


INTRODUCTION


The purpose of this book is to stimulate your thinking regarding your magic business. Too many good performers end up sitting home, not performing as much as they should,  because they don’t know how to market themselves. Some have an aversion to “selling”; some hope that if their show is good enough, the bookings will come. The truth is, if you want people to hire you, they have to know about you. That’s what marketing is all about; it’s not so much about selling as it is about letting people know you exist. 


This book will provide you with ways to increase your visibility in your marketplace, and with ways to increase the probability that someone will hire you rather than your competitors. I have personally used nearly every technique in this book, and can vouch for their effectiveness. Unlike some works on this topic, I have tried to be as complete as possible in discussing how to best use each technique. Instead of simply saying, “Flyers are a good way of getting business”, I’ve tried to show the best way to use flyers to achieve your goals.


I’ve also included some worksheets in the back so you can get to work right away on what you’ve learned. Once you put something down on paper, you greatly increase the likelihood of following through on it; so please, write in this book, use it to plan your business.

Of course, simply reading this book will not make things happen. You need to apply what you’ve learned. If you purchased this book, you did it because you’re interested in learning how to book more work. Keep that interest going- take the steps necessary to build your magic business.

A BRIEF LOOK AT MARKETING CONCEPTS


Don’t get nervous- this will be brief, painless, and VERY helpful. One of the biggest keys to success in marketing for any business is the development of something called a “USP”- a Unique Selling Proposition. It’s also referred to as a UCA- Unique Competitive Advantage. Basically, this is the reason why someone would hire you over someone else- what you offer a client that they can’t get from anyone else.


 In many instances, the USP may actually be something others offer, but the client doesn’t perceive it that way. VOLVO Automobiles, for example, have made their USP “Safety”- if you ask the average person to describe a Volvo in one or two words, safety would be one of them. It’s not that other cars are unsafe, it’s just that Volvo has made a point of being perceived by consumers as THE SAFEST. In marketing parlance, Volvo owns the attribute of safety. One of the laws of branding states that only one company can own a given attribute- any other car company trying to use “safety” as its USP would have to wrestle the image of Volvo out of consumers’ minds before they were seen as the SAFEST car.


So what on earth does this have to do with you as a magician? If you want to really dominate your market, you need to find an attribute- a USP- and OWN IT. You need to find a reason why clients should hire you over any other magician, and make that attribute the first thing people think about when they hear your name. That attribute should be a benefit rather than a feature. We’ll be discussing more later on about the difference between features and benefits later, but basically, a benefit is what a feature does for you. Using Volvo again- a passenger side air bag is a feature; not having your passenger killed in a collision is the benefit. In the back of this book, there is a section for you to list the features of your show, and the corresponding benefits the client gets from this feature. Don’t skip this part- it’s vital to the development of  your USP, which in turn is vital to the development of your magic business.


If you’re pursuing the birthday party market, think of why parents are really hiring you. Are they really buying a magic show? Or are they buying peace of mind? Status among their friends? Their child’s love? It could be any of these things- parents hire magicians for different reasons. If they’re buying status among their friends by having you at their child’s party, then being the cheapest magician in town will not get them to hire you. If they’re buying peace of mind, they’re mainly concerned with keeping the kids entertained and not destroying their house. In that case, maybe they’re just trying to find the cheapest magician in town- then you’ll get the gig. 


Your USP will determine everything from how much you should charge, to what your marketing says, and where you say it. The performer whose USP gives the parents status among their friends probably won’t be hanging flyers in the Laundromat- the magician selling peace of mind probably won’t have the biggest Yellow Pages ad. 


I can’t emphasize enough how important it is to develop a compelling reason why people should hire you over other performers in your area. If you can’t figure out why someone should hire you, they certainly won’t figure it out, and you’ll remain at the same level of bookings you are at right now.


Another concept many performers have a major problem with is the idea of “benefits”. When asked to give reasons why people should hire us, we give a laundry list of features- “Live Animals”, “Balloon Sculptures”, “Member of IBM Ring 9000”. Why should someone looking for a magician care whether or not your show includes live animals? That’s a FEATURE, not a benefit. A feature is what something is- the benefit is what it does for you.


Think about something very common on a lot of magic brochures- the performer lists all of the “prestigious” clients he has supposedly worked for. Why does someone hiring you for a school assembly show care that you’ve performed for Citibank? If you can’t answer that question, you’re probably not alone- your prospective client is wondering the same thing.


In the back of this book, there is a worksheet that shows you how to move from features to benefits. Don’t skip this section- it will make a big difference in the way you view your show, and it’s value to your customers.


All right, the sermon’s over. Let’s get started.
1.
BUSINESS CARD


One of the most obvious and important marketing tools in the independent performer’s arsenal is the business card. It also happens to be one of the most misused marketing weapons. A business card should be a “mini-billboard”- it should convey a benefit to the reader, and compel him to call for more information, as well as to KEEP the card. If your card is a “Magic For All Occasions” card, with a clip-art picture from the printer with the bunny holding the playing cards, you should consider getting a new card. A card needs to convey why they should hire YOU. 


A business card should have your name, phone number, email number, and a quick, compelling statement of your USP. “Memorable Birthdays at a Reasonable Price” is a strong (although somewhat vague) benefit to the parent looking to hire someone for their child’s birthday party. A laundry list of the types of shows you claim to perform- “SCHOOLS, LIBRARIES, TRADE SHOWS, SCOUT SHOWS, CLOSE-UP, RESTAURANTS, etc”, is most definitely NOT. Think of the customer, and tailor your card to their needs and wants, not your ego. 


Business card design is a whole book in and of itself- to be honest, the best way to design a business card is to pay someone to do it. Unless you are a graphic artist, you will probably make mistakes. Having the printer at the “Quick-Print” shop do it for you is nearly as big a mistake. A graphic artist makes his or her living designing advertising pieces for maximum effectiveness- it’s worth the cost. Don’t let the graphic artist write the copy, for you, however. Go through the worksheets in the back of this book, and determine what should be on your card, and then let the artist do his job. Prices for this service will vary dramatically, but it is a one-time cost that can be deducted. If you pay $300 for a card that you use for 5 years, it’s a fairly reasonable expense. 


As far as cost of printing goes, spend as much as you need to on your card to make it look professional, but consider the needs of your customers. If you’re looking to book Fortune 500 events, your card will be printed on different card stock than if you’re trying to become the birthday party king of Podunk. Avoid creating them yourself and printing them on your computer- the perforations will show, and if you use any of the pre-printed designs, many people will have seen them as well. Even if you spend $100 on your printing, that’s still only 1 cent per card. The difference between a cheap card and a good card may not be the difference between getting a gig and not getting one, but I’d rather not find out the hard way.


One thing that I have found works extremely well for getting your business cards kept is adhesive magnets. Office supply stores like STAPLES and OFFICE MAX sell business card-size magnets that peel and stick right to your cards. They cost about 15-20 dollars for a package of 100, and are well worth the price. Look at your own refrigerator- any magnetic business cards on it? If so, you get the picture. Try the magnets, you’ll be very pleased with the results.


Of course, the main thing about business cards is that you need to give them away- lots of them. They don’t do you any good sitting in that cool box on your desk. You should always have plenty of cards on you to give away- I’ve read books that suggest you should leave a card with just about everyone you come in contact with every day. While I wouldn’t go that far, I do recommend giving them away prodigiously. If you’re not going through at least a box (1000) cards a year, you’re not trying very hard. I always leave 5 or so at every party I do with the person who hired me- not to be a pest, but I tell them to give them to the parents who ask for my number. It will save them the trouble of looking up my number when their friends call for it.

2. FLYERS

A good flyer is a wonderful marketing weapon- it costs practically nothing, can be changed or adapted as needed, and you can place them as geographically specific as you like. The key to a good flyer is to get the prospect to read it. The way to do that is to create an eye-catching headline with an immediate benefit. A flyer that has a headline reading “MAGIC SHOWS” will not stop anyone except the scant few individuals who are walking along, thinking to themselves, “Gee, I wonder where I can find a magic show.” There are a few, to be sure, but a headline like this won’t stop very many people.

On the next page is an example of one of the most successful flyers I’ve used to date:


The flyer headline I’ve used to the most success reads “PARENTS- Give Your Child a Birthday You’ll Both LOVE!”. In this case, the word “PARENTS” is the top line, bold, all caps, in bright red- the rest of the text is on the next line in slightly smaller type, in a contrasting color. Make your headline as large as possible- most birthday parents are over 30, and the eyes are the first thing to go! The thinking behind this headline is this- by putting PARENTS in the largest type, you’re conveying in very clear terms who should read this headline. Nearly any parent who sees just this one word will immediately wonder what the flyer is about- is it something important, a notice from the school, a warning about some local problem parents need to know about? In any event, it sends a message that PARENTS should take a look. 


The second line- “Give Your Child a Birthday You’ll Both LOVE!” conveys the benefit they gain by reading further- they will find out how to do what the headline says- give their child a birthday they’ll both love. Studies have shown the word “LOVE” is one of the strongest words that can appear in an ad headline, along with the words “FREE”, “NEW” “ANNOUNCING”, and “O.J.” (just kidding). Once you’ve gotten them this far, the remainder of your flyer should be a balance of features and benefits- tell them what they get when they buy your show, and what this means to them. You do balloon animals- what do they get from that? Maybe it means they don’t have to buy as many party favors. You also do face-painting? That means less time they have to worry about filling at the party. By all means, list the features- what you offer; but fill in the blanks, and let the reader know why they should care about that particular feature. Think about a car ad- the car has “Super X-1 Steering”? Why should I care?  If you tell me, however, that this means I can corner at 150 miles an hour without flipping over, then the technical jargon takes on meaning. Spell it out for the reader.


Your flyer should have tear-offs, so the reader doesn’t have to write down your number. Make sure the tear-offs have your name, phone number, and a word or two to remind them of why they tore off the piece of paper. Finding a little piece of paper with the words “Terry- 555-1212” in a pocket may not mean anything 2 weeks later; if it says “Terry- MAGIC SHOWS- 555-1212”, they’ll be more likely to call. 


Finally, make sure your name and number are also on the body of the flyer- if someone reads it, and all the tear-offs are gone, they still need a way to contact you. Put the information on a part of the flyer that isn’t likely to get torn off by accident.


One important point to remember about flyers is this- most places where flyers are hung get cluttered quickly, and consequently the owners of these establishments clean them frequently. For a flyer campaign to be successful, you need to maintain it on a regular basis. Set up a route that you can service weekly, biweekly, or at most, monthly. Don’t expect miracles, but flyers will pull if you keep at them.

