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Introduction. 
 
MagicCoach has been published weekly since December 1999 and today goes out to over 2000  
opt-in Subscribers around the world via the Internet. It was the first newsletter of it’s type and has 
a growing loyal base of fans. 
 
The stated aim of the publication was to be a weekly “kick in the pants” to independent 
performers. Tips and ideas on Marketing, Promotion and more delivered straight to your inbox. 
Thought starters, reminders, resources & recommendations. 
 
The best way to benefit therefore was to be a subscriber. To get your weekly fix. But the early 
issues did contain some very interesting and valuable material and I’ve been asked many times to 
make it available. 
 
I’ve harvested the best articles and ideas from about those first 100 issues, added some new 
thoughts, updated some figures and corrected a few of the mistakes.  
 
Please remember. There is no subscription fee for the newsletter and no plans to have one. The 
newsletter is going out to people in all sorts of situations both rich and poor, in all sorts of 
countries around the world. People with a common dream, who with your support may be able to 
make a living in this business!! 
 
Obviously the majority of our subscribers live in –    
USA, Canada, UK, Australia, New Zealand & South Africa.  
But did you know we also have subscribers in such countries as - 
Albania, Bolivia, Columbia, Croatia, India, Lithuania, Indonesia, Tunisia, Yugoslavia & Zaire! 
 
 
Your purchase of this Volume helps support the MagicCoach project, making it viable, so the 
knowledge is available to all. We rely on these sales to pay our Web Hosting and Internet fees. 
Please support us by not copying or sharing this Archive Collection! I made a policy decision to 
keep the purchase price ridiculously low compared to other similar resources on the market. This 
is so everyone could afford it and grow from it rather than just a privileged few. 
 
 
It’s often been said that if you buy a magic book and you get one good idea it’s been a 
worthwhile purchase. I hope that in this volume you will get more than one. I suspect you will get 
many and the ideas will be great ones. Ideas that have the power to change your business and 
your life !! 
 
With the growth of MagicCoach over the last year, hopefully we can look forward to another 
exciting 100 issues, with more and more ideas being shared by the growing readership.  
And that has been one of the exciting things about the project. People like you have been willing 
to share tips and experiences to benefit those starting out in the industry.  
 

 
As I read through each issue and the file of selected articles became larger and larger, I started to 
think how I could present it in the best manner. We have decided to group the various articles into 
rough chapters with a common theme. This means you can browse or search within a chapter and 



get different opinions and ideas about a subject and then see what works for you. There is a mix 
of my ideas, our readers ideas and some specially written articles and extracts. 
 
The Contents page that follows, lists the broad Chapter Headings, that are then Hyperlinked 
to each individual  Chapter Contents Page that is positioned at the start of each Chapter. From 
there you can either go directly to a specific article or just browse through the chapter. 
 
One of the most valuable things about MagicCoach over the last 100 issues is that you have also 
been able to sample the ideas and writing of other Magic thinkers. We have managed to persuade 
most of the writers of the current crop of marketing books and courses to give us an extract of 
their work. This has allowed you to see how they write and to see if their ideas “click” with you. 
Not only have you gained benefit from their articles, but you can make a decision if their thinking 
is right for you before you invest in their books, instead of just relying on their advertising copy, 
which can be fairly persuasive. We have grouped these articles and book extracts into their 
appropriate chapters. 
 
Also included in the collection are a few complete issues that have gone out over the history of 
the newsletter. I’ve included the issue that went out on the morning of September 12  2001 and 
probably got more replies than any other I have ever posted. And at times when I don’t think I’ll 
bother with this project anymore, I get out the file of letters I received and read it right through.  
 
I’ve also included the Gold Mine Issue and Issue 100. And the complete Goal Setting Workbook 
from the first 6 issues. 
 
 
 
So what are you waiting for. Don’t try and read it all at once. I hope you will browse and think 
and then act. Print out the articles you need. Visit the websites I suggest. 
 
But I also hope that you will do these 4 things for me 
 

I hope you will stick around for another 100 issues. 
I hope you will contribute an idea a tip or an article to the next 100 issues 
I hope you will tell your friends about http://www.MagicCoach.com 
 
But above all, I sincerely hope that by being part of the MagicCoach community you will 
realise it is possible to make a career in this decidedly “tricky business”. There are going 
to be ups and downs, but you are certainly not alone. 
 

 
 
 
 

Timothy Hyde    
Blue Mountains  Australia    July 2002 
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Goal Setting Workbook 

 

MAGICAL GOALS  #1 
 

Part One 
 
 
What do you want to have done in your Magic Business by the end of next year? 
 

Where do you want to have performed? 
How much $ value in shows do you want to have sold? 
Which entertainers do you want to take out to lunch so you can pick their brains 
for an hour? 
What routines do you want to learn? 

 
I looked back at some of my notebooks from the early ‘80s and was pleasantly surprised 
at the goal lists I had written up then. Some of them were easily done, some were more 
difficult and I’ve only just completed them, and others were no longer relevant. 
 
 
Challenge 1. 
 
Take a blank sheet of paper and jot down the things you would like to achieve by the end 
of the year. There can be as many as you like. Then put the sheet away. Come back to it 
the next day and see if you need to add or alter any of them. Then trim your list down to 
the most important five things. Put them in the order of what you perceive as easiest to 
hardest. You can keep adjusting your list until you are ready to move on to step two.  
 
 

Goals                Write them in here 
 
 
 
 
1 __________________________________________________________________ 
 
2 __________________________________________________________________ 
 
3 __________________________________________________________________ 
 
4 __________________________________________________________________ 
 
5 __________________________________________________________________ 



MAGICAL GOALS  #2 
 
 
Challenge 2. 
 
In Part 1 you were asked to write down the five things you wanted to do by the end of the 
year. If you haven’t done that yet, do it now.  
 
Our challenge today is to turn each of those goals into “measurable goals”. 
 
There is no point in having a goal such as ... 
 

“This year I want to do more practice” 
or  
“This year I want to be famous”. 

 
There is no real way to see if you have achieved the goal. 
 
If you changed the first goal into “In the year 2001 I will do 10 hours practice each 
week”, you will now be easily able to keep a log of how much you do and see if you are 
actually on track. Obviously you will adjust the hour rate to whatever is appropriate to 
your commitment and available time. 
 
The second goal could be reworked into something much more specific to your market 
area. Perhaps... 
 

“In 2001 I will get my photo in the newspaper at least twice” 
or 
“In 2001 I will appear on the Footy Show”. 

 
Your challenge is now to rework each of your goals into “measurable goals”. 
Make them specific and achievable. If you can’t make it specific, then you may need to 
rework your list. This is your challenge. 
 
 
Measurable Goals 
 
1 ___________________________________________________ 
 
2 ___________________________________________________ 
 
3 ___________________________________________________ 
 
4 ___________________________________________________ 
 
5 ___________________________________________________ 



MAGICAL GOALS  #3 
 
 
 
In the last two parts we mapped out our goals and then rewrote them as “measurable 
goals.” This week we identify the obstacles/difficulties we will face in achieving each 
goal. 
 
 
Challenge 3 
 
 
It helps to break down each goal into smaller more manageable tasks. 
This will give you more confidence as you start ticking off your achievements. 
 
An example. We re-wrote our goal “I want to be famous”  
into the more measurable “I will appear in two newspapers this year”. 

 
So what are the steps needed in this example to make this happen?  
 
You will need to do some reading and thinking about why a newspaper would put your 
photo in.  

• Do you understand how they think? 
• You may need to do some reading, thinking and questioning about what sort of 

publicity stunt/photo opportunity would suit the character/image you are trying 
to portray. 

• You will need to research, obtain props and practice if it is a new routine. 
• You will need to get names, contact address etc of your target newspapers. 
• You will need to set up a show or event where you can do the stunt. 

 
There are obviously a lot more steps that you will need for this project. 
An easier example might be. “I will perform the cups and balls by the end of the year”. 
Steps might be... Talk to people about routines and available equipment. 
Buy the appropriate equipment. Research different routines. Practice. Perform. 
 
Your next challenge is to break down each goal into the steps  
that will need to be done before you achieve that goal. Pinpoint the difficulties 
and what you will need to overcome them 
 
 
Use the Worksheet on the next page as a guideline. 

 
 



 

Steps Needed to Achieve My Goals 
 
 
 
 
 
 
Goal One  __________________________ 
 

Step 1______________________________________ 
Step 2______________________________________ 
Step 3______________________________________ 
Step 4______________________________________ 
Step 5______________________________________ 

 
Goal Two___________________________ 
 

Step 1______________________________________ 
Step 2______________________________________ 
Step 3______________________________________ 
Step 4______________________________________ 
Step 5______________________________________ 

 
Goal Three__________________________ 
 

Step 1______________________________________ 
Step 2______________________________________ 
Step 3______________________________________ 
Step 4______________________________________ 
Step 5______________________________________ 

 
Goal Four___________________________ 
 

Step 1______________________________________ 
Step 2______________________________________ 
Step 3______________________________________ 
Step 4______________________________________ 
Step 5______________________________________ 

 
Goal Five____________________________ 
 

Step 1______________________________________ 
Step 2______________________________________ 
Step 3______________________________________ 
Step 4______________________________________ 
Step 5______________________________________ 



MAGICAL GOALS  #4 
 
 
 
In the last three exercises we have mapped out our goals and have rewritten them as 
“measurable goals.” Then we attempted to identify the obstacles/difficulties we will face 
in achieving each goal. This issue we add some “Time Boundaries”. 
 
 
Time Boundaries 
 
The next step in this process is that your goals should be “Time-Bounded”. 
 
I set this as a criteria at Step One, “by the end of the year”,  
but if you are using this process for other activities, this is important.  
You must have a completion date in mind. 
 
And not just for the major Goal, but for each step you have determined needs to be done. 
And also, and this is your challenge for the week, a commencement date for each step.  
 
Turn back to the Worksheet and write down beside each Goal 
and Step, when you will start the step and when you will have it finished by. 
 
 
 
 
 
 
 

TIP  
 
Be realistic in your time boundaries. Success breeds success. If you start ticking off a few 
easy steps, it’s going to help when you tackle the harder ones.  
It’s like when you write down a list of the things you have to do the next day. 
Always write down a couple of easy quick ones at the top of the list, and not the large, 
difficult, but possibly more important job first. This way, you will cross off a few things 
fairly quickly and get in the swing of achieving.  
 
 

 
 
 
 



 

MAGICAL GOALS  #5 
 
 
 
In the last four issues we have - 
 

• mapped out our goals 
• rewritten them as “measurable goals.” 
• Identified the obstacles/difficulties we will face in achieving each goal. 
• Added “Time Boundaries”. 

 
 
Today we get serious. 
I mean really serious. 
Can you honestly say that you have done ANY of these steps? 
Written a list?  
Or did you read each issue and say,  
“this is interesting but I don’t think I’ll bother doing them.  
I’ll just read the ideas each week.” 
 
 
If you haven’t done ANY of these things, then I seriously suggest you should follow the 
instructions at the bottom of this posting and un-subscribe from MagicCoach! 
Come back when you’re ready to crank up the speed on your business. 
Come back when you’re serious. 
 
 
 
Challenge 5. 
 
A Review Structure. 
 
Unless you stick to the Commencement dates and Finish by dates, there is really not 
much point in doing the planning work in the first place. It probably has been a useful 
exercise to focus on what you want to do by the end of the year. And at the end of the 
year it will be interesting to read that list again to see how well you did.  
 
But to maximise your chances of getting these things done, you must put a review 
structure in place. 
 
It’s the same as a daily To-Do list. At the end of each day you see what things have not 
been done and add them to the next days list if appropriate. You review your progress.  
 
(You should also make sure you take the time to reflect on the things you did achieve, no 
matter how simple.  “Yeah team!” ) 



 
 
I suggest you check your goals once a week. 
 
How is each step going? Are you in danger of running out of time on a particular step? 
What do you have to do to stay on track?  
 
 
(It is always better to try and catch up than to reschedule a commencement or finish date. 
When you start doing this you probably have to shuffle more than just one step.  
If you are missing on a particular step, perhaps you need to break it down into smaller 
steps.) 
 
Your challenge for the week is this.  
 
Commit yourself to reviewing your Goal list each week. Schedule it into your diary. 
When you’ve done that, go over each of the goals and see if there is any fine tuning that 
needs to be done.  
 
This is your first review. 
 
 
Well, there’s not too much more to it than that. Now it’s just your commitment to the 
plan.   
 
 
 
 

TIP  
 
 
Clive Court suggests as well as your goals being Specific, Measurable and Achievable, 
your Goal must be “Controllable”.   
(This then forms the acronym SMAC.)  
 
You must be the one who drives it along. You can’t rely on the whims or decisions of 
other people. Perhaps take a few moments now to consider the Goals you have written 
down and make sure they are controllable by you. (I’ll get Clive to elaborate on this in a 
later issue.) 
 
 
 



More Goal Setting Tips   #6 
 
Keep a Balance 
 

One of the things you should always consider when setting your goals,  
is to keep a balanced Picture. 
Are the goals that you are setting meshing in with your lifestyle? 
In harmony with your aspirations? In life and work? 
Importantly, are they going to be supported by your family and loved ones? 
Will they contribute to their view of the balanced picture? 

 
Accept responsibility for your Goals. 
 

No one else is going to make your goals happen. 
You must accept responsibility for them. 
If your goals are too dependant on other people doing the work,  
then you are losing control . 
The feeling of self-determination is a powerful and motivating influence. 

 
VISUAL 
 

When picking the goals that you are going to work on 
it is vital that you can VISUALISE them. 
You can see your self at the point where you have achieved the goal. 
You can see a picture of yourself... juggling seven balls, sailing from the dock on your 
first cruise ship engagement,  headlining at a comedy club, etc. 
 
“What the mind can conceive, then we can achieve.” 

 
Are your Goals in Alignment?. 
 

