model requires very little capital and reaches profitability quickly — but
it also plateaus unless the back-end products are genuinely good, since the ceiling is set by what attendees

convert into rather than by how many sessions can be run.

12.4 Projected Cash Flow — Year 1 (quarterly, illustrative)

Particulars (¥) nmmm

Opening balance 18,00,000 10,00,000 6,00,000 5,00,000
Collections 36,00,000 40,00,000 43,00,000 45,00,000
Marketing, salaries, faculty, platform & overheads 44,00,000 44,00,000 44,00,000 42,00,000
Closing balance 10,00,000 6,00,000 5,00,000 8,00,000

Cash is straightforward here — tickets are collected before delivery and the delivery cost is small — but the

pattern hides a strategic exposure worth naming. Marketing is spent ahead of every single session, and the
revenue that justifies it arrives partly at the session and partly over the following six weeks. That means a
business running frequent sessions is permanently carrying one cycle of marketing spend against revenue
that has not yet converted, and a bad month compounds immediately: fewer attendees now means less back-end
revenue in six weeks, which funds the next month's marketing. Two disciplines follow. Track back-end conversion by

session cohort rather than in aggregate, because aggregate figures conceal that a particular topic or channel produced

attendees who never buy. And fund a marketing float rather than running session-to-session — the operators who



fail in this category are usually those whose next session's promotion depends on last session's takings, which converts

one weak month into a spiral rather than a setback.

12.5 Key Performance Indicators to Monitor

« The funnel: attendance rate (paid and free, separately); back-end conversion by session cohort;
contribution per attendee including back-end; six-week follow-up conversion vs. in-session.

o Economics: CAC per registrant and per attendee; marketing as % of revenue; series vs. single-session mix;

corporate/sponsored share.
o Delivery: technical incidents; live drop-off point in session; Q&A participation; attendee rating.

o« Conduct & asset: scarcity/urgency claims made (target: none false); owned list growth and engagement;

sessions run as topic tests.

13. Funding Requirement & Bankability

Total ask: X6 lakh term/investor funding plus %4 lakh working-capital finance against X18 lakh promoter
contribution. Four points. First, capital requirements are minimal and there is essentially nothing to secure —
production equipment and a registrant list, the latter valuable only while it is engaged. Second, and most important,
this business should not be assessed as a standalone proposition: a lender or investor looking only at ticket
revenue against marketing cost will see a business that barely works, because that is exactly what it is — the
case rests on back-end conversion, and the back-end products must therefore be examined as part of the same
assessment. Third, the metric to underwrite is contribution per attendee including back-end, tracked by cohort;
revenue and registration figures are both misleading in this category and are the two most commonly quoted. Fourth, the
selling-conduct question is a genuine credit factor: an operator dependent on false scarcity and inflated "regular
prices" is carrying consumer-protection exposure under the CCPA dark-pattern guidelines and, more

practically, burning the audience it needs to sell to next month.

13.1 Funding utilisation

Marketing, audience building & launch 11,00,000 39.3%
Production setup (streaming, camera, audio, lighting) 6,00,000 21.4%
Working capital (salaries & operations) 5,00,000 17.9%
Technology (webinar platform, payments, email, CRM) 3,00,000 10.7%
Content & session development 2,00,000 7.1%
Legal, registrations & launch 1,00,000 3.6%

14. Risk Analysis & Mitigation

_ Mitigation




Treating this as a
standalone

business

Counting
registrants
instead of

attendees

Fake scarcity and

pressure selling

Optimising for

seats sold

Public technical

failure

Replay reducing live

attendance

Marketing spent
ahead of
unconverted

revenue

Guest speaker

rights disputes

Recording consent

Over-monetising the
audience to

sponsors

At ¥1,000-2,000 a ticket against ¥400-800 CAC, the margin on a session is too thin to build on
and must be re-earned every event — a business selling only 999 masterclasses is a marketing
operation that approximately breaks even. Structure the back-end deliberately; measure contribution

per attendee INCLUDING back-end, not ticket revenue

A free webinar with 1,000 registrations and 280 attendees is not a 1,000-person audience — and
treating it as one produces claims and forecasts wrong by a factor of three. Report attendance
separately for paid and free; replay viewers convert at a fraction of live and must never be counted