3. NEWSPAPER COLUMN

Here’s an idea that sure to get a few people upset, but it’s a terrific promotional vehicle. In many communities, there are small weekly and monthly newspapers- some feature actual news, and some are special-interest feature publications; i.e. “Oshkosh Parent News”. Most of these two types of publications are always looking for items to print; in some areas, not much news happens, and they need to fill the paper with content other than just advertising. For a few years, I wrote a magic column for a small local newspaper in their “Kids Corner” section. Each month, the readers learned how to perform a simple magic trick, along with performance tips and patter suggestions. In exchange for this column, each month I got a nice size display ad in this paper. It worked out very nicely for both parties, and I did get some work from the ad. 


It does take a bit of work to do, but it also builds your local identity as not just another magician, but “The magician from the newspaper”. It makes you more of a local celebrity. As far as the tricks in the column, I would try, if at all possible, to lean more toward puzzles and “betcha” type tricks than actual magic effects. A good example of the types of effects that are good for this sort of thing would be the old Bill Severn columns from the Boy Scout magazine “Boys Life”.   (Please note- I am NOT advocating ripping off old Severn columns- I use them as an example for the type of material you should consider using.) Your choice of material should be drawn from your own simple effects as much as possible, and not reveal any important magic principles. I will leave it to the reader to determine whether or not this is something he or she is comfortable with.


A second type of column that may work, if you are not comfortable with the idea of a teaching column, would be a column advising parents on how to run a perfect birthday party. Each month, you could give suggestions and advice on avoiding problems you may have encountered in your party career. This type of column would probably be better received at a parent-oriented publication rather than a general interest newspaper.


The best way to get a column of this sort is to pick 2 or 3 likely prospects, create a few dummy columns, and drop in at the newspaper office and ask to speak with the editor. (Try not to do this the day of their deadline. Most weeklies seem to come out on Thursday- that would probably be the best day to stop in.) When you get your meeting, stress the benefits your column would offer- your column would increase the length of time the paper was kept, might increase the number of readers in a household, could broaden their appeal, etc. Work out a presentation beforehand, and keep in mind that the main reason newspapers are in business is to sell ad space, not necessarily to inform the public about news.

4. DIRECT MAIL

Depending on the market you’re aiming for, this may be a method that is just so-so, or it may be one of your best. Direct mail is very dependent on the list you are using. If you’re aiming for the birthday party market, direct mail may be a bit difficult to use- who would you mail to? You can’t send a letter to everyone in town- that would cost a fortune and be extremely wasteful. After all, only a handful of people in a given geographic area are likely prospects for a birthday party show- the ideal prospect would be someone with a child between the ages of 4-10, with a birthday coming up in the next 4-6 weeks. Getting a list like this can be done, but it is the only way using direct mail for birthday parties would be truly effective. (We’ll discuss a way to get a list exactly like this in section 38.)


Direct mail is very useful for reaching prospects who meet certain criteria that are definable and measurable- for example, libraries. Using most commercial software, you can easily create a list of libraries within a 2 hour drive of your home. Once you’ve created this list, print the names on labels, along with the title of the person you are trying to reach, such as “CHILDREN’S’ LIBRARIAN”. Included in your mailing would be your sales letter, business card, and any other promotional material you feel appropriate. Writing a good sales letter is a skill that can be learned- the best material I have found on the subject is from Brian Keith Voiles- his program, “AD MAGIC” is the best course I have seen to date on this subject. It is pricey- around 350 dollars- but it will more than pay for itself if you use it. I consider my investment in this program to be one of the single best expenditures I have made in my magic career. (For more information about the “AD MAGIC” course, call me at 631-724-2433. I’d be happy to fill you in.)


When using direct mail, always use first-class postage instead of bulk-rate. I’ve used both, and found the return much better on first-class. It gets there faster, and is more likely to be opened than bulk-rate. It’s silly to save 10 cents a letter and have them all end up in the garbage.


If you decide to use direct mail, track your results, and don’t expect miracles overnight. Some people will hold your letter for months, and then call for a show. Direct mail should be a part of a marketing campaign, but not the entire campaign. Additionally, you should mail to your list often for optimal results. I’ve read in several different books on direct mail that you should send 7 times in 18 months to work your mailing list to best advantage.

5. AFTER-SCHOOL PROGRAMS

I always like marketing weapons that pay me rather than cost me money. After-school workshops are one such animal. Many school districts offer elementary  students after-school programs, where they can select from a variety of classes. Usually there will be a few sports programs, craft programs, and a computer class. I’ve done quite a few magic classes for different school districts in my area. Invariably I will end up getting shows from parents who kids are in my class. They are a great way to build your word-of-mouth, and raise your visibility in an area.


After-school magic workshops usually run anywhere from 6 to 10 weeks. The format is usually the same- 45 minutes to an hour each week. The teacher (that’s you) gets to pick the day, and set the conditions of the class; i.e. what grade levels, etc. I would strongly recommend making 2nd grade the lowest grade level you will accept. I’ve done programs where the school insisted on allowing kindergartners into my class. This was, to be kind, unproductive. Set your age limit, and back it up with your reasons.


As far as what to teach, this will depend on the material fee you are allotted. In some districts, I’ve been given as much as $10 per child to buy materials. This gives you the ability to get some pretty cool stuff- cards, ropes, etc. Other times I’ve been limited to $2 per kid, which means a lot of newspaper magic. For tricks, check out Karl Fulves’  “Self-Working” magic books. They’ve got lots of unique material that doesn’t require special props. I usually try to teach 3-4 tricks per class session, with one or two completely fool-proof tricks, and one or two that require minimal skill. Particularly if you have a wide age range, you’re going to see some wide differences in ability levels, so be patient.


The best way to use a class like this as a promotional tool is to make sure the students are bringing things home with your name and number- I always send the parents home a letter mid-way through the course, thanking them for their child’s participation, and giving them the names of local magic shops and recommended magic books. I usually will include a line or two about the services I offer for parties. You may also consider  including some of the Ed Harris give-aways (Section 18) as part of the class; this will also ensure your name and number get home and the parents see them.


The downside of this type of program is that the pay is dismal. Most schools pay a flat rate for this program- no negotiating is possible. The norm seems to be around $25 per class session, so a 6 week course would end up paying $150. That’s not a lot of money for a 6 week commitment, but it does give you name-recognition in that school, which is very helpful if you’re in the school assembly market. 

6. PAST CLIENTS

Conventional sales wisdom is that it takes 5 times as much money to get a new client than to get new business from a repeat client. Magicians for years have adhered to the adage, which I’ve heard attributed to Al Goshman, that “A professional magician is one who does the same tricks for different people; an amateur does different tricks for the same people”. While this sounds good, it flies in the face of common business sense. Why have to try to keep selling new clients? I have found great success in selling new shows to old clients, both private and public.


For birthday parties, the best way to do this is to have 2 or 3 different birthday party shows. Every year, at the beginning of the month, go through your records for the previous year, and call all of the people whose parties you worked last year. Call them up, and let them know that you have a brand new party for this year. Your success rate will be higher than you think- a lot of people may have been thinking about calling, but may have lost your number, or been thinking about something else. Your call may be just the motivation they need to book you again.



For other venues, it pays to have a few different types of programs you can sell them. One of the reasons I’ve had so much success in certain markets has been the variety of programs I can offer.  Once someone knows you and likes you, they prefer to do business with a friend. As long as you have something new to offer, you’ll get the gig.


Past clients should be contacted at least once a year, regardless of whether or not they book another show. It’s possible that someone who may not want you for another birthday party the next year after hiring you may suddenly need you soon after you speak- maybe they don’t want you for their kid’s birthday, but suddenly Dad got put in charge of entertainment for the Fire Department Christmas party. A letter or postcard once a year can keep you in their mind, and add up to more $$$ for you.


A good way to stimulate even more business from past customers is to make a habit of getting the parents’ business cards. Jim Sisti mentioned this in one of his earlier books on restaurant magic, and it’s a wonderful way to move clients from being private party clients to corporate clients. If you do a good job at Junior’s birthday party in February, sometime in early May, send a letter to Mom’s office and Dad’s office. Explain to them how in addition to performing at kids’ birthday parties, you also have a great show for company picnics. Ask them to pass your letter along to the person in their company responsible for running the summer party. 


Do the same thing in late September for holiday shows. You’ll be surprised how much work you may end up with. Usually the person running these types of events isn’t too thrilled to be doing it anyway, so they’re more than happy for any extra help or recommendations. Your client looks good for recommending you, and you look good for making them look good. 

7. PARTY ROOMS

Many communities have businesses which run birthday parties- sometimes “play gym” type establishments also run birthday parties; some restaurants like Nathan’s have party rooms; in my area, a wooden gym equipment manufacturer even offers their showroom as a party room. These party rooms can be a good source of work, with a few caveats.


The main thing you will find when working with a party room is that you are unlikely to be able to charge your regular fee. Most rooms charge a “per child” fee for use of the room, cake, food, etc. While this will vary geographically, it will usually start around 4-5 dollars per child, and can go up substantially from there.  Adding your normal fee on top of this makes it unlikely too many parents will spring for the whole package. If your party room can guarantee you a certain amount of shows per month (or whatever interval appeals to you), it may be worth your while to offer them a wholesale price on your show. Generally a wholesale price will be around 60 percent of your normal fee. If this doesn’t appeal to you, don’t work with a party room. When I worked a lot of birthdays, however, I found them to be a pretty good source of income. 


The best way to get hooked up with this type of arrangement is to obtain a list of rooms in your area and just drop in. Do this during the week- weekends are likely to be a bit busy. You can find ads for this type of business by looking in your local “Parent” newspapers. To find these, look in the Children’s Department of your local library- any papers of this type are certain to be available there.


One advantage of this type of arrangement versus working with an agent is that any work you get as a result of this work does not require an agency kickback. It always bugs me to do a great job at a gig for an agency, and then not be able to give out my own cards- this arrangement does away with that. If you aren’t working as many birthday parties as you’d like to, look into this one.

8. MAGNETIC SIGNS

I haven’t used a magnetic sign myself, but two magicians in my area- Mike Maione, “The Silly Magician”, and Dr. Mitch, both of “M & M Magic Reviews” fame- use them with some degree of success. Dr. Mitch estimates that for every dollar spent on magnetic signs, approximately $10 in shows can be booked. His signs cost about $125, and were directly responsible for over $1250 in shows. If you’re considering using this type of promotion, Dr. Mitch offers a few points to consider:


1.
Initial Investment is a good bit more than most of the other ideas in this book. As I stated above, a new set of magnetic signs may run as high as $125. If you’re working on a shoestring, you may want to wait awhile.


2.
Signs are prone to theft. Dr. Mitch lost his after a few weeks. Personally I feel that spending $125 every few weeks to book 10 times that much in shows warrants the occasional replacement cost. (It’s possible you can buy multiple sets at the same time and reduce the cost.)


3.
Dr.  Mitch also warns that you’d better learn a trick you can do at stop lights. It seems that magnetic signs aren’t necessarily good for closing sales, but are great for inquiries. Dr. Mitch has had a few stop-light conversations that moved elsewhere before they became bookings.