If your goals are aligned then a certain synergy will take place. 
As you work on goal number one it should be contributing to the success of goal two. 
Goal two helps goal three and so on. It saves time and focuses your energy. 
 
Some people like to complete one goal before moving on to the next. Others work on 
several at the same time. There is no correct way do this. There is no right and wrong. 
But if you can align your goals, then either way will be easier. 

 
Goal Board. 
 

One of the great ways to keep focused on your goals 
is to make a goal board. We talked about being able to visualise the goal, but this is a 
physical prompter. A constant reminder of what you are working towards. 
Take a corkboard or similar and put it near your desk. Find pictures that will remind you 
of the goals you are working towards. Using the example goals from last week, 
you will stick a picture you have grabbed from the net of someone juggling seven balls, 
some postcards from tropical islands and a cruise ship brochure, or a program from a 
comedy club... with your picture stuck on it! 



ADVICE FROM PROFESSIONALS 
 

Well known magicians offer their advice 
 
 
 
 
 

David Ginn -  Children’s magic specialist 
 

Gary Oulett -   TV Magic Producer 
 

Tim Ellis - FISM medal winner 
 

James “The Amazing” Randi 
 

Billy McComb  - Magical Legend  
 

CJ Johnson  -  Best selling Author   
 

Mac King  -  Vegas funny man 
 

Dan Harlan – Magical All Rounder 
 

Greg Wilson  -  Heir to the Wilson dynasty 
 



Advice from Professionals 
 
 
 
I asked some prominent professionals two Questions. 
 

1/ If you were starting out again in your career of Magic, 
what would you do differently? 
 
2/ What would you do the same? 

 
 
From David Ginn, Children’s magic specialist 
 
Do differently ? 
 
PROBABLY NOTHING. I have built my career from kid hobby at age eleven through 
trial and error . . . the greatest experience in the world. Also, it took me a long time to 
LEARN to be MYSELF and not somebody else. When I first saw David Copperfield 
perform live for 4000 people, I often walked out of his show thinking, “I’m quitting 
magic.  I can never live up to that, never be that good.” But within an hour or two I 
realized that I am ME. I am unique. David Copperfield is a great performer and 
entertainer and an inspiration . . . but he can’t be ME.  I can handle 500-1000 kids in a 
school show performance as well as any magician I’ve ever seen. I know my market, love 
my audiences, and am happy that I am doing what God planned for me to do . . . school 
shows, libraries, pre-schools . . . and writing books about how to do that, plus lecturing 
about it to share with other performers. 

Yes, I guess I’d just do it all the same and make the same mistakes . . 
because that’s what put me here, being me. 

 
http://www.ginnmagic.com
 
 
From Gary Oulett,  TV Magic Producer 
 
Differently this time? 
 
Waste less time learning tricks that had no inherent entertainment value and appealed 
only because of some clever aspect. 
 
The same? 
 
Read everything I could on magic - and see as much non-magic theatre as possible. 
 
 

http://www.ginnmagic.com/


From Tim Ellis - FISM medal winner 
 
Differently this time? 
 
A: First, I would establish a good database facility which would EXPAND with 
technology. It’s important to keep good records of clients and shows, but all the database 
records I’ve used so far have become “outdated” very quickly and I’ve wasted so much 
time retyping all the information over and over. (As a side benefit though, the good thing 
about repeated retyping  is that you actually remember clients, companies and gigs 
instead of relying on the database). Still, given the option, a good database is a good 
investment. 

Also, I would have rather set up a rehearsal discipline earlier in my career. It’s very 
hard, when all you do is magic 24 hours a day, to set aside time to actually rehearse. The 
“free form” lifestyle where you only do things when “inspired” is great for creativity, but 
at the end of the week, there are so many things still left undone.  When you do magic as 
a hobby, you have a limited time after work to practice, so you do. When you can practice 
whenever you want, you tend to put it aside and do other exciting things instead (like Tax 
statements...). A good idea is to schedule your day, just as you would if you worked in a 
“real” job, and try to stick to that schedule as best you can. In the long wrong, you’ll 
achieve more. 

Another thing I would do differently, is to try to put a real purpose into my magic. 
Something I’m still struggling with. Sometimes, mainly at corporate gigs, we achieve it.  

The reason we are there, the reason we are using magic, the message we are giving, all 
blend into one seamless entity. So many times I have heard the MC introduce a  
magician and the crowd seems to say “Why are we watching this?” At least with a 
comedian or a speaker you learn something about the performer. With a magician, 
it’s all about showing off. . It’s a simple concept, adding purpose to magic, but very 
elusive! It’s just too easy to say “Hey, I’m just here to entertain!” Audiences want to be 
entertained, but why magic? 

I would do more theatre training. One thing which is becoming more and more obvious 
to me is how magicians are selfish performers. They can't share the stage with others, 
they can't stand to step back out of the spotlight and let others shine. Some theatrically 
trained performers, like the Flicking Fingers, can do this and it's a delight to watch. 
Multiple performers on stage opens you up to so many more opportunities too. But put 
two or three magicians on stage together and ask them to present a trick... and you'll see 
what I mean.  

 
Finally, I'd try to teach my colleagues that there's more to success than sitting back and 
waiting for the phone to ring. You shouldn't be envious and upset with successful  
magicians, but be happy for them and see what they can teach you. Most successful 
magicians are eager to share their  secrets, but those who need to learn instead are  
often resentful and simply don't want to know. 
  
 



2/ What would you do exactly the same? 
 
 
A: I would begin by trying out as many different styles of  magic as possible. Having 
dabbled in every type of act when I was younger (yes, even doves!) I find it much  
easier to draw on that knowledge when learning a new trick or routine. It also helps me 
when others ask me to critique their acts. I find it much easier to empathise with  
what they're trying to do and suggest ways of being able to achieve it. 
 
Others things I'd do the same:  
Competitions - don't be afraid to lose. The point of going into a magic competition is to 
give yourself a deadline and test yourself. If you win, that's icing on the cake... I mean, 
they're all rigged anyway ;).  
Travel - it's been soooooooo great going overseas, meeting and working with the 
"names" of magic.  
School shows - the perfect venue to try out new ideas and shows. You walk in to an empty 
space, set it up absolutely any way you want, and the audience comes in to see you. What 
a buzz. Then you pack up and do it again, up to 15 a week. If you don't learn from that 
much repetition, you're not going to learn at all.  
Corporate gigs - most people seem to hate the corporate environment, but once you 
understand it, the possibilities are endless. Most of the time you have to be "whizz bang" 
and grab their attention, but now we're starting to experiment a little more, trying to slow 
down, make the experience a little more meaningful and memorable for the audience.  
The escapes - All the escapes and PR stunts I've done, and the TV appearances... yep, I'd 
do them again. They may not seem to payoff at the time, but it places your face and name 
in the mind of the public for "future reference". 
Helping others - though, I'm sure, there are many magicians who don't understand this 
concept, (and probably think I don't either), I think it's crucial that we support each other 
and listen to each other with open minds instead of the "What would he know" attitude. 
 
 
http://www.MagicUnlimited.com
 
 
 

http://www.magicunlimited.com/


 
 
From James “The Amazing” Randi 
 
1/ Differently? 
 
I’d learn more fundamentals, like stage lighting, audio systems, etc.  I had to learn it all 
the hard way, travelling around the world and picking it up from the real pros.  It wasn’t 
easy. 

 
 
2/ The same? 
 
I’d still depend upon good friends in the profession who I had to lean on and look to for 
advice and help.  I had Sid Lorraine, Ross Bertram, Tex Morton, Roy Benson, Jay 
Marshall, Joe Dunninger, and then Harry Blackstone Sr. to help me over the bumps.  And 
I survived.... 

 
 
 
 
From Magical Legend Billy McComb 
 
1/ Differently?..... 
 
I’d concentrate earlier on comedy. People pay more to laugh than to be amazed .Magic 
can be the hook or anything else you are interested in. With me magic was my hobby 
which became my vocation. As soon as I had a workable viable act  I’d get a good 
reliable agent who will work hard for me earlier in my career. One who either has no 
other comedy magician on his books and who is already designated as a hard-working 
agent  OR with a very top comedy magician on his books so that he would know the route 
to take to have me follow in his foot-steps.  That way he would have in me a meal ticket 
for the rest of his days which would be an incentive to him and I would be able to spend 
more time on improving my act. 

 
2/ The same?  
 
I’d still put all my savings in real estate. That way, like now, as I get older (eighty next 
year) I am more selective in what I do by selling a house every time I need money. Once 
you have one house you can use that as equity to buy another and put tenants in at 
enough to pay the mortgage and possibly enough over to maybe buy the next house 
money down. Just make sure the real estate market is sound and in an area which is 
progressing favourably all the time. 

 
 



From Best selling Author - CJ Johnson 
 
1/ Differently? 
 
Simple to answer.  I’d listen more and talk less.  Magicians have a tendency to want to 
talk about themselves too much.  As I get older (and hopefully wiser) I’ve learned that I 
can learn a lot more by listening than I can by talking.  While I still talk a lot, I do spend 
more time listening nowadays. 

 
2/ The same? 
 
You know, this is more difficult to answer than the first.  On the surface I recognize that 
I’m where I am in life because of both the good and the bad choices I’ve made so I 
wouldn’t want to change anything.  Therefore I’d have to say I’d do everything exactly 
the same.  BUT - that’s not really the case.  I think the one thing I’d do the same is to 
always try to learn about business as much as about magic.  Growth is crucially 
important as an artist and as a business person and learning from others is the best way 
to grow. 

 
 
From   Mac King    Vegas funny man 
 
1/ Differently? 
 
I would spend more of my college time learning about business, law, and the stock 
market. 
  
2/ What would you do exactly the same? 
 
I’m glad that as I was learning to be a magician I concentrated on doing magic for as 
many people as I could, in as many different venues as possible. I’m glad I read as many 
magic books as possible. I’m glad I learned to listen.  

  
http://www.mac-king.com  
 
 
[For two very funny stories from Mac click the Mac’s Mac Link.] 
 

http://www.mac-king.com/


 
From   Dan Harlan   
 
1/ Differently? 
 
Everything I’ve done, only quicker! Get your mistakes out of the way as fast as you can. 
Some are avoidable with proper advice, but many you just have to experience for 
yourself. Failure is the only way to learn how to succeed. 

  
 
 2/ What would you do exactly the same?  
 
I saved enough money to live on for one year while I was establishing my magic career. 
That is the best thing I could have done. It will take a while to get the momentum going so 
you really don’t want to worry about your bills during that difficult stage. 

Dan Harlan 
 
 
 
 
 
From Greg Wilson 
 
1/Differently 
 
1)    If I was to begin my career in magic again I would focus on performing more close-
up and parlor style magic.  I have spent many years performing as an Illusionist all over 
the world. With that experience to reflect on, I have determined that, from a business 
point of view, I could earn nearly the same "net profit" from smaller magic without the 
physical pain and expense of moving and maintaining the Illusions.  
And every client wants your newest Illusion, which takes Thousands and Thousands of 
dollars to perfect.  Illusionists who do not invest the proper time and money into their 
props and presentations diminish the perceived value of the artform by "cheapening" its 
appearance. 
 
2)  What would I do the same -  it is very simple 
 
Practice, Practice, Practice!!! 
 
Hope that this helps your readers in their endevors to perform and earn a living with 
magic.  I have been doing so for 30 years, and would do nothing else. 
 
The other day we were performing at the McComb Center for the Performing Arts in 
Detroit MI, USA.  This is a 1,500 seat beautiful theater.  It was the 4th perfomance that 
day to yet another sold out audience, and as I presented our closing Illusion, Excalibur, I 
remembered my childhood. 



I remembered watching Doug Henning on Broadway and on tour, Harry Blackstone Jr. 
starting his tour that led him to Broadway, David Copperfield as a young man on the TV 
specials with my Father and me, and of course my Father, Mark Wilson .    
 
And I thought, as a child, that someday I might grow up to be a great magician, and do 
those incredible Illusions  -  and there I was, on stage with a wonderful audience, on 
tour in America doing exactly what I had dreamed of as a kid... 
And that out there in the audience, is another child, watching my show having the same 
dream of becoming a magician, instead of something that could really make money for 
him like being a doctor, or a lawyer, or the owner of a McDonald's franchise. 
 
Best of luck to you all, 
 
Sincerely, 
 
Greg Wilson 
 
http://www.wilsonmagic.com
 
 
 
 
[Very interesting comments on the Close Up / Illusion pay off from Greg. How many 
young magicians grow up dreaming of the “BIG SHOW” and give up entirely in 
frustration of not being able to achieve it. Yet in reality a very profitable living can be 
secured in many other areas.] 

 
 
 
 
 
 
 
 
 
 

Thought for the week 
 
 

Advice from Woody Allen 
 

“Ninety percent of success is in showing up” 
 
 

 
 
 
 

http://www.wilsonmagic.com/
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What’s The One Question that’s worth Thousands?? 
 
 
 
 
 
 
This is a technique that can be used by everyone from birthday party acts to multiple 
thousand dollar corporate acts. 

 
The question, which can be inserted into a booking inquiry conversation is this  

 

“who have you used in previous years ?” 

 
Now obviously this is not going to be applicable to every possible job that comes your 
way, but for those where it fits it’s a very powerful tool. 

It lets you know early in the conversation the type of event the person is planning. It also 
delays the moment when you need to quote a price. The longer you can get information 
from the client and establish your credentials and benefits before you name a price the 
better. 

For those performers who offer a range of options or different acts it is perfect.  

(Or if you are a performer who is a little bit flexible on your pricing structure then this 
information will help you get more hits with your pricing quotes.) 

They may answer the question by saying that last year they used Flopo the Clown , who 
you know works for $50 for an hour show and includes two hours of walkaround.   

Alternatively, they might reply that they used James Splash.  Now you know that they 
probably paid $1500 and probably were happy with a 30 minute show. 

This information is very valuable.  

You can also use it as a screening process. Are you going to send a Video and spend an 
hour working on a custom proposal if you know that last year they paid $50 ? 