together

"Only 7 seats left" on an unlimited webinar, resetting timers and invented "regular prices" are
misrepresentations under CCPA dark-pattern guidelines — not persuasion techniques. They also
poison the audience for everyone including the operator, because attendees learn a webinar is a

sales pitch and stop attending. Teach completely, offer once, let people leave

A promoter chasing ticket volume lowers prices, attracts attendees with no further interest, and ends with a
large, cheap, non-converting audience that costs money to reach and produces nothing — the

specific way this business runs hard and stands still

A course with a broken video is fixed overnight; a live session that fails happens in front of four
hundred people who paid, and no apology recovers it. Redundant connectivity, second operator, tested

fallback platform, pre-drafted communication (incidents 5 - 1)

No clean answer — promising a recording raises registrations and lowers attendance, and most who register
to watch later never do. Bias toward live: limited replay window, released a day or two after, never led with

in marketing
A weak month means fewer attendees now and less back-end revenue in six weeks, which funds

next month's marketing. Fund a marketing float rather than running session-to-session, which is what

converts one weak month into a spiral rather than a setback

Recording, replay and resale rights agreed in writing before the session, not after it succeeds

Attendees on camera or asking questions must be told the session is recorded and how it will be used;

consent before publishing

Sponsored work is selling access to an audience, so the audience must be protected from over-

monetisation exactly as the membership plan described; disclosure and relevance limits

15. SWOT Analysis

Strengths

No completion problem — a session is completed by
definition; minimal capital and fast profitability; tickets
collected before delivery; the cheapest available way to
test whether a topic and audience exist before building
anything larger; topic currency a course cannot match;

corporate and sponsored work carries no seat-level CAC.

Weaknesses

No retention mechanism — every event restarts
acquisition from zero; ticket margin too thin to sustain a
standalone business; attendance leakage between
registration and delivery; live failure is public and
unrecoverable; ceiling set by back-end product quality rather
than session volume; competing against abundant free

sessions.



Opportunities Threats

Series and season formats improving both economics and Rising acquisition costs against a low ticket; audience fatigue
relationship; corporate lunch-and-learn and sponsored budgets; from the category's pressure-selling norms; regulatory

using sessions as low-cost R&D for courses and cohorts; attention to false urgency and dark patterns; free
regional-language sessions; partner cross-promotion at this sessions from well-funded competitors; platform and algorithm
price point; building an owned list that outlives any single dependence for reach; a public technical failure at scale.
format.

16. Recommended AiSevak Tools for This Business

This webinar and masterclass business would use AiSevak's E-learning vertical tools in operations:
e Funnel: registrant-to-attendee conversion by session and channel, back-end conversion tracked by session
cohort, six-week follow-up sequence performance, contribution-per-attendee dashboard.
o Delivery: technical incident log, live drop-off analysis, Q&A participation, attendee rating by session and presenter.

o Economics: CAC per registrant vs. per attendee, series-vs-single mix, corporate and sponsored pipeline, marketing float

position.
« Conduct: scarcity and pricing-claim register, recording-consent log, guest-speaker rights checklist.

o Asset: owned list growth and engagement decay, topic-test outcomes feeding course and cohort decisions.

17. Key Assumptions & Notes

e Webinar & masterclass business: paid single sessions, multi-session series/seasons, corporate and sponsored webinars
and replay sales, deliberately structured to convert attendees into higher-value courses, cohorts and coaching.

A THE SHORT-FORM PAID-EVENT MODEL — THE WHOLE ECONOMICS COMPRESS INTO A SINGLE EVENT: ONE
MARKETING PUSH, ONE DELIVERY DATE, ONE COLLECTION. One genuine advantage and one genuine hole:
THERE IS NO COMPLETION PROBLEM (a 90-minute masterclass is completed BY DEFINITION), removing the
central difficulty of the self-paced course business entirely — BUT THERE IS ALSO NO RETENTION

MECHANISM: the session ends and so does the relationship unless something was built to carry it, so
EVERY EVENT STARTS THE ACQUISITION PROBLEM AGAIN FROM ZERO.