4.
You won’t be able to put as much information on a magnetic sign as you would on other types of promotional material- basically, name, brief blurb, and phone number. This makes it harder to emphasize YOUR USP.


5.
In some areas, performers are subject to local regulations, and try to “fly under the radar”. This type of promotion increases your visibility, and will probably necessitate going through any red tape your area requires.


If this hasn’t dissuaded you from trying this type of weapon, the best place to get a magnetic sign made is- surprise- a sign shop. Check the yellow pages under “SIGNS”. Try to use a local merchant- support local business!
9. YELLOW PAGES

These days, there are quite a few versions of the “Yellow Pages”. Whichever one you choose, there are a few things I’ve found about dealing with this type of advertising.


On the plus side, anyone reading the Yellow Pages is ready to buy. Very few people look in the Yellow Pages for magicians unless they’re in the market to hire one (except of course, other magicians.) So anyone seeing your ad is in a buying frame of mind. 


Additionally, the Yellow Pages is still the first place many people look to find a service they’re not used to buying. Being in the book is going to get you many people who you can’t personally contact.


On the down side, however, many people looking in the Yellow Pages are price shopping. They will simply call every name in the “MAGICIANS” listing, and then go with the cheapest. Conversely, some may simply go with the biggest ad, on the assumption that the biggest ad is the most successful, and is therefore, the best. Unfortunately, display ads can be VERY expensive- I ran one ad that was one column inch wide- approximately a one-inch square box. Using only black and red as my colors, this ad cost me $180 PER MONTH!! During the year the ad ran, this ad only brought in about $800 in shows, so it didn’t even break even.


To make matters worse, once the ad is in, it’s in. You can’t change, tinker, or try new ideas. If your ad sucks, it sucks for a year. Not the way I like to market. Plus, if the new books have just gone to the printer, you will have to wait an entire year to be in the next one. If you need to get up and running in a hurry, don’t look to the Yellow Pages.


Additionally, in order to run a Yellow Page ad, you must have a business phone line, which runs more per month than a residential line, as well as not allowing you certain phone services, such as unlimited regional calling. These are all dollars and cents considerations you should take into account if you’re dying to be in the Yellow Pages.


My advice- if you’re going to be in the Yellow Pages, go with what is known as a “Line Listing”. This is your business name, along with a brief blurb. I currently use this space to simply encourage prospects to call- my line listing reads “Terry Parrett- Call for Free Party Planner”. My idea was that I wanted to give readers a reason to call- get that word “FREE” in there. 


One other point to consider- Yellow Pages sales reps do have some leeway with pricing, so feel free to negotiate. There are discounts that can be had for being the first business in your category to upgrade to the next ad level, so ask what types of deals they are offering. To get in touch with your Yellow Pages rep, look in the front of the book- there should be a number right on the first page. There are usually lots of smaller display ads in the book as well that give you the correct number to call. Call them, and explain you are considering running an ad in their next book, and would like their “kit”. This will list the different types of ads you can run, and may list the price for each. Generally, your ad cost is tacked on to your phone bill each month- you don’t pay the entire amount up front.

10. ANSWERING MACHINE MESSAGE

Here’s one that I love, because it’s nearly always overlooked by performers. Jay Levinson has discussed this at length in his “GUERRILLA MARKETING” series. Someone calls your office and gets your answering machine. What better time to give them a very brief pitch about what you do and any specials you’re running this month? 


If your machine just has the usual “I’m not in, leave your name and number”, the person may very well move on down to the next magician in the Yellow Pages and forget about you. On the other hand, if your message is very enthusiastic, and says something like, “You’ve called the office of Terry Parrett, Long Island’s favorite birthday party magician, and home of the amazing money-back guarantee. This month we’ re running a special promotion on birthday parties- leave your name and number and I’ll call back and tell you all about it!”- you’re much more likely to get a name and number than a hang-up. Don’t go overboard- a 2 minute message is too long to be listened to- but make it brief and interesting. Someone who has called you is halfway to being a sale- don’t lose them because your answering machine message is dull!


If you’re using any kind of automated voice-mail system, keep the number of choices and steps the caller needs to make to a minimum. People are beginning to tire of dealing with machines, and making them jump through too many hoops just to leave a message is going to lose you customers. 

11. SCHOOLSHOWS.COM


Here’s a really cool one- assuming you’re on the internet, (and why wouldn’t you be at this point??)- go to www.schoolshows.com. Schoolshows.com is a website that is attempting to become THE place for schools to go for school assembly performers. You get a page listing your programs, where you will travel, fees, etc. There are a couple of reasons why I think it’s a good place to be.


First of all, the webmaster creates your page for you. So if you’ve wanted to have a web presence, but don’t have the ability to make your own site, they will do it for you. You fill out a questionnaire via e-mail, and they do the rest. For technophobes, it’s very helpful.


Secondly, it’s inexpensive. When I signed on, the first six months were free, as they were  trying to establish the site. Currently, I believe it is $50 per year, which works out to about 4 bucks a month. Even if you only get 1 show every few years from it, this site pays for itself.


Thirdly, if they do their job right, and this DOES become the place everyone looks for assembly performers, then you’ll have to be here. I know some performers are gun-shy about advertising where their competition is- and there are alot of performers, not just magicians, on the site- but if that’s where people look, that’s where you should be.


So, the next time you’re on-line, drop in at www.schoolshows.com and take a look. If you’re seriously interested in working the school assembly market, I think it’s a must.

12. CO-OP ADVERTISING

Co-op advertising is a time-honored business practice, and it seems to be getting more popular all them time. Co-op advertising means that you find businesses that have similar target markets, but don’t directly compete, and you advertise together. If you’re going to do a large mail campaign to schools, maybe you can find someone who does a musical assembly program, include both sets of literature in the mailing, and split the cost. Many performers will co-op with DJs if they work a lot of private parties. The advantage here is that there are a lot of DJs, so you can be getting a great deal of exposure for half the price. 


Don’t just assume that entertainers are your only co-op possibility. If you are a restaurant performer, and your restaurant uses a customer mailing list, speak to the manager about including some of your material in their next mailing. Negotiate a reasonable fee- he may be pleased to have your help in defraying the cost of postage, and your material in there will also reinforce the fact that you appear at the restaurant. 


Other co-op possibilities for birthday magicians might be small local toy stores, hobby shops, and children’s clothing stores. I like working with businesses like this because I have a personal bias toward small local businesses and against national chain stores. (Ask me why in person; be prepared for a diatribe!). Many of these establishment may already do regular customer mailings. If you can show them a way that co-op will benefit them, they may be receptive. If necessary, offer to share your mailing lists with them in exchange for the same courtesy. One exercise that I have found to be very helpful in coming up with co-op ideas is to sit down with the local Yellow Pages, and go through randomly, trying to figure out ways that the businesses I turn to could be co-opted. 

13. CHAMBER OF COMMERCE

Nearly every town has a Chamber of Commerce, and if you are serious about developing your magic business, I would suggest you join. The dues are usually nominal- mine are $175 annually- but they give you access to a whole circle of contacts who may have been previously unreachable. In my town, the Chamber of Commerce includes many business owners, politicians, and other influential people. Being in the Chamber puts me in the same ballpark as them- I belong to the same group that they do. Rather than having to try to book a show by getting past a secretary, I can casually chat with someone in the back of the room after the meeting breaks up. It makes people much more approachable.


 In addition, it also shows you to be a civic-minded individual- COC dues are often used to support local charities and public works. I also feel that being in the Chamber of Commerce gives your magic business an aura of respectability- some people may have had bad experiences with other performers in the past. Even though the Chamber is not officially endorsing you, in many peoples’ minds, being a Chamber member means you are a serious, established business and not some fly-by-night con-man.


One other unexpected advantage that I got from becoming a Chamber member was that I was given a free table at our town’s annual Street Festival. This is an annual event with vendors, entertainment, parades, etc. Normally I would have to pay to have a table; as a Chamber member, I was able to set up a booth and sell magic tricks, hand out cards, etc. If your town runs an event like this, becoming a Chamber member may pay for itself in just one day.


As an aside, if you are a self-employed performer, your local Chamber may also be a way for you to buy group health insurance. 

14. SHOPPERS

I’ve had mixed success with shopper newspaper advertising. By shoppers, I refer to the small advertising newspapers that are generally delivered by mail. In my market, the shopper is called THE PENNYSAVER. I’ve also seen one called THE YANKEE TRADER. Regardless of the name, they are a popular choice for magicians to advertise in. As I stated, I’ve had mixed results with ads like this. 


I have two concerns with advertising in publications of this type. First, their layout is such that there are  literally thousands of classified ads in an issue. It is extremely difficult for your ad to stand out in a sea of ads like this. Also, many of these papers don’t sort the ads by type, so your ad may appear mixed in with ads for garage sales, painters for hire, and lost dogs. There’s just too much of an element of chance in this type of ad; you’re paying for too many non-interested readers.


The other major problem I have with this type of advertising is that by their nature, these types of publications appeal to people who are thrifty- can you envision Donald Trump reading a publication call “The Pennysaver”? Is someone who reads the Pennysaver from cover to cover likely to be the kind of person who is willing to spend $XXX on a birthday party magic show? My experience has been that this type of reader is very price sensitive, and since I don’t choose to be the cheapest magician in my market, I can’t compete on this basis alone.


Having said that, I will state that at least two magicians in my market swear by this type of advertising, and to my knowledge, get almost all their work this way. If I were going to advertise in a shopper again, I’d make certain of a few things. First of all, I would only advertise in a shopper that separated their ads into different categories, and I’d try to advertise in either the “Party Services”, “Entertainers”, or “Parents” sections- or possibly all three. 


I’d also make sure to run the ads for at least 3 out of every 4 weeks each month. Running any ad 1 time is basically useless. Studies have shown that the more people are exposed to an ad, the more likely they are to remember it. Rather than trying to advertise in every edition of the shopper, and only being able to run your ad once or twice, narrow the areas you are advertising in, and give them a few months to work. Tinker with the wording, if necessary, but make sure the headline remains similar each week, so the ad has time to become recognizable to readers. Also, make sure to track callers from the ads- find out which edition they read (Zone 1, Zone 3), so you know if one edition is pulling better than another.

15.  FOLLOW-UP

Here’s one that will separate the serious marketers from the wannabees- follow-up. According to many sales books, more customers are lost after the sale for lack of follow-up than for any other reason. (The actual percentage I’ve seen quoted is 68 percent, in Dan Kennedy’s book “The Ultimate Marketing Plan”.) 


A few years ago, I gave an example in a column in Meir Yedid’s “Magic Times”. Basically, I bought a car from a dealer, and a few years later, when I needed a new one, went to a different dealer- not because anything was wrong with the car I bought, but simply because the first dealer never called once to see if everything was okay with the car I bought. I was simply a sale, and they never thought about me again until it was time to sell me a new car. There has been a fundamental change in sales thinking in this country in the past few years, and it has become much more customer oriented. Businesses realize that customer loyalty is a vital component to the success of their business, and smart salespeople follow-up after the sale.