So, when the phone rings later today and someone asks how much you charge for a show, 
ask the question!!!! 



Turning A Price Shopper Into an Advocate 
by Tim Mannix 

 
 
 
 
If your town is like mine, the competition factor is continually increasing as the 
entertainment market grows.   However, I will say for the record that I do adhere to the 
belief that there is enough work for all of us, so I willingly pass this tidbit of information 
onto my fellow performers. 
 
Since running my own ad for the last year and I have quickly become accustomed to the 
price-shopper. This type of shopper when calling doesn’t particularly seem interested in 
fact-finding about my experience, expertise or the type of show that I offer.   
 
Price is their hot-button.  They desire the bottom line price and have every intention of 
hanging up as soon as possible and continuing their dialing-for-quotes.   
 
Their thinking seems to be “all magicians are the same, so what’s the difference except 
price?”  The answer seems to be education. 
 
Therefore, one of the techniques I utilize is to begin asking them as many questions as I 
can about their event or child’s party.  Once I engage them, I can begin building some 
sense of rapport and educating them about my show and me.  The idea is to elongate the 
phone conversation and to gather as much information as possible, which will aid in 
personalizing our brief encounter.  Courtesy is foremost, but I begin by informing them 
of specifics about my show, i.e. intense audience participation, appearance of a rabbit, 
balloon animals, etc.   
 
This added information helps to create intrigue and can entice them to ask questions that 
they might never have thought to ask themselves. 
 
Obviously, price comes up quickly if they haven’t already asked in the first sentence, and 
I quote my price to them with a ring in my voice that says “And it’s so inexpensive” and 
wait for reaction.  When the caller begins the impending hang-up , I ask one final 
question, “How much did you have in mind?”  I steer clear of asking them about their 
budget or what price they’ re willing to spend since they can quickly advise me that I am 
out of range. This question brings about a dollar quote from the caller.  Regardless of the 
price they quote, I inform them that I offer a discount if they are willing to be listed as 
one of my testimonial contacts.  I explain that it affords me a list of individuals who are 
willing to be contacted regarding my show.  I am confident in my show and ability so, 
this can provide me with an additional positive referral source.  The response is usually 
positive. 



 
I have turned many shoppers into advocates by offering a $25 discount.  My feeling is 
that it is a  win-win situation for everyone, and it beats losing them as a client.  As long as 
the customer feels they are getting a deal, they will usually book me.  Many people have 
called back since my competitors don’t seem to offer such opportunities.  This technique 
assures that my referral list gets continually updated and generates an invaluable source 
when I encounter a client who requests unbiased feedback from individuals who have 
booked me in the past. 
 
To date, I have found only two occasions where clients have requested my testimonial 
list, and they usually call only one person on the list, which is my most current show.  
Also, be sure to include show dates next to the contact name. 
 
Good luck, 
 
Tim Mannix 
Los Angeles 
tjmannix@flash.net 
 
 
 
 
 
 
 
 
 

Thought for the week 
 
 
 
 

"Every day we slaughter our finest impulses. 
That is why we get a heartache when we read those lines written by the hand of a master 
and recognise them as our own, as the tender shoots which we stifled because we lacked 

the faith to believe in our own powers, our own criteria of truth and beauty. 
Every man, when he gets quiet, when he becomes desperately honest with himself, is 
capable of uttering profound truths. We all derive from the same source. There is no 
mystery about the origin of things. We are all part of creation, all kings, all poets, all 

musicians; we have only to open up, only to discover what is already there". 
 

Henry Miller 
 
 

 



SURVEYS 
 

The Magical Marketers Secret Weapon 
 
Knowing exactly what your clients & audience wants and expects, is the first step in 
being able to provide it successfully. 
 
 
All your fancy promotional pieces, teaser postcards, snappy lead generation adverts etc, 
will not be effective if they are promoting the wrong benefits and features. 
 
I was prompted to write this short piece after dropping into the Marketing Forum. 
Someone who wanted to break into a specific market, Libraries, had asked what libraries 
were looking for. 
 
The answer is simple. Ask them! 
 
And this simple strategy can be used in a huge range of markets. And it works on many 
levels. 
 
Lets take the library example. 
 
How many are there in your market area. 20?  50? 2? 
 
You have to obtain the mailing addresses anyway so this can be the first step.  
 
Then compose a short letter on letterhead explaining who you are and asking for their 
“help and advice”. (Dale Carnegie often said that one of the quickest ways 
to form a relationship with someone was to ask their advice.) 
 
I would explain that you were planning to put together a specific show the following year 
and were doing research. You would be grateful if they could take a few moments  
to fill out the survey. 
 
Here are some thought starters - 
 

What are they looking for in a library program? 
Is it for - education/ traffic building/ or ..  etc 
Who have they used in the past? 
What did they like/dislike about their program 
What sort of size crowd do they get. 
What sort of program would they like to see offered 
that isn’t being offered now? 
Who makes the decisions about booking programs? 
Are there any “official” guidelines you should be aware of? 
What sort of Promotional & Support Material 



would they like provided?  
Any other bits of advice they could offer? 

 
 
OK, you would need to re write them to suit. Note, the open ended “any other advice” 
question is great for getting honest responses. 
 
I would do the survey questions on a separate sheet but make it SIMPLE. Don’t ask all 
the questions. 
Perhaps just 4 or 5. 
If you wanted you could ask different targets different questions, to get an overall picture 
of the market. You can try different styles of questions  
e.g “on a scale of 1 to 10 how would you rate ….” 
 
 
 
Important points. - 
 
 
Make sure you make it easy to respond. 
A stamped self addressed envelope. Prominent FAX number on the question sheet. 
 
Make sure they can respond anonymously if they want to. 
 
Offer an incentive to respond! I usually give copies of my “Whimsy Audio Tape” 
but you might have a book or voucher or something. 
 
Obviously to receive the Bonus they have to supply the contact name address. 
 
Now, you don’t have to mail out to your whole target list. Send them out in bunches and 
see what happens. Alter the questions as you go as you come up with better ones or need 
to fill gaps. 



 
The Survey works on many levels!!! 
 

1/ It makes you create a Mailing Data list, which would have been the first step of 
a campaign anyway. 
 
2/ You are getting your name in front of people. You will be surprised how many 
people will suddenly ring straight back and try and book you immediately. Your 
professional approach will show and will impress them! 
 
3/ When you do get back to them later, they may not remember where or when 
they heard about you, but there will be some  
extra name recognition. 
 
4/ You may have easily established who makes the decisions at that particular 
venue and using what guidelines. You know who to ring when ready. 
 
5/ And best of all, you know what they are looking for in a program. You adjust 
your promotional pieces to match, you use the Words and Phrases that they use, 
and you echo their concerns. You provide the solution to their problems. 

 
 
You will definitely improve the effectiveness of your mailings and promotional pieces 
using surveys if you “hear” what they are saying back to you and adjust to meet this.  
 
But excitingly , you may discover that a particular market is actually looking for 
something quite specific that you had not thought of or has been overlooked by the other 
performers in your area. If you are able to fill this need then the possibilities are endless! 
If no one is doing it, then suddenly your market has become much bigger. 
 
 
 
 
 
 

Thought for the week 
 
 

"Comparison, a great teacher once told me, is the 
cardinal sin of modern life. It traps us in a game that 

we can't win. Once we define ourselves in terms of 
others, we lose the freedom to shape our own lives." 

 
Jim Collins, author, lecturer, and entrepreneur 

 
 



Is Barter Really Money In Your Pocket? 
By Frank Buono 

 
 
 
While brainstorming ideas to make more money with my magic, I remembered that my 
father used to say it’s easier to save a dollar than earn a dollar. 
 
With that in mind, I realised that my wife and I spend between US$80-100 per month 
dining out. I quickly realised that I could barter my strolling restaurant act for gift 
certificates (or points) for meals; thus, saving us the $80-100 per month. That really is 
money in your pocket - or, should I say, money not leaving your pocket... 
 
Performing in a restaurant, for example, for barter also offers other benefits. It’s an 
excellent opportunity to market your magic from table to table. There’s potential 
income from tips. And you can break in new material. Further, you can entertain 
and impress potential clients at no cost to you. 
 
This is done by offering the meal gift certificates to potential clients or people that can 
help market your show - like your barber  
(“In What Industry Do They Gossip All Day, Everyday?”).  
 
These folks will be coming to see you perform, or “showcase”, your act and their meal 
will be paid for with your gift certificates. The benefit of this could range from word of 
mouth promotion to winning a big booking. 
 
Performing in a restaurant is an example of how I took the idea of using barter and put it 
into action. You can apply the same idea to the shows you offer and your needs. I’ve 
heard that there are barter/co-operative associations that are large and have a lot to offer - 
refer to your phone directory, Better Business Bureau, or Chamber of Commerce for 
more information. 
 
 
 
 
 
~~~~~~ 
 
 
MagicCoach Comment 
 
The Magic Barter issue is one of the magic industries contentious issues.  
Some people swear by it. Others swear about it. You have to make up your own mind. 



CHARITY BEGINS AT HOME 
 

 
It’s something that every performer has to deal with. Endless requests to do “charity” or 
“free shows”.  Depending on your profile in the marketplace where you work, these 
requests may be very frequent.  

 

The old saying goes  
 

“the only thing you will get from doing free shows, 
 is offers for you to do more free shows.” 

 

Here are a few strategies to think about that may help you deal with these requests. 

Before I discuss them however, I must point something out. When you read the ideas, 
they may seem to all be ways to avoid doing “charity” shows. I do believe strongly 
however that you should do some each year. Put something back. It’s just if you are not 
careful, the amount of them can snowball. 

 

(We have a number of charities we will always do a show for each year if we are asked 
and we also turn our office set up (phones, computer and manpower) over to a volunteer 
organisation for one day each month. This adds up to quite a lot of time and energy each 
year, though I’m sure many of our readers do a huge amount more. The trick is to find the 
balance.) 

 
IDEAS 
 
Make a plan.  

Decide how many Charity shows you will do in a year and stick to it. Perhaps only agree 
to do certain shows in your quiet months. 

Decide which Charities you will support and stick to it. 

Don’t feel guilty about turning them down. 

Question the Request. 

A common approach to performers is that “everyone” is donating their time & services.  
This is often not the case.  Hotels providing Space, Service, Food etc is somewhat rare.  
Likewise Production companies tend not to give it away, with the amount of capital tied 
up in big black boxes.  The people putting the event together may well be professional 
organisers.   Find out what the situation really is and then make your informed decision. 

One strategy I have used a lot in the past is this. It helps deal with the phone inquiry 
quickly but leaves you looking like a good guy. 



Ask for the request to be in writing! 

Explain to the caller that you do a set number of charity shows each year, but you must 
know what the group is, their background  and what they are raising money for.  Could 
you send that in writing so you can discus it with your partner. 

(This of course can be your family, bank manager or dog, but it makes sense.) 

Guess what? Asking for the request to be in writing will eliminate MOST callers! They 
will just keep ringing around trying to find someone. Anyone. A commodity.  If the really 
want YOU, they will request you in writing. 

 
Make sure when you do agree, that you get a good return on your time and energy. 

If there is a printed program or advertising, make sure you are in it and your contact 
details appear. 

Use the PR strategies we have discussed in earlier articles to organise your own Press 
stories. Ask the organisers if they have contacts in the media, you could contact.  Add 
them to your press book. 

Ask for Contact details of everyone attending. 

Get permission to distribute cards at each table. 

Merchandising!! Not only should you be prepared to offer some product after your show, 
but you should utilise at least three of the strategies discussed in the Merchadising 
Masterclass to multiply those sales. 

Get organisers to help you with the Sales, Get the Introducer to bring up the topic of 
Sales and consider a Profit Split. 

 
 
(All of these strategies and many more are discussed in greater detail in our best selling 
Multiply your Merchandising MasterClass. 

We show you how to do it, why you should do it and give you resources and ideas to use 
immediately! 

Details here  
http://www.achieving.com.au/mcmc1
 
Available as an Ebook pdf format, or Hardcopy. 

 
 
The other area of course with Charity and Fund Raising shows is to do a profit share. 
Kramien, Chuck Jones and many others have toured the world for years with various 
variations on this theme. This field is huge, exciting, complex, and fraught with risk, 
disappointment and possibly great profits.  I hope to give you an overview of this field in 
an upcoming issue. 

http://www.achieving.com.au/mcmc1


 
CHARITY BEGINS AT HOME     Part 2 

 
 
Quite a lot of feedback on the tricky “charity show” dilemma. Here’s two readers 
comments that add a few ideas to how you can handle them. 
 
~~~~~~~~~~~~~~~ 
 
Your article on Charity shows was wonderful. I have one idea that works for me. When I 
am contacted for a charity event, I explain that while I am a charitable person, I make my 
full-time living as a magician and have no problem with a free show as long as I am able 
to cancel my commitment if a paid show comes along. This is always rejected. I then give 
a set discount for the show. It can be a percentage or a fixed rate reduction from my 
normal rates (It does not have to be high). I then book the show with a contract.  
 
Next to the price, I write that this is a special non profit (charity) price.  
 
When I do the show, I get to give out my cards. When the charity is contacted for info 
about my number & price, they will usually tell the inquiring person that they received a 
special price. This prepares the potential client for hearing a higher price.  
 
Taking the charitable show in this manner is a win win situation. They get a discount on 
the act they want and you get a fairly good paying show with the opportunity to receive 
more work at full price. 
 
Keep up the good work, 
 
Allan Sherer 
 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
 
Divide the groups up into true charities, NPO’s doing benefits and free shows. There is 
nothing wrong with doing come charity work.  Good publicity and you feel good too.  
You have to limit the # you do each year like it says in the newsletter and a good way to 
do this is to pick the charities you want to work for and approach them.  You simply 
explain to the groups that solicit you for charity shows that you work for a certain number 
of charities each year and your schedule is currently full.   