THE CONCLUSION THIS PLAN IS BUILT AROUND, WHICH MOST PROPOSALS IN THE CATEGORY AVOID: A PAID
WEBINAR BUSINESS RARELY WORKS AS A STANDALONE ENTERPRISE. At X1,000-2,000 a ticket against ¥400-800
CAC, the margin on a single session is too thin to build a business on AND MUST BE RE-EARNED FOR EVERY
EVENT, FOREVER — a business selling only X999 masterclasses is RUNNING A MARKETING OPERATION THAT
APPROXIMATELY BREAKS EVEN. The model works when understood correctly: THE SESSION IS THE ACQUISITION
CHANNEL; THE COURSE, COHORT OR COACHING ENGAGEMENT IS THE BUSINESS - back-end conversion
revenue is the LARGEST line (34%—-43%), and CONTRIBUTION PER ATTENDEE INCLUDING BACK-END
(X385-%690) IS THE ONLY MEANINGFUL UNIT ECONOMIC. Judged on ticket sales alone this business does
not work; judged correctly, it does — and a promoter who models it on ticket revenue will conclude,

CORRECTLY, that it is not viable.
THE OPERATING METRIC NOBODY IN THIS SECTOR PUBLISHES: ATTENDANCE RATE. REGISTRATION IS NOT

ATTENDANCE — free sessions convert 30-45% of registrants to live attendees, paid sessions markedly better at
55-72%, WHICH IS ITSELF A STRONG ARGUMENT FOR CHARGING EVEN A TOKEN AMOUNT SINCE A PRICE IS
THE CHEAPEST ATTENDANCE MECHANISM AVAILABLE. A free webinar with 1,000 registrations and 280
attendees IS NOT A 1,000-PERSON AUDIENCE, and treating it as one produces marketing claims and
revenue forecasts WRONG BY A FACTOR OF THREE; replay viewers convert to back-end at a FRACTION of



live attendees, so the two should NEVER be counted together. The population that matters is small: 72% attend
and 7.4% of those buy something larger, so ROUGHLY FIVE PEOPLE IN A HUNDRED REGISTRATIONS ARE
THE BUSINESS — every operational decision should be evaluated against that number, not the headline. Attendance is
also a revenue multiplier that costs nothing: 58%—-72% raises the converting population by a quarter with
NO additional acquisition spend, achieved through reminders, calendar mechanics and charging a price —
not better marketing.

ONE GENUINELY UNDERRATED STRATEGIC USE: THIS IS THE CHEAPEST WAY TO TEST WHETHER A TOPIC
AND AN AUDIENCE EXIST BEFORE COMMITTING TO ANYTHING LARGER — a promoter can discover that a
subject has no audience for FORTY THOUSAND RUPEES rather than for EIGHT LAKH (14-31 sessions a year
run explicitly as topic tests, and that function is worth as much as the revenue).

WORTH NAMING WHAT THIS CATEGORY DOES BADLY, BECAUSE COMPETING AGAINST IT HONESTLY IS A
STRATEGY RATHER THAN A SACRIFICE: the standard pattern is a free webinar of 70 minutes of DELIBERATELY
INCOMPLETE content followed by 20 minutes of pressure selling — fake seat counts, resetting timers,
invented "regular prices", a discount expiring tonight. It works — conversion in the session is measurably
higher — AND IT POISONS THE AUDIENCE FOR EVERYONE INCLUDING THE OPERATOR, because attendees
learn that a webinar is a sales pitch and STOP ATTENDING. The alternative is not softer but differently structured:
teach the thing COMPLETELY so the session was worth the attendee's time on its own terms, then make
ONE clear offer ONCE, and let people leave — conversion in the room is lower while conversion over the
following six weeks, referral, and willingness to attend the next session are all higher, and in a business
that must acquire an audience REPEATEDLY the second set of numbers is worth more. Compliance note:
"only 7 seats left" on an unlimited webinar, timers that reset on refresh and a "regular price" never
actually charged are MISREPRESENTATIONS, and the CCPA's DARK-PATTERN guidelines address false
urgency and drip pricing EXPLICITLY.