How do we do this as magicians? I think something as simple as a “Thank You” note will probably put you light-years ahead of most of your competition. When was the last time YOU got a hand-written “Thank You” note for something? It sticks out in your mind when it happens, and you tend to think very positive things about the person who does it. Be that person for your customers, and you may find them changing from one-time customers to long-time clients.


If you work for schools, libraries, or business customers, sending cards out during the holiday season is also a must. Again, it keeps your name in front of them, and shows you are thinking of them even after they’ve given you the check. Of course, hand-written cards only- no pre-printed unsigned cards!

15A. FOLLOW-UP CONTINUED
The following section appeared in Richard Robinson’s “Magic Show” Internet journal in January, 2000. 

- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -

Diamonds In Your Backyard  by Terry Parrett

As regular readers of this column know, I do a lot of reading- not too many magic books, but LOTS of business books. I've mentioned some of my favorites in the past- I particularly like Jay Levinson's "GUERRILLA MARKETING" series. One of the ideas I've noticed in many business books was the fact that it costs roughly five times as much to sell to a new customer as it does to a repeat customer. These books make the point that many business owners search frantically for new customers while neglecting those they already have sold to. The phrase used in many books is "Diamonds In Your Backyard"- in other words, gems that are already within your reach. For anyone who has heard me lecture, you may know this is a concept near and dear to my heart. In both my school market and library market, one of the keys to my continued success has been my repeat business. Just looking at my calendar for the month of December, nearly every one of my holiday shows was a repeat customer, and most of these have been clients for five years or more. 


One area where I've had trouble with the idea of repeat customers, however, is with my birthday party segment. For those with more than a year or so experience in the market, you will probably notice the same thing. Most parents do not want to repeat the exact same party and theme for a child- if the party is a magic party one year, it will often be a craft party, pool party, or something else the following year. For the most part, you will not be doing a magic show for the same child two years in a row. Of course, this means that as a birthday performer, you are in perpetual "new customer" sales mode, which means spending much more on marketing than you should be. How can you convert these one-timers into repeat customers? I've come up with a few ideas which have been working for me. Particularly around this time of year, when marketing budgets are tight, some of these ideas may be of some use to you.

1. Develop a new magic show. This is the one suggestion I've seen in print in several books. To be honest with you, I don't really think this is a terribly strong idea, but it is the easiest to attempt.  For most customers, a magic show is a magic show- even if you're doing all new tricks, the audience is likely going to be the same, and the parents will feel like they've simply recycled last year's party. While you may get one or two shows with this method, it's going to be an uphill battle. If you do go this route, make darn sure there is a noticeable difference between the two shows. For those of you who allow their birthday party shows to be taped, they may know your show better than you do, so keep good records. 

2. Sell the same people for different events. This one I use a lot. You need to keep good records for your past customers, and know a few things about them. For example, if you do a child's 6th birthday party one year, he/she is probably in First Grade. In my market, Roman Catholic children make their First Holy Communion in second grade. For most Long Island magicians, April and May calendars are filled with Communion shows. If you pull a list of all of last year's 6 year old birthdays, and mail the parents a letter about your Communion Party show, you'll get quite a few hits. Similarly, many people now have big parties for Christenings and First Birthdays. Four years down the line, you've got a ready-made list of prospects for your Five Year Old birthday show. Family reunions, Fourth of July parties- the key is to get to know your customers and find out what significant events are occurring at what points in their lives. 

3. Sell for Other Children in the Same Family. When booking a birthday party, one of the questions on my booking sheet is whether or not there are other children in the family, and if so, what ages. My original intent for this was to be able to include the siblings in the magic show- growing up in a family with 4 other brothers and sisters, I know how important it is to include everyone in the party- so I always find out what other children are in the family. Happily, this now gives me a list of better-than-average prospects, with practically new audiences. For the most part, you will be selling for younger siblings rather than for older ones. You may have some trouble figuring out when the other birthdays will be; a good idea is to give the parent a discount card at the first party that can used for a future show.  

4. Use Happy Customers to Sell Your Show. If you've done a good job, why not ask your clients if they have any non-family events coming up that could use your services? Most of the block parties I work come from families who originally hired me for a birthday party. When you finish at your birthday show, ask Mom and Dad for their business cards, and give them a few of your to hand out to friends. (I usually ask them to hand out 5 to people they think could use my services.) This may seem to be a bit bold to some, and it may be, but if your show really is good, you and they are doing their friends a favor. The reason you ask for their card, by the way, is to keep a list of business prospects as well as private party prospects who already know you.

5. Sell A Workshop Instead of a Show. Like many magicians, I have a "Magic Workshop" class that I've taught at schools and libraries. I've found this to be a good follow-up sale for kids having 7 year old birthdays. The following year, I contact the parents and suggest that this year, they may want to try something really different- a birthday party where the kids are actively involved rather than sitting and watching passively. Eight year olds are a good audience for this type of show. A quick run through the magic section of your local library can give you a wealth of material- stick to the usual guidelines of not exposing any major secrets or serious methodology. If you work with balloons, a segment teaching the kids how to make their own balloon sculptures will be the most popular part of the show. Depending on the budget, you can make this workshop idea as elaborate as you like.

CONTACTING PAST CUSTOMERS

Assuming you have a list of customers from the past few years, how would you go about contacting them? My suggestion would be to stick with the phone if you know the date of their upcoming event- for example, if little Melvin's birthday was on January 17 last year, it will most likely be on January 17 this year as well. Call the birthday mom a few weeks before the event, and remind her who you were, if necessary. Remind her how much fun the kids had at the magic show last year, and let her know that you've developed something BRAND NEW for this year- your special magic class!!


As  we've discussed here in past columns, sell her on the benefits of the show- it's an hour long, so she doesn't have to worry about what to do with the kids; the kids get magic tricks to take home, so she doesn't have to worry about goodie bags; and she's worked with you in the past, so she doesn't have to worry about hiring someone unknown. (Any other benefits you can think of should also be included, but these three are a definite.)


If you’re planning on contacting customers whose upcoming entertainment needs are less certain- for example, if you want to do Block Parties- I’d suggest you use direct mail. Send a letter- not a brochure- describing what event you  think they should book you for. Don’t use one letter to try to sell them everything- if you want to work in the summer, send out block party letters in May or June. Resist the temptation to try to include stuff about your Holiday party show- it may save postage, but it will dilute your message. Hand address the envelope, and avoid giving the impression that your letter is a form letter, even if it is. Make it personal- after all, you’ve got a past relationship with the person reading the letter- and again, stress the benefits they will gain by hiring you for their Block party.


In closing, be creative- think of ways you can best mine the diamonds in your backyard. You’ll be more efficient, save money, and build stronger business relationships. See you next time!

- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - 

16. CALENDARS

My local Chamber of Commerce publishes a wall calendar every year, and on each page, there are about a dozen small display ads. Each space is taken by the same 12 advertisers, and their ads are different for each month of the year. I missed out on being in the calendar this year, but you can bet I’ll be on it next year! 


It seems to me that a calendar has all of the attributes  of a good advertising vehicle- it’s targeted to a specific group, either by interest (customers of a certain store) or geography; it’s seen every day; and it has inherent value. The beauty of being on a calendar is that the ad is seen for a month at a time, and for a parent whose child has a birthday coming up, they are exposed to your ad for an extended period leading up to their decision to give their child a party. They may not notice your ad 2 months before the party, but since most kids start talking about their birthday a few weeks before the event, your ad is right there staring them in the face- when they write the date on the calendar at the beginning of the year, and again when they look at the calendar to see which date is best for the party. You can’t ask for better timing.


If you don’t do birthday parties, don’t rule out calendar advertising- why not run ads for summer picnics in April, May and June; Halloween parties in the summer, and Holiday parties in September through December. If you work school assemblies, I’ve seen Teacher Supply stores that give calendars away as premiums to teachers- wouldn’t it be nice if they saw your ad about your assembly program every morning?

17. T-SHIRTS

Here’s a neat one. If you have a computer and a color printer, you’re probably aware of the special printer paper you can buy that allows you to make T-shirts. Why not make a T-shirt into a walking billboard for your magic business? Two schools of thought on this- I’ll let you try to guess which one I prefer...


One idea would be to make up a T-shirt for  yourself, and wear it as often as possible in public. I made one for myself with a big color picture of me on the front, along with my name and slogan. On the back, in big red letters, were the words “MAGIC SHOWS”, along with some very brief text, and my phone number. I wore this whenever it seemed appropriate, and made a few for family to wear as well. To date, I haven’t gotten any shows that I can directly trace to this method, but I still have the shirt, so you never know.


The other way to use the T-shirt idea is to make the T-shirt a gift for the birthday child at your party shows. Include in all of your advertising the fact that the birthday child receives a FREE (there’s that word again!) T-shirt. Now you’ve got a satisfied customer walking around with your advertising on it. My birthday T-shirt has a big color picture of me on the front, along with the words “I HAD A MAGICAL BIRTHDAY WITH TERRY PARRETT”- on the back is my name, slogan, and phone number. 


I personally feel that the second idea is much better than the first, mainly because of the fact that there are more kids around wearing T-shirts than I can wear- 5 birthdays means 5 t-shirts, which means 5 times as many exposures. Plus, kids will wear the shirt to school, which means your name is getting in front of teachers, parents, and assembly-show decision makers.


One thing to remember if you go the T-shirt route; when making the T-shirt for the child, don’t make it too big- ask the parents what size the child is. If the shirt is too big, it will end up becoming a sleep shirt; this happened to me the first time. I only realized this during my follow-up phone call, when I asked the parents how they liked the show, and they told me how their child loved the shirt because it was so comfy to sleep in. Don’t make the shirt too big, or no one will see your message.

18. ED HARRIS GIVEAWAYS

For those unfamiliar with Ed Harris by name, you most certainly have seen his work in various magic magazines and books over the years. Mr. Harris is a cartoonist who sells camera-ready clip-art, promotion and giveaway items for magicians. Mr. Harris’ Giant Dollar Bill, for example, is a facsimile of a dollar bill on the front side, with a place for the performer’s picture in the place where the president’s face would normally be on a bill. On the reverse side of the bill are 5 simple magic tricks that can be performed by the reader.  


I like Ed’s giveaways a lot because they’re easy to use, look cute, and have retention value. Because they have tricks on them, the child will be more likely to keep them. Ed also has a line of “Chalk-Talk” books, and a wide variety of resources for magicians, clowns, and ventriloquists. Ed also does custom work on request.