 

Let them send a request for the next year in writing.  NPO’s (Not for Profit 
Organizations) often sponsor benefits for charity work, but they also have parties for 
members.  Make it clear that you only work for a certain number of charities each year, 
but that you would be glad to help them out with a benefit (for which they will likely 
charge to cover their expenses) and you can quote them a discount rate.  You will likely 
be talking with a project chairman that may have the responsibility of hiring 



entertainment single-handedly.  Ask what his budget is and offer to work for less than the 
budget amount (unless it is very low).  He’ll look good for saving the club money and 
you will get an extra job.  Same strategy for the member parties, with fewer discounts. 

The free show group has the audacity to try and get you to work for free on a money 
maker for their club.  I have been called to work for free on carnivals and church fund 
raisers.  Unfortunately, the people who have approached me to work for free on their 
fund raising projects have not been forthright about their intentions and this has caused 
misunderstandings on three occasions.   

 

A few years ago, I put in a great deal of work planning a major show for a local carnival 
that I knew was a huge fundraiser for the sponsoring organization. 

The contact person claimed to want to “hire” me to do a big show and I even offered to 
MC the beauty pageant for free.  After turning in three proposals I was informed that they 
expected me along to work totally for free and find other performers and, I presume, pay 
them out of my own pocket.  On this occasion and two others I found that when 
approached they talked really “big”, even unrealistically.  Next time I get a similar 
request it may be a signal of a similar situation and I won’t put in as much work planning 
a package for them or offer to work free on any part of the project unless they agree to 
hire me for the initial fee I quote them. 

 

Magically                 Marty Ransford 

 
 
 

 
 
 
 
 
 
 

Thought for the week 
 
 

“He’s a man way out there in the blue, riding on a smile and a shoeshine. 
And when they start not smiling back - that’s an earthquake....  
A salesman is got to dream , boy. It comes with the territory.” 

 
Arthur Miller 

 
 



Competitors- Love 'Em or Hate 'Em? 
by Terry Parrett 

 
How do you feel about competition? For many magicians, the word that there is another 
magician in their market strikes terror in their hearts. After all, that's just one more guy 
who's going after the shows you're trying to land, which means less work for you. That 
seems to be the conventional thinking among magicians, and to my way of thinking (and 
that of some pretty knowledgeable marketers), it's completely wrong. 
 
To most magicians, the potential market is a finite, pre-set amount. Since most weekend 
warriors are trying to work birthdays, the feeling is that since the pool of potential 
birthday parties isn't increasing, a new face in the mix is cutting into our turf. Every 
birthday the other guy lands, is one we aren't going to get. That may be true, but think 
about it- how many birthday parties can one person do in a weekend? I don't think it is 
possible or desirable to do more than 4 or 5 birthday shows a day (Personally, I don't like 
to do more than 3 a day, but I'm just lazy!) So is that one new guy really taking that much 
work away from us, or are we just using it as a reason to justify our lack of marketing 
activity?  I feel it is the latter, and I'll tell you why.  
 
A truth of consumer behaviour is that competition actually increases the size of a market; 
the more players in the game, the bigger the game gets. Think about the situation in small 
towns located off an interstate highway- aren't all of the restaurants located right across 
the street from each other? When a new Burger King opens up, don't they almost 
invariably open right by McDonald's? I used to think this was dumb, but a while back I 
read a book called "The 22 Immutable Laws of Branding", by Al Ries. In it, he states that 
this is done deliberately by Burger King, and that as a result of this behaviour, traffic 
increases for BOTH restaurants. Lets face it- if you're driving along the highway, and you 
see a sign that shows ONE restaurant at the next exit, you're less likely to get off than if 
the sign indicates there are 10 restaurants. The lone restaurant doesn't attract as much 
traffic as it would if it were situated in with the others.  
 
This doesn't just apply to restaurants. In New York City, for example, there is an area 
known as "The Diamond District". Basically, it's a collection of jewellery merchants, all 
located within a few blocks of each other. In some instances, competing vendors even 
open up in the same store, as a sort of mini-market. In my town, there is a stretch of road 
that contains about 20 auto dealers. You would think initially that each takes away from 
the other, but in both instances, when someone wants to buy a car, or a piece of jewellery, 
they know exactly where to go. The level of competition has raised consumer awareness, 
and each merchant benefits from being located near his competitors. 
 
Well, what about magicians? How does this apply to us? I would submit that the concept 
is exactly the same. Think about Las Vegas- it seems like you can't swing a dead cat* 
without hitting a magician, and yet the showrooms are filling night after night. More 
competition creates higher demand. Can't get into Siegfried and Roy? Go see Lance. He's 
sold out? Go see Dirk Arthur. People go to Vegas expecting to see a magic show, and the 
casinos know that competition  is good for everyone. If people want to see Siegfried and 



Roy, they may end up going to see someone else- that person has benefited from S & R's 
notoriety. 
 
Think about magic specials. Technically, they are competition for live performers, right? 
After all, if someone has just watched David Blaine, they don't need to see ANOTHER 
magician at their company picnic, do they? And yet any performers find that bookings go 
up when magic is on TV more. Awareness of our product is raised by our competition. 
 
So, rather than gnashing your teeth about your competition, do what I do. Embrace them 
(figuratively- I'm married!). Give them your overflow work- you will be surprised how 
much work comes back to those who give it out freely. Some performers in my market 
know that I am a very good source of overflow work. Rather than disappoint people who 
call me when I am booked, I give them 3 or 4 names of performers whose work I know is 
good. I even tell the caller-"If none of these performers are available, call me back, and I 
will help you find someone else."  This is an interesting concept I learned from a hotel in 
Las Vegas, and it works WONDERS. 
 
When I graduated from college, a buddy and I decided to travel to Vegas. The way I like 
to travel is with no reservations, and only a rough idea of where I am going to end up. We 
arrived in Vegas without a hotel, and found many hotels were sold out. We went to 
Circus Circus, which had a unique policy- if they don’t have a room for you, they will 
call other hotels and find you one. With a policy like this, you can bet that Circus Circus 
gets a lot of business. For years after that trip, I would make CC my first stop, knowing 
that if I couldn't stay there, they'd help me find a room. 
 
Compare this with the phone call you get from someone looking for a birthday show. 
"Sorry, I'm booked." CLICK. Think you'll ever get called back again? On the other hand, 
if you help them find someone who is good, it is possible that performer may get the call 
next time. It's also very likely that they will remember how helpful you were, and they 
will want to get you instead. After all, you were so good, you were booked before the 
other performer, so you must be even better than he was! 
 
I realize this is a somewhat strange, non-magic related column. But I think it's an 
important topic. I get very sad seeing magicians being friendly to each other at club 
meetings, and then tearing each other apart behind their backs because the other 
performer "got my show". There's more work around than any of us can do- the more 
people see magic (good magic!), the more demand will be stimulated. That's good news 
for all of us, so build up a network, and start giving away some work! See you next time! 
 
*- PS to Animal Lovers. It's just a figure of speech- I have 7 cats myself- all alive, all 
unswung. Relax. 
 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
Thanks Terry, 
This article first appeared in Richard Robinsons terrific "All Magic Guide" and is 
reprinted with Terrys  permission.    



TESTIMONIALS 
 
 
Testimonials and advocates are two of the most powerful weapons we have. 
This week we look at testimonials. 
 
 
Have you got a bulging file of glowing testimonial letters? 
Or do you wonder why people don’t send them to you? 
You do a great show, everyone raves, then nothing! 
 
Well, you have to ask for them. 
It’s as simple as that. 
You ask for one and you make it easy for them. 
 
 
A few strategies. 
 
If when talking to the client after the event they say wonderful things, thank them and 
then ask if you can quote them. The next morning write back to the client. 
And ask for a testimonial. 
 
 
These are some of the points that should be mentioned in the letter. 
 
Thank them for using you. 
Remind them if appropriate what they said the night before. 
Remark on any other feedback you received from guests/ clients. 
Mention how  Recommendations and Testimonials are an integral part of your marketing. 
Mention how feed back is a way that you develop. 
Explain how you realise they are incredibly busy ...   but if they could take a few 
moments to put down on letterhead their thoughts on how the program was received 
and how they found working with you. Leave them with the idea that they can use you 
for advice or shows in the future. 
 
You obviously need to put this into your own style of writing. 
 
# 
One of the added benefits of writing a thankyou/request letter is that it strengthens the 
relationship between you and the client. 
 
It isn’t just a business transaction that is now over. Once this sort of relationship is 
formed they are more likely to remember you for further work or recommend you to 
others, something we will discuss in the advocates article.. 



 
I like to leave that feeling with them. That they can ring me up and ask for advice. 
Very seldom would I do two years running for the same group. But I like that person to 
ring me up and ask my advice. I’ll recommend a couple of alternatives who I know will 
do a good job.  
 
This is valuable for a couple of reasons. 
 
1/ It protects them from booking a terrible act and putting them off using any acts for 
years. 
 
2/ I’ll get “brownie points” from the people I passed on the work to. 
 
“Pass on enough work and it will start coming back to you.  
Help others get what they want, and you will get what you want.” 
 
Testimonials Part 2 
 
Last week we discussed that to maximise your chances of getting testimonials 
you should ask for them.  
 
We also framed the request by either quoting the clients own words and cueing them to 
write about “how the show was received” and “what it was like working with you”. 
 
Some other points. 
 
To also maximise your chances you should of course make sure you do a killer job. 
Be better than they thought you were going to be. Do more than they expected. 
 
You should also make it easy for them.  
In the request letter, include some samples of other testimonials to act as a guide. 
You can actually write a sample testimonial that uses their words from the night before.  
 
Another way to get quotes and testimonials is to use a feedback form. 
Send it to the client after the job. 
Frame the questions so that you get comments, rather than just a rating score. 
If they hated you, they probably will not send it back. 
Add a line “Can we quote you ?” or “Comments may be used in promotional material.” 
 
Feedback forms are an excellent tool in a Defined Market Campaign. (We will discuss 
this in more detail in a future issue). Then you are providing Testimonial quotes from 
people your target readers possibly know, recognise or admire. They may ring them 
directly to check you out. This creates a snowballing effect. 



 
If you are using a feedback form, make sure you use it as a performance & business 
improvement tool as well as a Quote Generator. 
What did you like best?  
Is there anything we could do better?    Etc. 
 
In some business situations, you will also be able to hand out feedback forms directly to 
the audience. It happens all the time and not only will you get some good quotes you will 
learn some interesting things. 
 
Important point. Make sure if you are sending out promotional material with either quotes 
or whole letters, that the person quoted was actually there! 
 
I was speaking to one of the leading Bureau managers in Sydney recently and she 
remarked that she was still amazed at the number of letters she sees in Speakers and 
Entertainers promotional packs that are incorrect. 
A new Agency / Bureau or Client is going to ring some of these people up! 
They want to know first hand what your show is like. 
 
If the person quoted says “ Well actually I was not in the room at the time but I heard he 
was very good”, your reputation has not really been improved. 
You are presenting a confusing picture and they may feel they have been deceived. 
This is not the sort of deception we should be practising. 
 
Use the techniques discussed in this and last weeks issue to get strong and accurate 
quotes and letters. 
 



Obtaining Testimonials  -   
John Kaplan 

 
 
##### Comment ##### 
 
One of the interesting ways that MagicCoach has developed over the last 90 issues, is that 
it has become the premier way that you can sample the writing and thoughts of many of 
the magic marketing experts, with no signing up or giving up your email address to 
request a free report etc. 
I think the value of this will become more apparent as the year goes on. New books and 
manuals will continue to flood the market but to succeed they will need to be more and 
more focused on specific market areas and techniques. 
 
This weeks book extract is a perfect example. John Kaplans “Fund Raising Magic” really 
spills the beans on the way he has successfully promoted Fund Raising shows for many 
years. And what is terrific about his approach is that it does not involve “Telephone 
Promotion” or “Percentage Deals” both of which have put many magicians off working 
this lucrative market for years. 
 
The other aspect of Fund Raising shows is that you can target any level you want. For 
those of you who do small one person shows there are plenty of opportunities.  And 
likewise if you have a big Illusion show there are plenty of others. I’m just updating the 
testimonial page for John’s course as many new ones have arrived over the last month 
from lots of very happy customers.  
And speaking of testimonials, this is what this weeks extract is all about.  
 
##### Comment ##### 
 
Testimonials have always been the main driving force behind marketing my show.   
When you’re not a “David Copperfield” … when you’re not a known performer … what 
others have to say about you carries far more weight than anything you could ever say 
about yourself.   
In this business of fundraising for community groups, you need testimonials on at least 
two fronts:   
The high quality of your show & its ability to raise money for sponsors 
 
It doesn’t hurt to have some nice comments about other aspects, too, such as the manner 
in which your business dealings are handled, and the quality of the Project Kit materials 
and sponsor support you provide. 
 
As with press reviews, I’ve developed a very simple “system” for obtaining testimonials.  
Constant use of this procedure has resulted in dozens and dozens of quality testimonials 
from community groups that I’ve worked with.   
 



The key component of my testimonial acquisition system is the Questionnaire.  I make 
sure that every sponsor of my show receives one of these following a performance.  It’s a 
very simple fill-in-the-blanks form.  I include a copy of it with the Fundraising Magic 
course.  By the way, when I give this Questionnaire to the sponsor contact, I also include 
a self-addressed stamped envelope.  (Naturally!). 
 
The Questionnaire provides an opportunity for sponsors to give me direct feedback on the 
two areas I’ve mentioned above, as well as some other very specific areas that gains me 
some very useful information.  I learn about the level of their success with the project.  I 
learn of any unique promotional strategies they may have developed, and any useful tips 
or suggestions they might have.  So, besides being a great tool for obtaining testimonials, 
it often provides me with new material to put into my Project Kit Updates and 
newsletters.  
 