TWO OPERATIONAL REALITIES DECIDE WHETHER SESSIONS PRODUCE ANYTHING. (1) THE REPLAY TRADE-
OFF HAS NO CLEAN ANSWER — promising a recording raises registrations and lowers live attendance (people register
intending to watch later and MOST NEVER DO), while withholding it raises attendance, lowers registrations and
irritates those with genuine conflicts; since live attendees convert at SEVERAL TIMES the rate of replay
viewers, bias toward LIVE: limited replay window, released a day or two later, never led with in marketing. (2)
TECHNICAL FAILURE IS PUBLIC, UNRECOVERABLE AND REMEMBERED — a course with a broken video is
fixed overnight; A LIVE SESSION THAT FAILS HAPPENS IN FRONT OF FOUR HUNDRED PEOPLE WHO PAID,
AND NO APOLOGY RECOVERS IT - redundant connectivity, second operator, tested fallback, pre-drafted comms
(incidents 5-1 is a genuine operational achievement rather than a formality).

Format decisions: SERIES BEAT SINGLE SESSIONS ON EVERY DIMENSION EXCEPT EASE OF SALE — higher ticket,
one marketing push amortised across six deliveries, and most importantly SIX CONTACTS INSTEAD OF ONE, WHICH
IS WHAT MAKES A RELATIONSHIP RATHER THAN A TRANSACTION (the single session is easier to sell and worth
less); CORPORATE/SPONSORED WORK IS A DIFFERENT BUSINESS WEARING THE SAME FORMAT — sponsor
pays, attendees free, so the economics become MEDIA economics (audience size and relevance, not ticket
revenue), attractive because it carries no seat-level CAC but recognised as SELLING ACCESS TO AN AUDIENCE,
which must be protected from over-monetisation exactly as the membership plan described. Failure mode:
optimising for SEATS SOLD — a promoter chasing ticket volume lowers prices, attracts attendees with no
further interest, and ends with A LARGE, CHEAP, NON-CONVERTING AUDIENCE THAT COSTS MONEY TO
REACH AND PRODUCES NOTHING: the specific way this business runs hard and stands still.

Cash is straightforward (tickets collected before delivery, small delivery cost) but hides a strategic exposure:
marketing is spent ahead of EVERY session while the revenue justifying it arrives partly at the session and
partly over the following six weeks — so the business permanently carries one cycle of marketing spend
against unconverted revenue, AND A BAD MONTH COMPOUNDS IMMEDIATELY (fewer attendees now = less



back-end revenue in six weeks = less to fund next month's marketing) - track back-end conversion BY
SESSION COHORT rather than in aggregate, since aggregate figures conceal that a particular topic or
channel produced attendees who never buy; and FUND A MARKETING FLOAT rather than running session-
to-session — the operators who fail here are usually those whose next session's promotion depends on last
session's takings, WHICH CONVERTS ONE WEAK MONTH INTO A SPIRAL RATHER THAN A SETBACK. Marketing
is the largest function, which is honest rather than regrettable: a business that must fill a room 195 times a
year starting from zero each time is STRUCTURALLY A DEMAND-GENERATION OPERATION WITH A
TEACHING COMPONENT. Lender/investor note: do NOT assess this as a standalone proposition — anyone
looking only at ticket revenue against marketing cost will see a business that barely works, BECAUSE THAT
IS EXACTLY WHAT IT IS; the case rests on back-end conversion, so THE BACK-END PRODUCTS MUST BE
EXAMINED AS PART OF THE SAME ASSESSMENT; underwrite contribution per attendee including back-end,
by cohort — revenue and registration figures are both misleading here and are the two most commonly
quoted; and selling conduct is a genuine credit factor, since an operator dependent on false scarcity carries
CCPA exposure and, more practically, IS BURNING THE AUDIENCE IT NEEDS TO SELL TO NEXT MONTH. Also:
guest-speaker recording/replay/resale rights agreed BEFORE the session not after it succeeds; recording consent from
attendees on camera; and registrant data is the principal asset being accumulated and should be treated
accordingly. X28L, 62-195 sessions, ~48,000—-1,72,000 registrants, rev 1.7-5.65cr, Y1 —X4L - Y3 X72L —reaches
profitability quickly on minimal capital but PLATEAUS unless the back-end products are genuinely good,
since the ceiling is set by what attendees convert INTO rather than by how many sessions can be run.

Figures illustrative, exclude GST.

» Use these tools now — free on AiSevak

Every tool referenced in this plan is available on aisevak.in. Open the Online Education & Creator Busin toolkit

to browse and use them all at https://aisevak.in/verticals/elearning — or go straight to any specific tool at

https://aisevak.in/service/<tool-name>. No signup needed to explore; each tool guides you step by step.
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