The best way to use Ed’s material is to get your name and number on them, along with your picture, and then give as many of them away as you can, at every event you perform at. If you work strictly birthdays, bring along enough for the Birthday Mom to put on in every kid’s goodie bag. If you do a library show, give one to every helper, and then have enough on hand for everyone who comes up afterward to ask for one. I haven’t yet used them for school assemblies, but I do have other giveaways that I use for those.


 If you’d like to get in touch with Ed Harris, the address I have is:



Ed Harris



5901 Drew Ave. S.



Minneapolis, MN  55410

Ed’s prompt, professional, and very friendly. 

19. BADGE-A-MINIT

I’d heard about the “Badge-A-Minit” a few years ago, and didn’t really do anything about them. Then this summer, my friend Mike Maione, “The Silly Magician”, used his to make some buttons for an event we were working together. I suddenly realized what all the fuss was about. The “Badge-A-Minit” is a little device that allows you to make 2 3/4 inch buttons with pin-backs. The promotional possibilities are endless. Right now I use mine to make “I HAD A MAGICAL BIRTHDAY WITH TERRY PARRETT” buttons for all my birthday party kids- T-shirts and pins; I don’t miss a chance! 


I’ve also used mine in mailings as an experiment. I included some buttons in a small sample of schools I was mailing to see if they would increase the number of calls I got. Right now the results for that are inconclusive, as I used too small a sample to be significant- but I think the applications for the “BAM” are many. They have a few different models, ranging in price from about 60 dollars up to several hundred. If you’re interested in more information about getting a “Badge-A-Minit”, their phone number is 1-800-223-4103. If you’re not interested in getting the machine, they also do custom work at excellent prices. 

20. FREEBIES

The old adage says, “The more you work, the more you work”- in other words, you don’t get seen sitting in your living room. I know some performers will never do a free show, any time, under any circumstances. I personally feel, however, that there are certain situations where a free show is not a bad thing.


Obviously, free shows should only be done for a charitable organization- I would never even consider doing a free show for a business function. And, if the charity function were something where others were being paid, or where I might be denying another performer the chance to work for pay, I also would not do it. However, there are some charities whose work I admire, and on several occasions I have volunteered my time for these groups. 


For me personally, these generally tend to be organizations that work with sick children- “Make-A-Wish”, local children’s hospitals. Whoever you choose to work with, make sure they are a legitimate charity, and that you are comfortable with the amount of their donations that is actually used for the function they fulfill. In some charities, more than half of donated funds are used for administrative salaries. These are not the types of organizations I wish to deal with. 


Donating your time for an organization like this brings rewards in several ways. First, by working in public, you allow people to see you work. Nothing is better advertising for your show than seeing it live- if someone likes you at this event, they may hire you for their party. Secondly, working for organizations that help people in need helps you appreciate how well things are going in your own life. This can be a nice reality check for those of us who get bogged down in trivial concerns- seeing a family dealing with a child’s terminal illness makes you appreciate the fact that your biggest problem is your car’s squeaky brakes. Finally, I feel that doing good works comes back to you in the long run- you get the reputation for being a giver, not a taker, and that makes people want to deal with you. 


You will want to be careful not to get taken advantage of-  set a limit of how many free shows you will do per year, and stick to that number. If you like, spread them out among several deserving groups, and see which one feels like the best fit. It’s a good way to promote yourself, and to return something to the community at the same time.

21. PUBLICITY

This seems like a good place to discuss one of my all-time favorite methods of promoting my business- publicity. There’s nothing as good for the ego as seeing your name and picture in the paper (in a positive light, of course!) Some performers seem to get into the papers all the time, and some can’t ever get a mention. I’ll give you some tips that have worked well for me in getting press:



1.
Make your story newsworthy. Newspaper editors do not want stories that are blatant promo pieces for your magic business. Make sure there is some relevant angle that their readers will be interested in. Local papers are much more lenient on this point- if you are a local resident, sometimes just the fact that you are performing as a magician in public is considered interesting and newsworthy. This is particularly true if you have some other full-time occupation that one would not normally connect with magic- if you are a minister who also does magic, there’s a hook that many papers would love. I can just see the headlines for a magician who’s also a police officer- “Magic Cop Makes Crime Disappear!” See if you can make your full-time occupation into an interesting contrast with your magic performing.



2.
Create An Event- This past winter, I organized a charity magic show with several other professional magicians in my area. Several local papers wrote stories about the event, and we seemed almost certain to get some TV coverage as well (more on this later). If you really want to get some publicity, create a newsworthy event- look at how much press Blaine got for his “Buried Alive” stunt.



3.
Pick Your Timing Carefully- I said we almost got TV coverage for our event except for one problem- there was another charity even the same day as ours- The Supermodel Bathing Suit show in the Hamptons for Charity. Which event do you think would be more likely to get TV time- magicians or supermodels? Make sure that when planning your publicity campaign, you aren’t running it during a period likely to have lots of other news stories happening, such as election times, hurricane season, holiday times, or major sporting events. You don’t want to be bumped so the news can cover late-breaking election returns.



4.
Publicity means you give up control- When you run an ad, you choose exactly what is said about your business. When you are interviewed by a reporter, you have NO control over what is printed. You need to be very circumspect about what you say and how you say it- your words will become part of the written record. Don’t be flip, sarcastic, or nasty. Don’t speak ill of anyone- competitors, FOX-TV, anyone. Words can be taken out of context, even inadvertently. THINK BEFORE YOU SPEAK!!


To get a newspaper to consider writing a story about you, you must submit a press release. I have included a sample press release on page 70, along with a copy of the story that appeared in the local paper.
22. REFERRALS FOR PAY


Joe Girard, the “World’s Greatest Salesman”, has a system he uses called “bird-dogging”. Basically, Joe pays other people who bring him sales. If I buy a car from Joe, and then tell my brother to buy one from Joe, and he does, Joe sends me a check for my help. To some people this may sound unethical- like a kickback. In practice, however, this is actually a form of turning customers into agents. Simply let them know that if they’re happy with your work, and they refer other people, you will pay them a finder’s fee. Certainly if they don’t feel you did a good job, they won’t refer you anyhow. And if they are legitimately pleased with the job you did, why not reward them for sending you more work? 


A variant you can use if you are uncomfortable with this arrangement instead is to give your customer coupons good for the amount off you were going to pay them. Their referrals can use a coupon and receive the money off as a discount instead- it costs you the same, only the second customer saves the money rather than the first one receiving it.


Using a system like this will entail more record-keeping than other promotion methods, and some performers will be reluctant to give away money they’ve earned. Again, I would be happy to spend $10 to make $200, so if someone can throw a $200 show in my lap with no work, I will be more than willing to give them some back in return for their effort. If you are going to try a referral for pay program, speak with your accountant about the tax ramifications of this system; also, make sure to let your customers know about the program, so they will be willing to do the work to get you more referrals.

23. CHURCH BULLETINS

One of my indelible memories of growing up was sitting in church, bored out of my mind, reading the advertisements on the back page of the church bulletin. It occurs to me that I’m probably not the only one who reads them, and church bulletins are a wonderful way to target a geographic area. Additionally, they allow you to key in on specific types of shows. Here in New York, communion parties and baptisms are big events. Each May, nearly every magician in my market has a full calendar working communion shows. One of the easiest ways to get these shows would be to have an ad in the church bulletin. 


Even if you are not a member of the congregation, they are most certainly willing to take your money for the ad. Pricing will be very varied, as will the terms of the contract- some will require a longer run to get lower pricing. Many church bulletins are now published by outside contractors, so you will need to get a copy of the bulletin you wish to advertise in and find out if they are published in-house, or by outside vendor. Because of the targeting ability of the bulletin, I would particularly recommend it to the birthday party/family entertainer.

24.  PUBLICITY PHOTOS

Good publicity photos can be a wonderful promotional tool. The key to using them as a marketing weapon is to give them away as freely as business cards- in my school assembly show, every kid who helps out on stage walks away with an autographed picture. I’ve heard from parents who tell me that my picture has been on their refrigerator for over a year. Giving away publicity pictures sounds expensive, but if you are giving away black and white lithographs, instead of actual photographs, the cost drops to around 10 cents per picture. 


The best source I have found for 8 x 10 black and white lithos is ABC Pictures. Their address is 1867 E.Florida St, Springfield, MO 65803-4583. Their phone number is 417-869-9433. The way ABC works is that you send them an 8 x 10 b/w original (which will be returned). They will not do re-touching or any clean-up work, so have your photographer do that for you. They have a catalog, where you can select the layout you most prefer. In addition to 8 x 10’s, they also do 4 x 5’s, postcards, and other layouts.


If you work with agents a great deal, you will not want to put your own phone number or other contact information on the picture- simply your name and tag line. If you do almost all of your own booking, however, you may want to put that information at the bottom of the page. The problem with this, however, is that if you do a lot of school shows, you will get a lot of prank phone calls from kids. 


The compromise that I reached is that I didn’t put my contact information on the lithos. What I did instead was to have a rubber stamp made out of my business card. This allows me to give out my pictures in schools without the phone numbers, and yet I can give them out in other venues with the business card facsimile stamped neatly in the white border at the bottom of the page, or on the back as needed. This solution has worked very well for me. (To get a rubber stamp made out of your business card, stop by a local print shop. If they can’t do it, they can point you in the right direction.)


As far as getting the original 8 x 10 goes, a great deal has been written on the subject of publicity photos. I won’t attempt to duplicate that work here. A good book on the subject is Anne White’s book, which I believe is called “Camera Magic”. What is important is that you have a professional do the session. Get someone who specializes in publicity pictures, not a portrait photographer. 

25. PRIDE AND JOY

As old as this gag is, there are still people who haven’t seen it, and there are still people who think this is funny. I feel that the best use for the “PRIDE AND JOY” cards is to give them away. It’s a good, clean joke, and it’s the sort of thing that many people- mainly men- will keep and show to other people. What I’ve done is to make up a label on my computer, and affix the label to the back of the card. The label says “Compliments of Terry Parrett”, along with a brief pitch, and contact information. If half the battle with business cards is getting them kept, a goofy gag like the “Pride and Joy” card will help you win that battle. The cards are generally available from dealers for about 20 cents each. Again, a small price to pay for increased retention.

26. COLORING SHEETS

I stumbled across this idea in an old issue of “LaughMakers”, and I was tickled by it. Many magicians use coloring sheets as giveaways for kids, but most use the Ed Harris sheets. Since I’ve already plugged Ed in a previous section, I have no problem with that. 


But in the LaughMakers article, the author suggested making your own coloring sheet. The method was absolutely ingenious. To make your own sheet, you need a good publicity shot- 8 x 10, not too busy; a sheet of clear acetate, and a Sharpie marker. Simply lay the acetate over the photo, and copy/trace the picture. Don’t color in the dark sections- just outline everything. When you are done, you will have a line drawing that looks very much like your publicity shot. To convert this to a coloring sheet, place the acetate onto white paper. (Use your computer to make the border, contact info, etc on the white paper.) Photocopy this white sheet with the acetate attached, and you will end up with a personalized coloring sheet. These can even be used for coloring contests as a way of building your own mailing list- work with a co-op partner, offer a prize, and, make sure each sheet has a place for the child’s name, phone number, birthday, etc. 