I make several copies of these Questionnaires when received.  One copy goes into the 
sponsor’s file.  Another copy goes into my general file for the respective tour.  I also have 
a file for Questionnaires to be reprinted, where another copy will be put. Really great 
Questionnaires are reproduced “as-is” and included in the sales letter package that I send 
out to leads.  This is one of the ways I use these sponsor “report cards” to generate 
bookings.  I’ll also re-type sponsor comments from these Questionnaires into my 
computer so that they can be used as random testimonials or photo captions in sales 
letters and flyers.   
 
Photo captions?  Ah, yes.  The all-important photograph of me with my sponsors.  Let me 
tell you about this … 
 
Quite some years ago I developed the habit of taking a group photo of my sponsors, cast 
and myself at the end of each performance.  I’ve found it added to the camaraderie of the 
event.  After meeting and getting to know this wonderful (usually!) group of community 
organization volunteers through our work together, it just seemed to be a nice touch to 
take a photo of everybody to record and remember the event by.  Let’s them know that 
they’re not just another client, but that my cast and I genuinely enjoyed working with 
them as people.  
 
Plus, these photographs have served me very well on a couple of other fronts.  
 
For my post-show sponsor follow-up, I always put a print of the photo into a “Thank 
You” card that I send to sponsors.  It’s a nice warm fuzzy – usually unexpected and 
generally really appreciated.  And if they haven’t already returned my Questionnaire, I 
believe that it helps persuade them to get that done for me (a little “guilt”, perhaps?!?).   
 
Another extremely valuable use of the sponsor photos is in the marketing of my show.  
Testimonials are great, but for my money when you can put a testimonial alongside of a 
picture of the people speaking those words it multiplies credibility a thousand-fold.     
 
Let’s get back to the Questionnaire for a moment.  Besides being a terrific way to build a 



stack of sponsor testimonials, it’ll also help you evaluate your performance and maintain 
“quality control” over the service you provide.  If more than one group repeats the same 
negative observation, you may have a problem that needs to be dealt with.   
There’s a great example of one such situation that I encountered, covered in Section 5 of 
my course. 
 
Use this Questionnaire approach to building your testimonial file.  It’s far easier for a 
sponsor to fill-out one of these things than to take the time to write you a letter ... and 
you’ll get testimonials on the areas you want. 

~~~~~~~~~~~~~~~~~~~~ 

Terrific ideas here and typical of the content of 
Fundraising Magic by John Kaplan 
 
 

If you have already read the info pages I suggest you go back and have another look, as 
the testimonials have been updated and make very interesting reading.  Check out the 
well known names!)  

 
 
 
 

Thought for the week 
 

Nothing in this world can  
take the place of persistence. 

  
Talent will not; nothing is more common  

than unsuccessful people with talent.  
 

Genius will not; unrewarded genius  
is almost a proverb.  

 
Education will not;  

the world is full of educated derelicts.  
 

Persistence and determination alone are omnipotent. 
 

-- Calvin Coolidge (1872-1933) 
   30th president of the U.S.A. 

 



Your A Team 
 
 
The last two weeks we discussed Testimonial Letters and how to get them. 
Another technique that you can use in the testimonial request, is to ask if there are any 
other people the client knows who could use your services! You are asking for referrals!  
 
But today we look at advocates. Your client, in referring people to you is on the way to 
becoming an advocate. A person who will speak in your favour. Who will spread the 
word. 
 
# 
 
Make a list of twenty people who will go out of their way to help you and your 
business. Your advocates.  
I don’t know who yours are. You might work with them, they might be in the same 
business or parallel ones. It might be a supplier, a printer, a neighbour, a family friend, a 
booker or an agent. 
But the one thing they have in common is that they will speak up for you.  
Recommend you, give people your number, talk about you at their club.  
 
They are your A Team. Don’t just keep adding and adding names.  
You want the core, the best, because you are going to look after them. 
 
You are going to keep in touch. 
 
Once you have your list organised, print it out as a document and keep a copy handy at 
your desk or in your diary.   
 
Now, here is the key.  
Never let these people get further than 30 days away from you! Plan some sort of contact 
with all of them each month.  
Phone call, fax, postcard, copy of an article of interest etc.  
If you make some form of contact, note it down on your list. 
At the end of the month, see if everyone has a tick by their name. 
If you have missed any, do something straight away. 
 
You can also use the page to jot ideas down on how you can help them. 
Remember, helping these people get what they want, will help you get what you want. 
It’s the way it works 
 
Each month print out a new sheet and make sure you action the ideas you came 
up with. Every three months review your list. 
Should you add anyone? Remove anyone? Why? 
 
This is a very effective tool.   Try it and see. 



In Silhouette 
 
 
 
I was reading during the week an interesting interview with Matt Groening. 
 
The creator of course of The Simpsons, which after 13 years must be argued as one of the 
most influential series on Television, in terms of popularity and “cult” status. 
 
However, Groenings comment about character design really caught my eye. 

 
“I think the great, memorable characters in cartoons in the 20th century are 
characters you can identify in silhouette – 
 
Bugs Bunny, Mickey Mouse, Batman, Popeye. 
 
When I put together The Simpsons, I drew characters who are distinct and 
identifiable in silhouette.” 
 

Interesting??? 
 
Is your stage Character or Persona identifiable in silhouette? 
 
I know he’s talking about cartoons but I think it is much broader than that and does have 
implications for us all. 
 
Think about it. 
 
 
 
 
 

Thought for the week 
 
 
 

<<<<<<<Shareware Virus>>>>>>>> 
 

This shareware virus works on the honour system. 
 

Please forward this message to everyone you know  
and then delete a bunch of your files at random. 

 
<<<<<<<Shareware Virus>>>>>>>> 

 
 



 
CONVENTIONS 

 
 
I guess this time of the year everyone starts getting excited about Conventions. 
Be they  - Magic, Clowning, Juggling, StoryTelling, Circus, whatever. 
 
I just spent the morning booking tickets to our big Magic Convention here in Melbourne. 
Spent some time on the web hustling up a discount Hotel rate and booking plane tickets.  
A few weeks after that, Lynda and I head of to Lisbon for the FISM Convention. Now 
that’s going to be an exciting but expensive trip. (I look forward to seeing some of you 
there? Drop me a note if you are going). 
 
So, we all invest a whole lot of money in travel, registration and hotel costs. 
We also lose money as we are not able to work that weekend, week or whatever. 
Then of course there are the temptations of the Dealers room, with the new gadgets, and 
gizmos. Perhaps there’s an auction as well to grab some more. 
 
 So is this investment in time and money worth it? 
I obviously think so and I think there are a few strategies 
that can really make them work for you. 
 
### 
 
I suggest you attend any convention with a sense of purpose. 
Seeing your friends and buddies is great, but we also want to advance our careers. 
 
Sit down before you go and think about what you would like to get out of your  
investment in time and money there. Write down your objectives. 
 
Is there a particular problem, a move or a juggling pattern that you would like help on? 
 
Is there a part or phase of your act that you particularly need help with? 
(I attended one convention where I closely watched the part of peoples routines after the 
opening piece. You know, that moment where you lighten up a little and let people get to 
know you. I saw all sorts of different approaches to it. Some people do it very 
deliberately, some are unaware that they do it at all.)  
 
Are you looking for specific ideas for a particular situation or audience type?  
 
Are you looking for help on costuming or lighting or script writing?.   



 
Is there someone you particularly want to meet? And if you do, what will you ask them? 
Be ready to show your level of interest. I think it was Larry Jennings who said he would 
always be happy to answer questions, but he wanted to know who he was talking to. He 
would ask the person with the question to show him a trick. Their choice  of routine and 
execution of it would reveal a lot. He could then share what he thought was appropriate 
to a person of that level. 
 
This is a simple one, but jot down any books you would like to buy.  
(I’m missing one volume from the Tarbell set. I know I could buy a new one easily, but 
I’d rather get an older one from an auction to match the others. But in the excitement of 
auction time, I can never remember which one I need.) 
 
If you are focused on what you want to get out of your time at a convention, 
then it is much more likely to happen. 
 
I also like to keep a To Do list. You should leave a convention with your head full of 
ideas. Jot them down as you go. Things to work on, people to write to etc. 
 
But don’t just sit there and copy peoples jokes, gags and bits of business. 
I’m not going to go into the ethics bit here, it’s not the place. Just don’t do it. 
 
One last tip....participate.  
 
If at all possible, do something. Enter a competition or offer to help with the events. . 
There is no quicker way to get to meet people and get their respect. Especially if you 
don’t know many people. Ask to help on the registration desk, or stage manage a show. 
(The first convention I went to, I didn’t know anyone there. And being the outgoing 
personality that I am, by the last day I still didn’t know anyone. But entering a 
competition that last morning changed everything. I didn’t win or anything near it, but 
suddenly everyone knew who I was, what my interests were etc. I had shared a little of 
myself. People were coming up and commenting, I was suddenly part of the community.)  
 
I’m not a big fan of magic competitions as such, but this one factor, above all the prizes 
and perceived fame and adulation they promise,  is worth their continued existence. 
 
So if you are planning to attend a convention in the near future – go with a plan. 
 
 

Thought for the week 
 

“Make no little plans; 
They have no magic to stir men’s blood... 

Make big plans, 
aim high in hope and work.” 

 
                                              Daniel H Burnham 



Instant Feedback 
 
Honest feedback really is vital to keep our performances on track. If we are trying out 
new material, or working a new concept, it’s great to have someone sit out in the 
audience and give you notes. 
 
But this is not always possible to arrange. This weeks tip is a very simple strategy. But it 
is very powerful. I picked this up from the master teacher Michael Ammar. It’s not in his 
notes, or in his books or tapes. It’s just something he did after a lecture. And I thought, 
“that’s good.” 
 
I went up to him after the lecture and said “Thanks very much for coming and I really 
enjoyed the lecture.”  His reply..... “What did you like best???” 
And then he listened. 
 
Instant feedback.  
 
You can do this after your shows.  
 
And the replies are often very revealing. What is it people remember? 
Are they discussing your new whizz-bang routine or is a simple throw-away “filler”. 
Your perception of your own show is often very different to how your audience perceives 
it. 
 
You can do the same thing when people start telling you about a performer they once 
saw. (And this technique is from one of the Ammar tapes). Listen carefully to what they 
are saying. What do people remember over the years? What was it about that performer 
or his performance that made it  “stand-out”. That made it memorable? Ammar has his 
theories on this and you can get his tape to find out what they. 
 
 
 

Thought for the week 
 
 

“The credit belongs to the man who is actually in the arena, 
who strives valiantly... 

who knows the great enthusiasms, the great devotions... 
and spends himself in a worthy cause, 

who at best knows the triumph of high achievement; 
and who at the worst, if he fails... at least fails while daring greatly, 

so that his place shall never be with cold and timid souls 
who know neither victory nor defeat.” 

 
Theodore Roosevelt. 
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Market Overview  - Cruise Ships 
 
 
Always somewhere in the daydreams of  magicians and other variety performers is the 
thought that perhaps a life on the ocean blue would solve all their problems. 
Food and accommodation all paid for, glamorous passengers and fellow staff, sunshine, 
exotic ports, performances in the glittering showrooms, time to read and study. 
 
The reality is a bit different. Cruise ships don’t suit everyone. 
There are some major difficulties that you may not have thought about. I hope the 
following tips and ideas may make you at least aware of these areas and avoid some 
blunders that could ruin your chances of ever working cruise ships. 
 
Note. I have only skimmed but not read the recent “Cruise Ship Magicians Handbook” by 
Fred Becker. But, I’ve just had as a house guest one of Australia’s best magicians, 
Raymond Crowe (World’s Greatest Magic 4 and big MagicCoach fan).  
He recently did his first cruise ship ever, (on the QE2 !).  
He studied the book before he went and said it was invaluable. He gave it his highest 
recommendation. If you are seriously considering chasing this market  
then you should get it. 
 
Ideas and Tips on Cruise Ships. 
 
# 
Don’t try and work the market until you are ready. If you launch yourself at the Cruise 
Lines and fail to make the grade, then you can ruin the opportunity for yourself for a long 
long time. 
 
If you do poorly in the shows, fail to dress properly around the ship or in anyway 
antagonise the passengers or Cruise Staff, then you get a big black mark. A mark  
that could remain for years.  
 
Do your research. Talk to others about appropriate dress and behaviour. 
 
# 
Don’t think you can practice up several new routines during the day in your cabin and put 
them into the show to make up time. 
 
Cruise ship audiences can be very sophisticated. 
They’ve seen a lot of acts and know when you’re bluffing. 
 
So how much time/material do you need?  
This is difficult to answer. The only real answer is 
“as much time as you are asked to do”. 
 



And don’t just rely on the word of the agent or bureau that puts you on the ship. The 
Cruise director is King and will ask for whatever he needs. That’s the amount of time you 
will have to do. 
 
On some ships it may only be 2 different 30 minute spots. Other ships may need two 
different 45 minute sets, plus a 15 here  and could you do another 5 in the closing  
show. These times start to add up!   
 
If you have an hour and a half of solid material, or better, two hours, then you are 
probably safe.  
 
# 
Solid material that’s squeeky clean. 
Some ships do have late night “comedy club” sessions and some cruises are designated 
18 - 35’s where risky material is OK, but generally it’s not. 
 
# 
Not all your audiences will speak English. 
Important to find out about the typical audience. Especially if you are doing a segment of 
a longer cruise. (I worked a segment of a world cruise on what turned out to be a French 
ship with a French speaking audience. Wow, that cut into my material.) 
 
# 
A lot of showrooms are not that great for magic.  
They are getting bigger and better, but tend to be designed for the Vegas Revue style 
shows. Audiences can be wrapped well around on three sides. Backstage space can be 
minimal. Sight lines can be very revealing. One Russian ship I worked had a balcony 
with seating, behind and above the stage. 
 
# 
The stage moves up and down! Sometimes a lot. If you are bringing boxes make sure 
they have locking castors. If you are getting people up, realise that getting someone to 
stand for a while on a rocking open stage may be very difficult. You may not even be 
allowed to do it. This could chop out another bunch of material.  
A chair for them to sit in could help (and give you something to steady yourself). 
 
(Juggling during very rough conditions can also be extremely tricky. Especially clubs, 
where full rotation can be interrupted by the floor rising or falling. I once had to perform 
during the early stages of a typhoon in the South China Sea. My act then had a segment 
that included 5 ball juggling followed by a fast 3 club routine. The balls went fine.  
The clubs went into the audience.) 
 
# 
It is hard to keep in touch with clients and work opportunities at home. Once people hear 
that you are working ships, they tend to think you are unavailable where in reality you 
may just be doing sporadic cruises. 



An information sheet or newsletter going out regularly could help here. Internet Cafes 
have improved this situation a lot and some ships now even have Computer access 
onboard so you can stay in touch. 
 
# 
Meet as many people on board as you possibly can before you work. This always works.  
Here’s a great tip that was passed on to me. 
As soon as possible, visit the beauty parlour, introduce yourself and perhaps perform 
something appropriate for the staff. 
 
The steady stream of clients that passes through after that, will all get told about “the 
charming magician, you must see his show.” 
 
On some big ships there will be a lot of activities on at the same time as you perform.  
Movies, bingo, casino and other performers etc.  A full house of people keen to see your 
show will help your reception and your ratings. 
 
# 
Don’t get involved in onboard politics.  
There is always something going on. You are wise to steer well clear. Ships are a hot bed 
of gossip & rumours. Danger lurks at every turn! 
 
#  
Hey, but it’s not all bad. You will meet some fabulous people and get to work with some 
incredible acts. The market is booming and more and more ships are getting built. The 
call for entertainers is stronger than ever. Children’s Entertainers are also in demand, as 
some ships are specifically built for the family market or do holiday cruises. 
 
# 
And it certainly is a way to see the world, or at least parts of it. Without pursuing that 
market, I probably never would have made it to India (Goa, Bombay, Madras, The 
Andaman’s) Hong Kong, Singapore the Philippines or the exotic Maldives. Or any  
of those scattered small outcrops in the South Pacific such as, Bali, Vanuatu. New 
Caledonia or Fiji. Or seen the historic World War Two battlefields of Guadalcanal, Iron 
Bottom Sound, Bloody Ridge and the back streets of Port Moresby. 
 



 
 

More on Cruising 
 

 
 
 
 
It was interesting to read an article in the Linking Ring magazine on working Cruise 
Ships. It basically reinforced most of the points we made when we discussed it several 
weeks ago. 
 
However, I thought another very informed view of those two important points,  
Money and Time Required, might be worth reading. 
 
Doug Anderson who wrote the book “Straight Talk About Cruise Ship Magic” 
suggest a range from $400 - $3000/week. 
With a starting salary of about $1000-$1500. 
 
Time.   At least 2 X 30 minutes completely different acts.  
 
But then goes on to describe  
how he does 45 stand-up, 45 close up, and another 15-20 finale show. 
 
(Close up?  This may not just be walk-around or a bar setting. Most ships are well set 
up for Video Projection in the main Showrooms with big screens and cameras and I’ve 
heard of several performers using this in quite innovative ways.) 
 
He also reinforces the point, that what the Cruise Director asks for is what you have to 
do ( within reason), regardless of what the agent has told you. 
 
Straight talk indeed. I’m looking forward to reading the book. 



THEME PARKS 
 
 
 
The article followed this question .. 
 

for those of you that have performed in amusement/theme parks -  
how good does one have to be to be hired at a park? 

 
Big thanks to Steven Ragatz, sragatze@academicedge.net 
who wrote a very interesting response. While he writes from the perspective of a juggler, 
the insights are valuable to all performers. 
 

~~~~~ 
 
Steven’s Reply  
 
Ahem, I will step up the mantle and handle this one...  Proudly bearing my scars from 
large, costume characters in the shape of mice, cave-men and eagles. 

There are several things that I think about working in theme parks as a juggler. 

First, the bad news...  The money is probably not going to be very good. That is, you will 
be able to make a living for the summer, and if you skimp, you probably will be able to 
save some as well.  The fees that you will fetch from theme parks will be dramatically 
lower than those from cruise ships.  Next, more bad news...  You will do a gazillion 
shows, usually six per day, each lasting between twenty and thirty minutes.  But wait, 
there’s more!  Unless you are lucky enough to get a gig that plays in one of the park’s 
theatres, you will be working on the sidewalk in the heat/humidity/rain/wind of the great 
outdoors.  Chronic exhaustion is the norm.   

You will be required to wear the most demeaning costumes, play the most embarrassing 
characters and dumb your act down so that it is so clean and painfully sweet that you 
have to brush your teeth after every show.  

Hey, you can’t even act surprised when management comes and tells you that things like 
knives, torches, or axes are not “entertainment-appropriate” for the park.   Plastic bowling 
pins and rubber balls may be your only fare. 

Now for the good news...  If I can think of any...  Oh, yes, it’s a total blast and a great 
way to practice and get paid for it!  If you are just starting out, and you don’t have any 
financial obligations, like supporting a family, then I think it a great idea for juggling. 

Now, your question:  “How good do you have to be?”  can’t be answered.  Nobody cares 
how “good” you are.  They care how well you auditioned. 

It’s entertainment, not a juggling competition.  In the case of a theme park audition, the 
judges are blind to the juggling itself - they are looking for an entire package.   

 



 

They evaluate your “entertainment-value” based on your skills, presentation, looks, 
manners, ethnic background, height, weight, etc.  Getting cast in any theatrical role is a 
crap shoot.  Now, with careful planning and lots of practice, you can heavily weigh the 
odds in your favor, but nothing is guaranteed. 

 

~~~~~ 

So, let me rant on the audition for a moment:   

I sent this email to Matthew  Hall last year.  He was interested in working at a Great 
America theme park and was inquiring about auditions.  BTW, he got the gig and, to my 
knowledge, worked there last summer. 

 
~~~~~ 

 
 

I have performed several seasons at theme parks (five actually) including Busch Gardens, 
Va., and Disney World, Fl.  I was also did ice shows at Kings Island, Oh. and Great 
America, Ca. (the one that you are interested I believe).  Not the best paying gigs, but 
they were enjoyable none the less.  I liked the low stress environment and the freedom to 
do what I wanted. 

Most of the time they will want you to perform outside as a roving act, dropping you 
wares and doing a show.  Sometimes, they may want you to work in one of the theatres a 
couple of times a week to “open” one of the shows. 

Express interest in this as it is a great experience.  The resume that I have looks just like a 
regular resume except that the categories are a little different.  You will want to split it up 
in such a  way to promote your performing experience.  Categories for 
Corporate/Sporting events and Television would be good.  Keep in mind that theme parks 
are looking for the “All American” look.  Clean cut all the way. 

No blue humor, not even suggested.  Management has to know that they can send out 
their performer into the crowd and know that the park’s image will be maintained. 

They also like humor.  Funny and light.  Fast-food entertainment.  Keep the skills honed 
though.  Theme parks are a good place to develop juggling skills.  Typically you will go 
out for thirty minutes at a time, with thirty minute breaks in between.  If you practice 
during the breaks, you get in a good seven hours of juggling time that is broken up 
between training and presentation. 



 

For the audition, do your best stuff first.   
 
Have your routine well planned because you can only count on three minutes.   
After that, they may tell you to stop, or they may let you go on.  Make sure that you have 
about ten minutes of material prepared.  I’ve had it go both ways, doing about 120 
seconds before they tell me to go get my photo taken to wondering if I was going to have 
to do an entire show for free just to get a job.   
 
Don’t fight it and don’t make excuses.  No excuses!  Nothing is worse than someone 
auditioning and apologising for everything.   
 
Have confidence and a VERY professional attitude.  Good dress (college look works 
well), clean props, and a rosy attitude will get you further than a seven ball cascade. 

Last tip for now:  perform for the people holding the audition, not to the wall.   
Don’t pretend that there is an audience.  The people auditioning you are the audience.  It 
can be tough, because there may only be three or four of them which makes for a small 
crowd, but work them the same way you would work a small crowd.  Pretend it is just 
another show.  If you have a volunteer bit, go ahead and use one of the folks auditioning.  
Usually, they have been sitting there watching one crap act after another for hours on end 
and welcome the change of pace! 

 

I’ll add one more thing: don’t “explain” what you do - actually do it. I’ve seen lots of 
guys audition and take up their time standing there describing what they do rather than 
showing it.  Pretend it is a stage and you have an entrance - do your thing - and have an 
exit. 

Break a leg! 
 