27. JUNTO

One of my favorite business books is called “JUMP START YOUR BRAIN”, by former magician and marketer Doug Hall. The book is a collection of exercises designed to stimulate creativity. One of the ideas I adapted in it is called a “JUNTO”. In the book, Hall describes the original “JUNTO” as a creation of Benjamin Franklin, who would gather together a variety of friends and acquaintances from different walks of life, and expose them to different types of entertainment and education each month. Hall’s own group has explored a wide range of activities, from lecturers to seances. 


I adapted this concept with a group of business friends with several purposes in mind- one purpose was simply to have a good time. The other purpose was for a group of business owners to be able to get together and network. The idea was more than just the exchange of leads that would take place at a typical networking function- I wanted to try to exchange ideas. Maybe the concept that worked well for the pet shop owner would help me as well- maybe the type of sales letter I used would help my accountant friend. To date, the group has only met a few times- getting business owners to take time away from their businesses is challenging, especially when you try to get them all together at a specified time. 


If you’d like to try this idea, a few  points to consider. If you truly want everyone to benefit, only invite people in non-competing firms; don’t invite 3 insurance agents, or the guy who owns a small hardware store and the manager of the local Home Depot. To succeed, you want everyone to be completely comfortable with expressing their ideas without fear that someone will use their ideas against them. Every year, I attend Brian Flora’s Marketing conference, and the thing I enjoy most about it is that Brian only allows 1 performer from a given market. This ensures that each person attending will be secure knowing that the ideas he shares won’t come back to haunt him. I strongly encourage you to try this concept- and for a meeting place, try to use a local, privately-owned restaurant. They could use the business, and can help you in ways you may not realize.

28. PHONE


Most performers have an aversion to trying to sell by phone, which I find very amusing. One of the biggest fears most people have is the fear of speaking in public. As performers, we have overcome this fear (unless you’re Anneman), and yet, many of us freeze up at the thought of using the phone and cold-calling prospective clients. I’ve been in that situation, and can tell you that there is NO magic cure for phone-fear. The way to overcome fear of phone calling is to make some calls. Most of us are afraid of rejection, and I can guarantee you will get a lot of rejection making cold calls. However, you may be very surprised at how often people are willing to listen and book shows. 


Now certainly selling by phone will only work if you are trying to book certain types of shows. I wouldn’t try to cold call for birthdays UNLESS I had a list of parents whose children had birthdays coming up in the next month or so. The types of shows you can book by phone are just about any other type of show- school assembly, trade show, libraries- any type of show for a business or organization can be booked by phone. 


If you’ve never tried selling shows by phone before, you may wish to read some books on the subject of phone selling- one of may favorite is “Cold Calling Techniques That Really Work”, by Steven Schiffman. He makes the point that the main things you need for success at phone selling are a good script, the right attitude, and persistence. Having booked my first year of shows almost exclusively by phone, I can tell you he’s right. 


When I quit my full-time job, I put together my first mailing to schools- about 700 pieces. I sent them out and waited for the calls to come in. They never did. In retrospect, the main reason they didn’t work was that I didn’t know anything about writing a sales letter, and I had unrealistic expectations about how many shows I would get from 700 pieces. When the calls didn’t come from the schools, I had no choice- I had already spent a good deal of my initial marketing budget on the mailing pieces, postage, and other start-up costs. Faced with defeat before I even started, I had no choice. I got on the phone and started calling the people I had mailed to. Much to my surprise, very few of them recalled getting my mailing, yet many were still receptive to my call, and quite a few actually ended up booking. 


What I did was to set myself a goal for number of contacts per day- I would call 100 schools each day, regardless of how badly it went. As I stated, the rejection level was not as bad as you would think. Even if 19 out of every 20 people rejects you, you’re still closing 5 percent, which is an exceptional closing rate for most other types of marketing. (I would be thrilled if my direct mail closed 5 percent!). 


When setting up a cold-calling campaign, make yourself a dialing sheet (or copy the one in the back). Each dial you make gets recorded on the sheet- you don’t record the actual phone number on the sheet, you just “tick off” the result of the call. this way, you can look and see if you’re getting an inordinately high number of “No Answer” calls- this might indicate that you’re calling at the wrong time of day. If you have a lot of “Spoke with Secretary- Refused”, you need to work on your skill at getting past the “gate-keeper”. Along with recording this information on your “tick sheet”, you should also be recording the call results on your phone list, so you know who to call back tomorrow, which number was disconnected, etc. Checking this at the end of the day will also give you an idea of how hard you were actually working- dialing 3 numbers per hour, and only having “No Answers” to show for it means you weren’t really trying too hard. Dialing rate can be found by dividing the total number of calls made by the amount of time spent dialing. (I break my time into quarter hours.) 100 dials made in 4 hours would be 25 numbers per hour- a pretty good calling rate. 


Additionally, you should have a “hot sheet”, for specific callback times given you by the person you speak with. If a secretary tells you the best time to reach the principal is at 8:05 AM, make sure you call him at EXACTLY 8:15 AM. Finding this message the next day at 11:00 won’t do you any good. Set up a “hot sheet”, and make that your first stop for each day’s dialing. If you’re working on a real shoe-string, cold-calling is the best route to go- it’s cheap, fast, and builds discipline.

29. WEBSITE

If you check out Richard Robinson’s “All Magic Guide”, you will find a fairly comprehensive list of websites for magicians worldwide. At last count, there were several thousand. To be honest, I don’t feel that the Web is the best place to advertise (yet), but I don’t think anyone can afford not to be on there much longer. My  opinion is that when HDTV becomes the standard, and everyone needs to go buy new TVs, which will be equipped for WebTV, then shopping on the Internet will become as common as shopping by mail is right now. Until the average technophobe can surf the web, however, other forms of marketing will still be commonplace. 


Regardless of how few people may actually be buying magic shows on the Internet, however, you may as well get a site up and running, because you will need one sooner or later. Many of the websites I have seen put together by other magicians are fairly poor sales tools. The rules of marketing and advertising still hold true for the Internet, so remember important concepts like USP and BENEFITS! Don’t bother posting pictures of you with famous magicians, lists of reasons why you hate Valentino, or secrets to the Balducci levitation. If the purpose of your website is to sell magic shows, stick to the job at hand. Keep your site simple, quick-loading, and easy to navigate. (Thanks, Brian!)


A good guide to marketing on the internet is Jay Conrad Levinson’s book “GUERRILLA MARKETING WITH TECHNOLOGY”. The technology part of the book isn’t as up-to-date as other books on the subject, and Jay is not really a technical whiz, but no one grasps the concept of marketing as clearly and colorfully. As a matter of fact, you should probably buy all of Levinson’s books to give yourself the equivalent of a degree in Guerrilla Marketing. It will put you light-years ahead of your competition.

30. ENTERTAINMENT COMPANIES

There’s an old saying that goes like this- “Those who can, do. Those who can’t, teach”. I disagree with the saying, but would rephrase it as “Those who can, do. Those who can’t, form entertainment companies and make money off those who can.”  In my market, there are a great many “entertainment companies” who contract work for magicians, clowns, DJs, etc. The thing that cracks me up about these companies is that they seem to be constantly spawning spin-off companies- the person who wears the Barney costume one year starts his own company the next. 


As a general rule of thumb, I’m not particularly fond of these companies. Being a die-hard self-employment advocate, I dislike the idea of anyone making money off of my labor. On occasion, however, I will work with entertainment companies if the time and money are right.


Let me state right off that whatever price you quote an entertainment company, they will try to negotiate you down, so you may as well start high. Right away, you will get the old “We can get you a lot of work in the future, so can you do this one for $XXX?” It’s your call, but experience tells me that you will never see much work from any one company, so giving them a break on price on the expectation of future work is not worthwhile. Stick with your price, and be ready to lose the gig. 


Don’t forget- you will not be able to hand out your own cards at this particular show, so any other jobs you get from this one you will be stuck for at the same price- if you see them at all. Realize this too- the company probably already has the gig booked, and are working with a set budget. Whatever you don’t get, they get to keep, so the cheaper you work, the more they get. I’ve heard of entertainment companies getting anywhere from 20 percent to 100 percent of the performer’s fee as their commission. This doesn’t come directly from the performer’s pocket, but it does mean that if you charge the company $250, they may be charging the client $500. (That makes me crazy.)


Working with entertainment companies will not make you rich- the one or two that I hear from only call me a few times a year. If you want to make this type of marketing a primary source of income, you’ll have to list with a lot of them. Some may have no-compete clauses- avoid these. I would simply send out packets of promo material- photos, what you offer, etc. Most companies will call you quickly- they like to have lots of names in their files, so most will not hesitate to call you. If you find a company that you like and feel treats you fairly, stick with them, but don’t expect to work for them every weekend.

31. SIGNAGE AT SHOWS

Advertising studies have shown that repetition is the key to retention of an advertising message. One of the best times to expose someone to your message is during your show. While they’re sitting in your audience, watching your show, is the perfect time to make an indelible impression on your future potential clients. How many times has someone told you about a magician they saw, and when you asked who it was, they couldn’t remember the name. When they want a magician in the future, how are they going to find the one they liked if they can’t remember his name? 


The easiest way to get them to remember your name is to keep it in front of them during your show. Sign shops can make a nice sign to fit right on the front of your table- mine says simply “The TERRY PARRETT Magic Show”. I modeled mine after a picture I saw of New Hampshire school show magician B.J. Hickman. B.J. has a wonderful sign on his table and in his publicity shot- which is great because any place that picture gets printed automatically promotes his name as well. In any event, a good sign, printed on heavy plastic or PVC will run you under $100, and should last for years. I affixed Velcro to the back of mine, so it sticks right to my suitcase table. It’s just one more way of making sure audiences get every opportunity to be able to remember who you are when it’s time to book.

32.
SPECIALS

Once you’ve been in business for a few years, you will notice natural up and down times to your magic business. If you’re a school assembly performer, you will find that September is generally the slowest month of the year. Most schools are busy enough the first month of the school year, and aren’t looking to bring in any special events. To keep your calendar full, you may want to give your customers an incentive to book during your slow times. This school year, I had great success in running an “Early-Bird” special, giving a reduced rate to any school that booked an assembly show in the month of September. By doing this, everybody wins- schools that couldn’t normally afford my show got to see it, and I was able to eat during September. 



Regardless of the market you work, there are slow seasons-  birthday parties generally slow down after the holidays. Everyone has blown their budget on gifts, and the thought of spending a few hundred bucks on the magician for the birthday party isn’t appealing.  If you aren’t working in January anyway, why not run a special. Hang up a flyer- you don’t necessarily have to reduce your rates. Maybe you can offer a free gift, extra performance time, or some other valuable option for anyone who books a birthday party in January. Give them a reason to book during your slow time, and you’ll find the slow times will disappear.