Steven Ragatz 
 

~~~~~ 
 
 
MagicCoach Comment -  The Theme Park Market is huge and constantly evolving. Don’t 
just think you will have to do walk around or roving work. Lynda and I spent a year 
performing at Australia’s Wonderland, the countrys largest park with a show we wrote 
ourselves,  “Yogi Bears Magic Show”. This was aimed directly at the family market. A 
few years later our friends Tony & Juleen sold a full scale Illusion Show into the park, 
with 6 dancers and many effects and they are now working their third year at the venue.  
Anything is possible! 
 
 
 
 



 
HOW TO BE A RESTAURANT MAGICIAN 

INSTANT 12 STEP METHOD 
by Mark Byrne 

 
 
 
1) Go in for early/late lunch. 
 
2) eat, tip very well 20%-30% 
 
3) talk to waitress/waiter Compliment on their service 
 
4) tell them you would like to tell the manager how good they were. 
 
5) compliment manager on his staff & restaurant ask if they have entertainment. 
 
6) Tell him what you do in 30 seconds or less and offer a free demo now. 
 
7) do not perform for the manager, but ask if you can entertain a nearby table. 
 
8) Introduce your self to the table and tell them you are auditioning to be the house 
magician, ask if they will help you. 
 
9) Do 3 minutes of killer stuff, thank them profusely and ask them to tell the manager 
how wonderful you are. 
 
10) walk back to manger and say that is what you do. Tell him how it will increase 
regulars to be more regular. 
 
11) quote him your regular gig prices, then give him a discount for doing a weekly gig. 
 
12) Compensate if you decide not to accept tips, IMHO I  loves tips! Performance pay.  
 
Mark Byrne 
AKA Mark the Balloon Guy 
"Bad to the Balloon" 
http://www.balloonguy.net
----------- 
 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
Thanks Mark! 

I suggest you all read that through again. 
The words are few, but think about what he says and why he said it 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
 



RESTAURANT TIPS 
by Mark Byrne 

 
 
When I first approached restaurants to work I didn't do it for the money. It was for the 
marketing. At that time I had spent $6,000 (USA) on advertising in our local yellow 
pages. I bought the whole statistical package. And then we waited for the phone to ring. 
Well it is hard to have the phone ring when they shut it off for non-payment. We couldn't 
foot the $500+ phone bill. At the time it was more than our rent. 
 
So started to working in restaurants doing magic & balloons. I found the people who 
could afford my services usually frequented these places. I also became not some guy in 
the yellow pages But that guy who works at ________ restaurant. 
 
That was about 15 years ago, today I perform 8 times a week in Tampa Bay area 
restaurants. (yeah we have the Super Bowl this week) Currently I have 2 resorts on the 
beach I do 5 nights, a buffet style restaurant, a very casual seafood chain, and a Sunday 
brunch. Many of these restaurants I have been at for 3+ years. I figure I see and showcase 
for 24,000 qualified clients per week. 
 
In the past I have worked many other types of restaurants, I find if you do a diversity of 
restaurants, then if someone drops you, you will not be devastated. The most I work is  
3 nights in one restaurant and that is because they begged me to do it. 
 
Pricing is the ultimate question. I find having restaurant status makes me in-demand. In 
other words I can name my price because the client doesn't know what I am paid. Also 
any night they want me they need take me away from my regular job. 
 
As far as what to charge the restaurant, you need to access your value to the restaurant. 
Beware you need to price your self some where between a cost and a luxury. At one point 
I figured I would work for a third of my regular price. Very important let them know you 
are working for less than your regular fee. That way when you go to do another gig, they 
won't feel jilted. Also this is when your local magic fraternity comes in. Have people who 
will back you up and fill in at a moments notice. I suggest at least 5 people you can call 
on a semi regular basis. 
 
Also don't look at it as you are working for less money but less time. It takes time to book 
and maintain clients. You do the phone work, stuff the envelope, you travel there, do the 
show, travel back & send thank you. I figure it takes about 2 hours work to perform one 
hour of show. 
 
A restaurant on the other hand is 3 hours work 15-30 minutes from your house, with no 
confirmations, no weekly thank you (don't forget Christmas & holidays), every single 
week. AND you are expected to hand out cards. 
 
Hypothetical fees (these are not my current fees) 



Normal rate = $100 per hour for close-up + 2 hours of prep work  
Restaurant fee= $100 for 3 hours + tips X 52 weeks = $5,200+ tips per year for one night 
per week. 
 
Notice you are not working for $33 per hour but a long term $5,200 gig!!! 
 
Now when someone wants you during your normal work hours you can charge them 
a minimum fee, let say 2 hour rate minimum. You don't have to work 2 hours, but you 
can charge them that. And they will pay it in most cases, If they don't you still haven't 
lost any money. 
 
My next step is to consolidate my restaurants and ask for more money, I would like to 
work only 5 nights per week and bump the restaurants to 4 hour each night. Total hours 
per week to be 20 hours 5:30 -9:30 pm. 
 
Not a bad way to make middle management type pay for half a days work. 
 
Mark Byrne 
fla.byrne@verizon.net  (note I have a new address and website!!) 
 
http://www.balloonguy.net
           "Bad to the Balloon" 
 
 
MagicCoachComment, if you haven’t checked out Marks home page, 
its well worth a peek just to see his great balloon twist on the main page ! 
 
 
 
 
 

Thought for the week 
 
 

T Nelson Downs in a letter to Faucett Ross wrote... 
 

“I turn down a lot of chances to do my act for fifteen or twenty dollars. I could use the 
money but I can’t afford to lower my reputation by working cheap. The more they pay 

you the more they respect and enjoy you. A fellow called me the other day and said “Mr 
Downs, we would like to book your act but we don’t have much money right now.”  
“That’s all right”, I replied, “I’m a patient man. I’ll wait till you have enough.” 

 
Quoted in “Magic of Faucett Ross”,  Supreme Magic,  Ganson 

 
 
 

http://www.balloonguy.net/


School Shows  -   The "Almost" Perfect Market 
 

EXCLUSIVE BOOK EXTRACT 
from More Shows More Money by CJ Johnson 

 
 
 
Schools assembly shows seem to be made perfectly for the magician - however the one 
thing that keeps magicians OUT of schools most of the time is magic.  You see - schools 
don't need a magician to visit their school to accomplish their goals of educating 
children.  In fact, I have yet to see "magic show" in the curriculum guide of any school 
district in the country.  Yet I've performed in hundreds of them.  Why?  Because I don't 
sell a magic show, I sell them a message they do need; self-esteem, anti-drug, safety, 
reading awareness etc.   Schools are in the business of providing information and if you 
can provide valuable information to the schools in the form of a magic show - then you 
can be busy during the weekdays too! 
 
*Note – when I talk at schools I primarily speak of elementary schools, though high 
schools and middle schools need programs too. 
 
Earlier I said school assembly shows seem to be made for the magician - why do I say 
this?  
 
  
        1.     The work is during the day on weekdays; a time that we're usually not booked 
for banquets, private parties or a lot of corporate work. 
 
        2.     They have a budget that must be spent or they don't get to spend it next year!  
Let's not overlook the power of this statement.  If they don't spend the money they don't 
get it next year.  Now politically, and as a taxpayer, this really sucks - but hey, if they 
have to give it to someone, why not us? 
 
        3.     You're working for kids, and regardless of what most people at magic 
conventions want to admit, kids are who most of us work for most of the time. 
 
        4.     They are an eager audience who are getting out of math, science and other 
homework-creating assignments in order to be in an assembly with you. 
 
        5.     They have decent budgets.  If you are doing an anti-drug program, reading 
program, safety, or a self-esteem program - many schools have money in their budgets to 
hire outside "consultants" for this.  
                Typical fees in my area at the time of this printing range from $150.00 to 
$600.00 (for elementary schools) per show and I know of people who get much more 
because of their "expert" status as authors of books, reports and articles on the subjects 
they are teaching.  High schools seem to have larger budgets but be sure to go with an 
appropriate show. 



 
 
This brings me to an important point.  If you think getting on stage in a school and 
presenting a show where the magic words are "say no" or some other buzz word and you 
are going to pass this off to educators as "educational" you are wrong with a capital "W".  
Your program MUST contain useable information, good stories and magic that tie the 
message together.  I will soon be publishing another book about my very successful 
school program "The Magic Inside ™  - A Motivational Magic Show".  I have hit a great 
place with this program in the combination of magic and message.  First, I get to present 
a show that inspires and teaches kids that anything is possible.  Second, from a marketing 
point of view I can tie the show into the anti drug theme because, as I tell my customers, 
"a positive out look on life is the first step towards remaining drug free."  I can also, with 
a few minor changes, tie it into a reading theme with the tag line "Success through 
Reading" and then focus on the importance of using reading and the library to develop 
your success.  The show gives a strong message and the “reframing” on the marketing 
end gives it great flexibility. 
 
There is much, much more on my motivational school shows in my package called “The 
Complete Motivational School Show System”.  Let it suffice for the purposes of this 
publication that you MUST sell the schools something they need, and they don't need a 
magic show. They do need education.   
 
Meeting the specific needs of your customer is a recurring theme in this book, but it's one 
that cannot be ignored.  Meeting the needs of your customers has been the building block 
of my entire career and if you meet, and exceed the expectations of your clients - 
you too will succeed in magic at a very high level. 
 
There are a variety of ways to work in schools, and many more I've not thought of, I'm 
sure.  Here are two of the ways I've successfully sold my show to schools: 
 
Educational Assembly Programs- done during school hours.   
This is the number one way I bring my show to schools.  In the past I've done a Safety 
Show, a Reading Show and a Motivational Show.  Currently I only do the show I love 
best, the motivational show, though I've reframed the show so I can perform almost the 
exact same show for either an anti drug event or a reading event with only slight 
variations in the messages and by changing only one or two routines, that still use the 
same effects.   
 
Evening PTA/PTO Meetings -  
 
These can be fun and you don't have to make these educational.  You can bring out your 
star quality material and do a fun show for entertainment purposes only.  This is one of 
the only times you can do this in the school market.  If you do your job well then selling 
the same school your educational program for sometime later that year should be an 
cinch.   
 



 
**A quick note:  don't do a heavy message show in the evening (i.e. a PTA/PTO meeting 
or other after hours event) as the kids are not in the mood, or frame of mind, for heavy 
message at that time.  If you do get schools who want education at night let them know, 
as an expert in your show, that it works best if you do an entertainment show with only 
one or two light messages in it.   
 
 
Weekend School Carnivals— 
If you are called to do a school carnival the schools will, rightfully, cry poor.   These 
events are usually intended to create revenue for the PTA/PTO.  Unless your child 
attends the school that's calling, stick to your guns and your price.  The gambit I'd use in 
this case is to offer a lower price, but only with the understanding that you reserve the 
right to back out at the last minute if a legitimate gig comes along.  Almost no one will go 
for this as they will make plans around your being there, and if they do go for it, you can 
still back out if you get the chance to make your full fee at the same time. 
 
Don’t forget to do back of the room sales at these events - you can easily double your fee 
by doing so. 
 
 
 
 
 
 
 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
 

Wow, this is great stuff and straight from his Best Selling Book 
“More Shows More Money” Did you know that CJ has done no advertising for this 

book. The first run is over half sold out and it’s all through word of mouth!!  
 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
 
 
 



School Shows  -   The "Almost" Perfect Market     Part 2 
 

EXCLUSIVE BOOK EXTRACT 
from More Shows More Money by CJ Johnson 

 
 
 
Bill Board Envelopes For Schools
 
One unique marketing tool I stumbled across in marketing to schools was using quotes on 
the outside of the envelopes.  I had one quote from a school that was such a great sales 
style quote I used it in my first round of mailings to a region.  It happened that 
the school the quote was from was in that region. A number of the schools I had mailed 
to called the school to check up on me.  The response they got from the testimonial 
school was so enthusiastic that they booked me minutes after talking to them.  Know that 
people will call those who you print testimonials from – so make 
sure they are accurate. 
 
One of the counselors who called me asked "do you always put a quote from a nearby 
school on the outside of the envelope?  That's really smart, we all know each other so I 
knew the person who the quote was from and I called her."  After a short pause I 
responded to the question "do you always.." and said to her:  
"I do now". 
 
I had not even considered using a quote from the schools in the area I was mailing to. I 
just had a quote I liked.  This woman assumed I was astute enough to realize counselors 
from school regions have regular meetings and I intentionally sent her a quote from a 
"friend".  Before the next round of letters went out I ransacked my file of testimonial 
letters and found good quotes from each of the 7 regions of schools I was mailing to.  
From that point forward the name and a quote from "a friend of theirs" was on the front 
of every piece of mail I sent to a school. 
 
It may take you a while to have this sort of a file of testimonial letters, so until then use 
any good quote you have for this type of billboard envelope.  Then begin using this 
technique as soon as possible.  It is a very powerful tool and it was the beginning of 
my "going with the flow" mail campaign as described elsewhere in this book. 
 
Have Schools Sell Your Products 
 
If you have a book or other appropriate items to sell to school kids (and you will shortly - 
right?) you can offer a service to the schools who host your show AND make more 
money for yourself at the same time!  You can do this by having the host school take 
orders for your products, which you sell to them for ½ of what they charge for the books.  
You make a little less on the products, BUT you help them pay for your show by doing 
this.  This can open the door to schools who otherwise may not be able to afford to bring 



you in – plus you make a profit on the books too.  Again – this arrangement is structured 
so that everyone involved wins.   
 
Grant Money for School Shows 
 
 It’s possible that your state has grant money available to touring artists who perform in 
schools.  Check with the state arts council or education association to find out more. The 
process you have to go through to get this money or “matching funds” is laborious, but 
worth it if you are planning on spending a lot of your time in schools.  It also adds to your 
credibility if you have money from the state – it seems to give a “stamp of approval” for 
your act.   
 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
 

This extract is also from More Shows More Money. 
 
 
 



Working in Japan 
 
For those of us based at the southern end of the globe the prospect of working in Asia is 
always tempting. It’s relatively close, there is a lot of work on offer and the contracts can 
be substantial. 3 months, 6 months, 1 year. 
 
Japan Taiwan, Malaysia, Singapore & the Philippine’s all have great venues, be it 
Casinos, Resorts or Mega Shopping Centres. For anyone considering tackling this 
lucrative market and in particular Japan I think you will find the following useful. 
 
~~~~~~~~~~~ 
Michael Boyd and Cathie Costello’s Tips for Working in Japan 
 
# 
Learning a little of the language goes a long way. If you put some in your act you will be 
highly respected no matter how basic it is. 
 
# 
Japanese love audience participation, not humiliation. They are a very polite race and 
although they love to be part of the act, you must always treat them with respect 
and dignity, nothing too rude or embarrassing. 
 
# 
The audience love facial expressions and over the top noises to enhance the performance. 
If you look at traditional Japanese Theatre such as Kabuki, its very visual and expressive. 
Adding these elements to your act is beneficial. 
 
# 
Be sure to bring ample makeup and skin care products. The Japanese have very different 
toned and textured skin and you may have trouble getting your own suitable supplies. 
 
# 
Bring an extensive toolkit, with plenty of hardware and accessories such as: glue, touch-
up paint, fabric, nuts & bolts and of course gaffer for minor repairs. It can be very 
difficult to purchase these items in Asian countries. 
 
# 
When ordering road and freight cases bear in mind that air freight is measured in size and 
not weight. Sometimes it’s better to have two smaller cases than one large one with  
wasted space. 
 
#  
Be careful not to have jobs too close together. We have had props stuck in customs in 
Manila while we were rehearsing a show in Japan. They turned up five days late, the 
morning of the opening night and that’s a bit too close for comfort. 
 



# 
It is a myth that the Japanese do not applaud. Although some audiences are more reserved 
than others, they are always responsive. Make sure that you have a clear finish 
and applause points for them to follow. 
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Aspirins and Headaches 
 
 

What are you really selling? 
 
A good friend of mine, who I met through my involvement with the National Speakers 
Association, is a wonderful “southern gentleman” called Bob Johnson. Bob runs the 
impressive sounding Johnson Corporation, and has made some serious money training 
salespeople around Australia and the world. 
 
When he arrived in Sydney with his brother many years ago, they didn’t know anyone in 
the city or where to start growing their business. That first night, they had dinner at the 
top of Centerpoint Tower. During dinner, high up above the booming confident young 
city, the revolving restaurant gave them their first prospect list. Bob jotted down, on a 
drink coaster no doubt, the names of all the companies up in neon at the tops of the tallest 
city buildings.  Then they had their prospect list and a plan. Then it was easy. 
  
This is the sort of straight forward thinking and talking Bob does. 
Bob talks a lot and when Bob talks, I listen. 
 
One of his favourite sayings is... 
 

“You don’t sell aspirin, Timothy, you sell the headache going away”. 
 
Your challenge this week is to have a look through your publicity material. 
 
Are you telling people how clever you are, the magnificent things you do in your show, 
the fantastic places where you have worked in the past, the incredible illusions you 
perform, the number of balls you can juggle? 
 
Or do you make their “headache” go away. 
 
Benefits versus Features. 
 
The person who reads your brochure or looks at your Website.... 
What is their headache? What is their need? 
How far does your material go towards convincing them you are the cure? 
 
Each of us, working in different markets, face people with different “headaches”. 
Discovering and understanding what these needs are, 
is a vital part of all our marketing and positioning! 
 
 
 
  



 
 
 

Magic Copy 
 

 
I know you all subscribe to many mail lists and discussion boards. Some of you may have 
read the following a few months ago. But it really gets to the core of something that is a 
vital issue for us all. I could run this every few months. It’s that important. 
 
Huge thanks to Pete McCabe for permission to reprint it for you guys. 
Imagine what he would have charged his clients for this advice when he was in the 
business as an advertising copywriter !!!! 
 
##### 
 
Pete responded to a query that basically asked ... 
 

“how do we protect ourselves in this Internet age? 
People can go on our Website, obtain our brochures and even ring us up and hear our 

telephone techniques. They copy our great ideas, but then what happens when they have 
to deliver the job?” 

 
 
Pete’s reply.... 
 
 
“It seems to me that the rise of the Internet does not in any way affect the ability of your 
competitors to clone your advertising. Advertising is by nature public. It's always been 
possible for people to study your advertising and try to clone it. If your advertising is bad, 
then they can. If it's good, then they can't. The Internet doesn't change that. 
 
If it's possible for one of your competitors to clone your marketing materials and look 
like you, then the fault lies in your marketing strategy, not your materials. 
 
In my former life as an adman, we always applied one test to every concept we came up 
with: Could our competitors (or our client's competitors) run the same ad? If so, then the 
concept had to be changed or scrapped. Only those ads that thoroughly communicated 
our client's unique brand position were allowed out of the agency. 
 
The key, of course, is that you have to have a unique brand identity. But then, if you take 
your marketing at all seriously, you already know that. (If not, start with "The 22 
Immutable Laws of Marketing" by Al Reis and Jack Trout.) 



 
 
Fortunately, since every magician is a unique individual, you shouldn't have to go too far 
to get a unique identity. All you have to do is work very, very hard for a very, very long 
time on creating, developing, and improving your character, and on thoroughly 
integrating your character into 
every single aspect of your act (i.e. your script, your voice, your props, your tricks, your 
routines, your handlings, your costumes, etc.) 
 