33. OTHER MAGICIANS

I wrote a column for Rich Robinson’s “Magic Show” internet journal recently that has elicited more positive feedback than anything I’ve written anywhere else. The column was about competitors, and how we shouldn’t be afraid of other magicians stealing our customers. The main thrust of the column is that the more competitors in a market, the bigger the market becomes. The analogy I used is that whenever Burger King opens a new restaurant, they usually do it right across the street from McDonald’s, and both restaurants flourish. Both parties benefit from the increase in traffic. 


If someone new starts working your market, you may indirectly benefit.  Let’s say “The Amazing Bob” starts doing birthday parties in your town- he does a great job, charges a reasonable fee (maybe even less than you!), and everyone loves him. One way of looking at this might be to panic- “Oh no, Bob’s going to steal all my shows!”. Realistically, however, Bob can only do so many birthday parties a week. Once Bob is totally booked on a weekend, he cannot physically do any more shows, no matter how much he or anyone wants him to. If someone else calls him for a show, what will that person do? They can’t get Bob- he’s booked. They may end up calling someone out of the phone book- it may be you, it may be someone else. They may end up hiring a clown, pony, or other entertainer. Or they may go to a party room. 


If Bob, however- someone they liked enough to call in the first place- says to them, “I’m booked, but if you like me, you’ll also like my friend ‘The Astounding Bill’ (that’s you)”, then you’re much more likely to get the call. If you do a good job, the client will be happy with you, for doing the show, and also with Bob, for helping her find someone suitable. Everybody wins. The client gets a good show, you benefit from Bob’s high profile, and Bob gets the reputation for being a good guy. The next time this client needs a magician, they may call you, or they may call Bob. Over the long run, it doesn’t matter, because if you do the same for Bob, then both of you will end up helping each other out.


When I refer potential customers to other magicians, I follow several rules. Number one, I only give out the names of performers I have seen work, and who do a good job. If they just want the cheapest show, let them call through the phone book and price shop. I also do not ask or tell what these other performers charge- there are rules about price-fixing that are easily and accidentally broken all the time. I am happy to give names and numbers, but I avoid anything to do with prices for other people in the same industry I am in. Thirdly, I always tell the caller that if the names I have given them are unavailable, if they call me back I will continue to help them find someone. I will not make the calls myself, but I will do everything I can to make sure they can find someone. Doing this, as I said above, benefits everyone. I can’t recommend this idea highly enough- it will really do wonders for your magic business.

34. BULLETIN BOARDS

If you’re looking for shoestring marketing, this is it. Community bulletin boards are harder to find than they used to be, but they are the place many magicians start advertising their business. Bulletin boards are often found in supermarkets, Laundromats, and church lobbies. Basically, they are a way for people to post notices about upcoming events, garage sales, lost pets, etc. I have gotten work from bulletin boards in the past- some very surprising shows, including a corporate gig- so I wouldn’t be too quick to dismiss them.


 Probably the best way to advertise on a bulletin board would be a combination flyer/business cards. Use the flyer you designed earlier, and get an extra long push-pin. Pin your business cards near your flyer, instead of directly next to it. Being in two places on the board increases your odds of being seen, and using two different methods of advertising doesn’t make you look like one of those jerks who papers the board with his flyer. Don’t expect too much from bulletin boards, and be persistent at keeping your material on them. Make sure you read the rules for the boards- some supermarkets have bulletin boards which are maintained by a service, and there may be a notice prohibiting commercial advertising. If you put your ad up, it will be removed, and  if you persist, you may get an angry call telling you to knock it off. (To be honest, I usually put mine on anyway, and no one has ever called me, but I’m just letting you know that some places don’t want your flyers. Don’t take it personally.)

35. BARTER

Here’s kind of a cool way to do some promoting you might never have been able to afford otherwise- many radio stations, and some local TV stations, make it a habit never to pay entertainers for their work. If Station WXYZ is doing a promo at the local mall, and they want a magicians, they will trade ad time for performing time.


 If you are going to work out an arrangement like this with a radio station, charge them your highest rate when calculating the amount you will be bartering. Ad time is something they have to get rid of anyway, and when bartering you will not be given the best time slots- these are reserved for paying clients. So when bartering, try to work from a position of strength, and get the maximum for your trade. Get everything in writing, and be aware of what they normally charge for air time before you begin negotiating- ad rates vary dramatically based upon area of the country, their Arbitron ratings, “daypart”, and other factors. I did a barter with a radio station once, and ended up with 50 ads run for 2 shows. Normally these ads would have run me $75 each, so I ended up with a pretty good deal. I even got some work from the ads, so the deal wasn’t just good for my ego. Don’t be fooled into making a bad deal because you feel like you’ll be getting “good exposure”- get something of value in return; negotiate hard.


Realize too, that just like magazines, radio stations target specific audience types- called “demographics”. If you’re a birthday party magician, the local heavy metal station is not likely to attract too many members of your target audience; most likely your target audience-  Moms and Dads- are listening to top 40, soft rock, or maybe classic rock. Business decision makers usually listen to news stations in the car. Some local radio stations, usually soft-rock, are played on hold by local businesses. Consider what message you’re sending out by being on a certain radio station. If you want to be seen as a wholesome family entertainer, it may not be a great idea to have your ad followed by a Marilyn Manson song. 


Before entering into a barter arrangement, it is also advisable to speak with you accountant. Services received as part of a barter arrangement may be considered taxable income, so keep track of any barter you enter into.

36. PARTY SHOPS

Right up front, I’ll say that party shops are a good place to be, but not for the reason you might assume initially. Let’s face it, by the time Mom is buying the goody bags, she already has the party pretty well planned. Unless you’ve got someone throwing together a party at the very last minute, you won’t get a lot of work directly from the people shopping in a party supply store. 


The reason it pays to be in them, though, is because that someone who throws one birthday party is very likely to be throwing another one next year. Also, someone who has one child may very well be crazy enough to have others. This is what marketers call “pre-qualifying your prospect”. If someone is in the party shop, they can use you at some time in the future, so it pays to get your material in their hands now. There are a number of ways you can approach this. 


On one of his marketing tapes, Brian Flora suggests speaking with the manager, and offering to do some co-op advertising. His recommendation is to give each customer a party-planning handout, with advice on running a birthday party, as well as ads for your magic shows, and an ad for the party shop. This approach will work best for a privately owned party shop- most corporate-run stores will not be able to allow you to do this. 


Some, however, will allow you to leave your business card at the counter- sometimes for free, and sometimes for a small fee. I feel this is definitely worthwhile doing- like I said, your prospects are pre-qualified- get ‘em while they’re hot. You may also try hanging flyers in their lobby, or if you feel particularly bold, leave flyers on the windshields in their parking lot. If you’re after birthday parties, look into working with party shops in your area.


I’ve had one other idea which I’d like to try if I ever get the chance. In some diners in my area, there are displays for business cards in the lobby. Advertisers pay the display owner to put their cards in the rack; in turn, the display owner pays the diner a fee to be in there. It seems to me this approach might work well in party stores, and if you work at it, could even turn into a fairly lucrative side business. To run it, you’d need to get a few party stores willing to allow your rack to be displayed (in return for a monthly fee paid to them); you’d then have to approach other performers- magicians, clowns, pony rides, party craft people- and see if they’d be interested in displaying in the store. I can’t discuss what to charge them, but make it comparable to other ad media in your market. Consider how specifically targeted their prospects are- this makes it more desirable than other types of ads.

37. RESTAURANTS

Having worked in restaurants for most of my magic career, I can tell you flat out that this is probably the single best way to get work. Working in a busy family restaurant will keep your date book filled like no other marketing tool in this book. The beauty of restaurant work is that it’s like being paid to advertise- the whole time you’re performing, you’re showcasing. People are seeing you perform, and can get a feel for what they’d be getting if they hired you. I would estimate that over 50 percent of my shows were coming from one single restaurant during my run there. You can’t beat this type of gig for getting outside work.


Much has been written about working restaurants- Jim Sisti has covered it extensively, in GENII, on the internet, in his own journal, “THE MAGIC MENU”, and in several books. If you want the real deal on working restaurants, read Jim’s stuff. (You can subscribe to “MAGIC MENU” by writing to Jim at 21 Noe Place, Beacon Falls, CT 06403, or call him at 203-729-4278. ) For several years, I also wrote a column for LaughMakers magazine on the subject of performing in family restaurants- I compiled those columns into a book, which is available from me (call me at 631-724-2433 for price). It’s beyond the scope of this book to discuss all of the facets of restaurant performing, but in brief, a few tips.


The best way to book a restaurant gig is to get an interview with the manager, and show him how you can help him. Don’t promise him you can bring in new customers- that’s a promise you may not be able to keep. Explain how offering special entertainment will make the dining experience more memorable for his customers, and how it will make the kids want Mom & Dad to bring them back again and again. Remember, the manager doesn’t really care about magic, he just wants to get customers in the door, and then get them out quickly so he can fill those seats again. (In restaurant terms, it’s called turning over the tables.) The faster the turnover, the more money the store makes. Think in terms of turnover when pitching the manager.


Once you’ve gotten a restaurant gig, remember that your primary reason there isn’t to market yourself, it’s to give the customers a good time. (Actually, even that isn’t your real reason- it’s to keep filling those tables for the manager.) By all means, YOUR main objective may be to use the restaurant to get outside work, but that’s not what you’re supposed to be there for, so don’t abuse the opportunity. Don’t force your card on everyone- if they ask for it, fine, but don’t shove one at every table.


One problem you will encounter when working at restaurants, however, is that by committing yourself to a steady gig every week, you will have to turn down some outside work. (It’s called opportunity cost.) If you continually bail out on your restaurant, you will find yourself out of a job. You should only take a restaurant job if you can reasonably commit yourself to performing the same time every week- I’ve stopped working in restaurants because my performing schedule has become too hectic- I am traveling a great deal more than I used to, and can’t block out the same time every week. I have seen my private party schedule drop dramatically since I stopped working my restaurants, but other venues have made up for it. If I suddenly had to relocate and rebuild my magic business quickly, though, this is the route I would take again. No other marketing vehicle in this book will work as quickly and profitably, and none will pay you as well while you are doing them.

38.  CONTESTS

By itself, a contest is not going to do anything to build your business- a contest is merely a way to build yourself a list of prospects to contact at a later date. Usually this is done by phone or mail. Several contest ideas have been published- most follow a standard format. The magician works with a complementary business- a toy store, party shop, restaurant- and offers a free birthday party magic show, along with whatever prize the co-op partner is willing to kick in. In exchange, both parties end up with a mailing list for their future use. 


I have run contests several times, and they have definitely paid off for me. I did one with my main restaurant a few years ago, and I ended up with around 500 names, addresses, and birthdays for kids. Each month, I would mail to the parents for the kids whose birthdays were in the following month (mail at the beginning of January for the February birthdays)- generally, I would get around 10 percent booked; for that one free birthday party I gave away in the restaurant, I ended up booking 42 shows. That’s a pretty cost-effective marketing vehicle.


If you run a contest, try to get some additional information on your entry forms. When I ran my restaurant contest, I included some questions on the entry form for the parent to fill out regarding frequency of visits to the restaurant, main reason they return (good info to have for negotiating a raise), and a few other details.  If you are considering advertising in local newspaper, see which ones are most read by the people entering the contest. It may not be a large enough sample to give you an accurate measure, but it’s still better than guessing.


One other way I used my contest mailing lists was for running a backyard summer magic program. One summer I decided that rather than trying to work summer picnics, I’d prefer to stay in my yard and let the work come to me. I used the material from my after-school magic programs, mailed all of my birthday mailing list families with children over 7 years old, and ran my program. It was very successful, and I had many requests to repeat it. If you have a large yard, consider running a summer program; you can make a good deal of money in a short period of time without ever leaving home. By using your contest mailing list, you’re using pre-qualified prospects who know you, and if they’ve seen you in a restaurant, are comfortable with having you around their kids. 

39.  WORD OF MOUTH

For credibility, you can’t beat word of mouth as a marketing medium. When one person recommends you to a friend, it’s taken as truth- more so than any ad or newspaper article. You can’t control word of mouth like you can other types of promotion, but you can take some steps to encourage people to talk about you.


First and foremost, have a good quality show. People will talk about your show whether it’s good or bad- unfortunately, they will tell many more people if they’re unhappy than if they’re happy. Word of mouth cuts both ways. Make sure when you finish your show that your customer is happy. If not, do whatever it takes to leave them happy.


Probably the easiest way to ensure good word of mouth is to remember why you are being hired. I wrote about this in a “Magic Times” column, but it bears repeating. If you are doing a birthday party magic show, you are there because a child is having a birthday party, and the parents don’t know what else to do with the guests. You’re not really there because they love magic, otherwise they’d hire you at other times than parties. Realistically, if there was no party, there would be no show. So get a hold of your ego, and realize that you’re there because it’s Junior’s big day. 


Remember, too, that as a kid, your birthday is the biggest day of the year, so make sure that everything you do with that kid is taken in the right context. No matter how big a pain the birthday child is, you cannot become angry or confrontational. If you do, the parents will tell everyone they know about the mean, terrible magician who hates kids. I’ve seen it happen to performers in my market, and word will get around. Once you get into your car, curse and scream all you like, but while you are at that party, you must be Mr. Nice Guy. To be honest, if the birthday child is being a monster, most parents present will be aware of it, and they will sympathize with your plight- if you handle it well, they WILL call you. I’ve had it happen many times after a party where one or two of the adults present will come up to me and say, “You have SO MUCH patience- I would have killed that kid!” Word will get around that you are great with kids- that’s how word of mouth starts. Just keep this in mind while you are performing, and it will make things go easier.

40. MAGIC SHOPS

If you look in the Yellow pages for “Magicians”, you may also find a section called “Magicians’ Supplies”-  magic shops. To the average layperson looking in the phone book to hire a magician, both sections are the same, and as a result, magic shops are constantly being called by people looking to hire magicians. 


In some instances, the shop owners and employees are also performers. In this case, they will generally take all of the shows that come in, which is a perfectly acceptable and reasonable arrangement. In some cases, either because no one in the shop performs, or if they are simply too busy, they may refer work to other performers. If they are unable to do the show, they will give the caller a list of names of other magicians to call. The shop takes no fee for this service; it’s just something they do. In this case, it pays to be in their Little Black Book. If you are willing to work with a shop, just drop in and speak with the person who handles the bookings. Let them know the type of shows you do, if they don’t already know. Don’t quote prices, as the person calling may be looking for something different than your standard show, and you need the flexibility to adapt your show and fee to their needs. 


Some shops, instead of merely giving out names, have formed a separate division that functions as an entertainment company. After having read the section on entertainment companies, you can probably guess how I feel about this arrangement. You will probably get more work from a company affiliated with a magic shop than other types of entertainment companies, so it may be worth your while. Personally, I prefer only to work with the first type of shop, and avoid the second.

41. PUBLIC PERSONA

If you tell someone you’re a magician, they have a certain image in their mind of what that means. People expect a magician to be fun, mysterious, maybe a little bit unusual (all right, VERY unusual). By telling people you’re a magician, you must be able to live up to those expectations. This means looking the part in public, and being able to do magical things at a moment’s notice. We’ve all heard the legends of great magicians of the past, like Malini, who would bide their time to create unforgettable magic moments. Michael Ammar speaks on his “Making Magic Memorable” audiotape about “freezing the moment”. All of this points to the fact that you have a golden opportunity, every time you are in the presence of another person, of creating a memorable magical memory. Some of these memories may eventually translate into bookings- dollars and cents. 


It pays, therefore, to give a little thought, every time you leave your house, to what you are wearing, how you look, and what you are carrying on your person that can be used to convey the image you wish to present. Everything from your shoes to your hair says something about you to everyone you meet. Take an honest look at yourself in the mirror- what does your image tell everyone about you? When I was working my steady restaurant gig, I ended up with a very high profile in my hometown. Any time I was out in public, there was a chance that potential future clients might see me. It was a sobering thought, and definitely shaped my public behavior. Your public persona is a vital part of your marketing mix- make sure it’s consistent with the rest of it.

MARKETING WORKSHEET

It is my hope that you will use this book to build your magic business, rather than read it and simply toss it aside. I have included some space for you to work on the ideas I’ve discussed in here- please use them.

___________________________________________________________

What is your USP- Your Unique Selling Proposition? Why should someone hire you over your competitors? What benefit do they get from doing business with you?__________________________________________________

_________________________________________________________

_________________________________________________________

Define your target prospect- who is this person? Male or female? How old? Income level? The more specific you are, the more accurate your marketing will be. If you are trying to work in several different market segments, do this for each segment.

My target prospect is_________________________________________

__________________________________________________________

__________________________________________________________.

What are some of the ways you can get your message in front of this person? Does your prospect read certain newspapers? Visit certain stores? Listen to specific radio stations? _______________________________

_________________________________________________________

_________________________________________________________

What are the features of your show? Do you offer balloon-sculpting? Face-Painting? Live Animals? List all that apply.__________________

________________________________________________________

________________________________________________________

For each feature listed, in one sentence, explain why this is a benefit to your target prospect- in other words, what does s/he get from this feature? For example, what does the client get by your show featuring live animals? Why would a prospective client care about this feature- how does it BENEFIT him or her? (Do this for each feature listed).

FEATURE 1_____________-  BENEFIT RECEIVED__________________

__________________________________________________________ 

FEATURE 2_____________-  BENEFIT RECEIVED__________________

__________________________________________________________ 

FEATURE 3_____________-  BENEFIT RECEIVED__________________

__________________________________________________________

Who are some potential co-op marketing partners you can work with? What businesses in your area could benefit from an alliance with you?
1.______________________ Contact name___________________

2.______________________ Contact name___________________

3.______________________ Contact name___________________

4.______________________ Contact name___________________

5.______________________ Contact name___________________

What giveaways can you add to your shows? How can you incorporate a marketing message with these giveaways?________________________

_________________________________________________________

_________________________________________________________

What are the names of 3 party rooms in your area that you can work with? When will you contact them?

Store name____________________ Phone number_______________

Contacted on___________________ Result_____________________ 

Store name____________________ Phone number_______________

Contacted on___________________ Result_____________________ 

Store name____________________ Phone number_______________

Contacted on___________________ Result_____________________ 

Who are 3 magicians in your area who you would recommend to other people? What are their phone numbers? What types of shows do they offer?

Magician 1___________________ Phone__________________

Magician 2___________________ Phone__________________

Magician 3___________________ Phone__________________

Of all the ideas listed in this book, which 5 do you feel would work best for you? When will you use them? What are your goals for each tool- what results do you expect from each? By what date do you expect these goals to be achieved?

Marketing Tool 1__________________________________________

I will implement on ________________________________________

From this, I expect to  ______________________________________

________________________ by _______________(date).

Marketing Tool 2__________________________________________

I will implement on ________________________________________

From this, I expect to  ______________________________________

________________________ by _______________(date).

Marketing Tool 3__________________________________________

I will implement on ________________________________________

From this, I expect to  ______________________________________

________________________ by _______________(date).

Marketing Tool 4__________________________________________

I will implement on ________________________________________

From this, I expect to  ______________________________________

________________________ by _______________(date).

Marketing Tool 5__________________________________________

I will implement on ________________________________________

From this, I expect to  ______________________________________

________________________ by _______________(date).

DIALING SHEET
Start Time________

End Time________

Total Hours________

____________________________________________________________

NO ANSWER/ANSWERING MACHINE

BUSY

DISCONNECT

WRONG NUMBER

INITIAL REFUSAL/HANGUP

CALLBACK LATER (Spoke with Decision maker)

CALLBACK LATER (S/W Secretary or other)

COMPLETED SALE

___________________________________________________________

OTHER CATEGORY (User Defined)

FOR IMMEDIATE RELEASE
Contact:  Terry Parrett 516-724-2433

LOCAL MAGICIANS MAKING WISHES COME TRUE


Several local magicians will be making some magic happen on Saturday, Feb. 6, at the Hauppauge High School auditorium. That night, they will be presenting a show called “AN EVENING OF MAGIC- MAKING WISHES COME TRUE”. Co-sponsored by the Hauppauge High School DECA Club, the program is being presented to benefit the Suffolk County Make-A-Wish Foundation, which grants wishes to children with life-threatening illnesses.


Smithtown magician Terry Parrett organized the event, which will feature professional family entertainers from all over Long Island. His goal was two-fold. “I wanted to help out Make-A-Wish, because I really appreciate the work they do. I also wanted to give the community the chance to see some great magic live, rather than on TV. Live entertainment is hard to come by, and we think there’s a real demand for it.” He credits his wife, Jennifer, with coming up with the idea for the fundraiser. 


Tickets for the event can be purchased at the door, and are $3.50 for children and $6.50 for adults. The show, which begins at 7:30 PM, will feature Mr. Parrett, as well as magicians Infantino, “Magic Al” Garber, “Magic Jeff” Miller, juggler Greg Milstein, and emcee Mike Maione, “The Silly Magician”. In addition, strolling magicians, recruited by sleight-of-hand expert Dr. Mitch, will entertain in the lobby, and live music will be provided by the band “FUZZ”.


The performers hope to raise $10,000 through ticket sales, refreshments, and raffles. If the event is successful, it may become an annual event.
###
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