Then you can create (or, if you're too busy with the above, hire a professional marketer to 
create) marketing materials that thoroughly embody your identity in every aspect 
(medium, format, headline, concept, copy, layout, art direction, production, etc.) 
 
The good thing is, once your marketing thoroughly communicates _you_, your 
personality, character, and identity, then you don't have to worry about anyone cloning 
it.” 
 
Pete McCabe 
 
 
 
 
 
 
Bookshelf... 
 
The book Pete recommends in his article can of course be found in the Resource section 
of the Website. For your convenience here is the direct link. 
 
The 22 Immutable Laws of Marketing : Violate Them at Your Own Risk  
by Al Ries, Jack Trout  
This book is a classic. Highly recommended. 
http://www.amazon.com/exec/obidos/ASIN/0887306667/achievingtheimpo
 
 
 
 

http://www.amazon.com/exec/obidos/ASIN/0887306667/achievingtheimpo


 

TEN ESSENTIAL TACTICS 
FOR A SUCCESFUL PRESS RELEASE 

 
 
HEADLINE 
 
Aim to summarise the most important information in a simple and direct manner. 
Leave the clever or funny comment to the sub-editor, who knows what works for his 
readership. Aim for ten words or less.  ? 
 
 
LEAD PARAGRAPH  (or first two) 
 
Who, What, When, Where, Why 
 
Don’t hide this information too far into the release. 
Remember, the release is going to the journalist not to the public. He needs to know very 
quickly if he wants to keep reading and possibly running with the story, or does it go 
straight to the bin. 
 
 
LENGTH 
 
The old rule was one page or less. 
Structure the importance of each paragraph, so that if they quote verbatim, but need to 
cut, they can happily trim the last paragraphs without missing the essence. 
 
 
ATTRIBUTE 
 
Credibility is important. Attribute any quotes to the person or group who said it. Don’t 
just put in the quote. 
 
 
PHOTOS & CAPTIONS 
 
If sending a photo, attach a separate sheet to it and supply an appropriate caption and 
contact information. These may be passed on to a different person and you want to make 
sure the details stay with the photo or graphic. 



 
 
FORMAT 
 
A neat and tidy release has a much better chance of being treated seriously. 
 
Leave plenty of blank space all around so they can make notes. 
Top and Bottom and wide Margins. 
 
Use double space between the lines. 
 
Keep your paragraphs to one sentence. 
 
Use short sentences.  (20 - 25 words) 
 
 
DATE 
 
Make sure you date the release in case it sits around before being read.. 
 
In your writing, don’t say, “Tomorrow” or “this weekend”. Use actual dates. 
 
 
PROOF READ 
 
One of my first exercises in sending out a Release was an initial success. 
I had invested over $100 in a Media Resource Directory and was determined to  
get a few stories to promote an upcoming season. 
 
Three stories were run in different newspapers but my initial excitement was soon 
dampened when I realised they all ran with an incorrect contact phone number for the 
booking office. 
 
Give the Release to someone else to Check all the details. 
 
 
CONTACT PERSON 
 
If your RELEASE “clicks”, then quite often you will get a call from the paper wanting 
more information. Make sure they know who and where to ring. 
 
(One of the things a paper will want, is to get some individual comment. They know 
you have probably sent out the RELEASE to several papers. They will  want to get a  
quick comment that makes their story different. 
 
Be ready to supply it. 



 
 
 
MORE INFORMATION 
 
 
If you feel you have more information that adds depth, include it, but not in the 
RELEASE. 
 
Separate info can be supplied, clearly marked as “Background Information.” 
 
If the release ‘clicks” then they may spend some time looking at the additional info. 
 
 
 
 
 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
 

Remember, they do work and are easier than you think.  
If you sometimes wonder how it is that the other act in town  

is always getting their face and name in the paper    ? 
then perhaps they have mastered this art. 

 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 

 



 
 

The Spin 
 

 
Following up on our primer on Press Releases from last issue, this week we look at the all 
important “spin”. 
 
But first to recap the points we made last week. 
 
1/ Put the main message at the start of the story. 
2/ Don’t start writing until you know what you want to say.  
    Have a clear message. 
3/ Don’t exaggerate. Let the facts speak for themselves. 
4/ Write simply, honestly & succinctly. 
 
 
So why is a journalist going to look twice at your release. Why will they spend time to 
package it up and hopefully run it. 
 
It should hit one or more of these buttons - 
 
Consequence -  readers should see the consequence of the event or the story. 
Conflict - Readers like to read about conflict or Controversy. 
Immediacy - Hot news wins. 
Human Interest - great for performers 
Location - “Home town success story”  
Useful -  Tips, Hints, vital info 
Good news -  needed to balance up other stories 
Unusual or Bizzarre - publicity stunts  
 
The journalist will be looking for the “news angle” in your release. If you write with this 
in mind, or wait until an event falls nicely into one of these catagories, you increase your 
chances of success. 
 
Exclusivity is another point that will work for you. If you get into the habit of sending out 
releases, you can over time build a relationship with the paper or journalist involved. An 
exclusive story/ photo opportunity only offered to them, may excite them more than the 
shot gun approach. 
 
 
 
 



 

Public Relations 
 
 
OK gang, here’s an issue to print out and keep handy. It continues our mini course on PR.  
It comes direct from someone who not only teaches this stuff but has been a trailblazer in 
the Television magic world. Clive Court. 
 
You might like to check out his website 
before or after you read the notes. 
 
http://www.funslinger.com
 
########## 
 
Hello Timothy: 
 
I was interested in your comments this week and recently about news releases and being 
newsworthy.   
I'm currently preparing my materials for the PR classes I begin teaching in September— 
Public Relations Practice (An introductory course) and three second year courses: Public 
Relations Advertising (the use of advertising in public relations), Business Publications, 
and Electronic Media Strategies. 
 
So it is probably timely for me to share with you some simple devices I give my students 
to help  
them remember the key points: 
 
What is NEWS?  Give me a HINT.... 
 
(These are the four elements of News) 
 
H - Human Interest 
I  - Importance 
N - Nearness (locality)  How does it affect the readers of the paper,  local listeners or 
viewers. 
T - Timeliness or Topicality.  Is your story seasonal or trendy? 
 
There are some other elements to news but these are the four main ones. 
If your story has two or more of these elements, your release/story has a good chance of 
being used.    
 
My students achieve much success with this concept. 

http://www.funslinger.com/


 
 
Learning to write in journalistic style is very important. 
Ideally, you should purchase a style book for your major news agencies.  In New Zealand 
it's the New Zealand Press Association.  In the U.S., you would get the Associate Press 
style book. In Canada, it's the Canadian Press style book.   
 
What's the advantage to following the style guide?    
Well, if it's written in the correct style, it will require minimal editing and may go straight 
on the wire—to papers throughout the state --  or even throughout the whole country.  
You can also take it in to a  PR newswire service and for so much per hundred words 
they will transmit it to papers, radio and TV stations throughout the country – and 
overseas if necessary. 
 
News stories are written in an inverted pyramid format beginning with the most 
important newsworthy facts in the first paragraph called "the lead."   
 
The next most important facts are in the next paragraph and so on down to the least 
newsworthy facts.   
 
The reason for this is simple--for space reasons, news stories are edited from the bottom 
up.  So if they've only got room for two paragraphs they'll take the first two--so all your 
key facts should be there. 
 
I have a memory aid for writing media releases:  call it the OIL formula. 
 
O - One page.    Try to keep your release to one-page with double-spaced lines. That's 
approx. 200 words.  If they want more they will call you.   TV and radio releases should 
be triple-spaced. And use at least 1-inch margins. 
 
I -   Inverted     Use the Inverted Pyramid format as previously discussed. 
 
L -  Lead          The lead should be 20-25 words. Writing tight, newsworthy leads is a 
great art.  It comes with practise. Editors like 25-30 but I train my students to go for 20--it 
makes them sharper. 
 
There are many other style tips--like localizing the story in the lead and dateline. 
 
“SYDNEY, N.S.W ---  Sydney magicians are planning to suspend 
a set of  five huge linking rings from the Sydney Harbour Bridge to 
mark the opening of the Olympic Games.” 
 
(That's 26 words--so for this weeks exercise, edit out six words without  changing the 
meaning). 
 



I actually have one grad at the Games. She's from Vancouver. She started her own PR 
business on graduation from our program. 
 
 
The News formula for television is slightly different but easy for magicians to remember.  
The TV reporter/cameraman needs to have an ACE up the sleeve:      
The story needs:    
 
A - Action 
C - Conflict/Controversy 
E -  Emotion 
 
So if you're pitching a story to a TV assignment editor, keep those elements in mind.   
Not forgetting the HINT formula as well. 
 
 
Essentially, these were skills I learned on my way to becoming a TV Magician.  (see 
http://www.funslinger.com)  but I eventually turned to training PR people when I found I 
couldn't train magicians for television. 
 
Hardly a day goes by without seeing one of my former grads appearing on the local and 
national news answering questions from reporters.  And I sometimes think to myself  
"...and even if they were excellent magicians they would never be on television in this 
country."   
That thought convinces me that I made the right career decision.  
 
Cheers,    Clive. 
 

http://www.funslinger.com/


FREE ADVERTISING -     An Oxymoron 
 
Hi Tim: 
 
Can I weigh in with some clarifications regarding terms that often get very confusing to 
many people: 

Advertising—is paid for space (in print media) and paid for time (in electronic media) in 
which you totally control the message.  So, there’s no such thing as “free advertising” 
That’s an oxymoron.  If you’re not paying for the space or time it’s something else—
possibly promotion, publicity, or public relations.    

A magician’s brochure or mailing piece is promotion. Contra or cross promotion is when 
you trade off a show for something of value you can use to promote your business.  The 
local TV station says they would like you to perform on their anniversary show but can’t 
pay you. You say  “my fee is usually $500 and I’ll be happy to take the equivalent in  
commercial time to promote my show”—straight exchange value for value. That’s 
contra.  But when you get $500 worth of commercial time in return for promoting the TV 
station during your shows that’s cross-promotion. 

When you send a media release to the newspaper calling attention to new illusions and 
they decide to run a feature about you on the entertainment page, that’s publicity.  It’s not 
“free” publicity because you don’t pay for publicity (if you did, it would be Advertising).  
However, you may well pay a publicist to make contacts with the media to get them 
interested in doing stories about you.  However, you can’t ask to check the copy, and you 
can’t control the message.  The media can deliver the story in any many they wish—
positive or negative. 

Public relations is reputation management. It’s anything and everything you do in a 
planned manner to build, enhance and manage your reputation. It can involve all the other 
techniques in a careful mix.  Today, this is known as IMC or Integrated Marketing 
Communications.  If you learn to do this well, you spend less on advertising and usually 
more effectively.  Word of Mouth is not advertising unless you’re paying someone to go 
around talking about you. Before the mass media that’s what Town Criers could do or 
you might pay a travelling balladeer to sing about you, or possibly a poet to praise you.  
Today, you can pay someone to name a building after you.  However, good word of 
mouth is usually the result of careful reputation management and all the elements that go 
into building that reputation.  So, pay attention to the relationships  you develop with 
clients, prospective clients, suppliers,  media  personnel,  front of house and stage staff, 
technicians,  taxi drivers,  agents, audiences, etc. and, of course, your fellow performers--
- you never know who’s going to recommend you for a show in the future. 
Best wishes,                    Clive Court. 

 
 
 
 
 
 

 



Are you a Publicity Hound? 
 
Does this sound like you? 
 
You can’t understand why the reporter at your local newspaper has quoted your 
competitor in five separate stories but hasn’t called you once. 

You send out more than two dozen news releases every year , but they result in little 
more than a few lines of type. 

If your attempts at media coverage have fallen flat, quit grumbling and start taking a 
proactive approach to free publicity by identifying interesting, compelling story ideas the 
media need. Yes, NEED. Newspapers, magazines and trade publications have hundreds 
of thousands of column inches to fill. TV and radio stations have hundreds of hours of 
news and community interest programs they must broadcast. The number of media 
outlets is greater than ever, and competition is fierce for advertising dollars, viewers and 
subscribers. The secret to savvy media relations is knowing exactly what they want, then 
giving it to them. 

Here are tickler questions designed to help you identify the best story ideas within your 
company or organization: 

WHAT’S DIFFERENT? 
Is your company doing anything unique, or different than your competitors?  Examples: 
A magician who gives a quirky, memorable free gift to every booker who hires her.  A 
web site company that gives its customers discount coupons good for a web site update 
for every referral a customer sends. An agency that buys creative toys for its employees 
to use during brainstorming sessions to get their own creative juices flowing. 

THE LOCAL ANGLE 
Are you the local angle to a national or regional event?  During the war in Kosovo, many 
local newspapers and TV stations ran stories about people in their own communities who 
kept in touch with their relatives in the war zone.  During the Columbine shootings in 
Colorado, newspapers interviewed local child psychologists and counselors who offered 
tips on how parents can spot warning signs in their own children. 

PIGGYBACK ON A NEWS EVENT 
After severe rains in Milwaukee a few years ago, a Minnesota company got several 
minutes of free advertising on a Milwaukee radio station by talking to the drive-time 
radio host about a special pump that removes standing water and moisture in the air. The 
host interviewed a company representative and gave out the company’s toll-free number. 

OFFER FREE ADVICE 
What advice can you offer that will help someone else solve their problems? Tell 
reporters they can call on you for advice when writing stories about your area of 
expertise. Give them specific examples of how you help people save time and money. 



 

WRITE HOW-TO ARTICLES 
Editors of many newspapers, magazines and trade publications want articles that tell their 
readers how to do something such as get out of debt, discipline their children, have a 
safer work environment, set up a home office, or acquire a business loan. Think of the 
number one problem your customers face, then write a how-to article about it. If it is 
printed, try to recycle the article for a different publication. 

PUBLICIZE AN UPCOMING EVENT 
Are you sponsoring an event such as classes, an open house, a free demonstration, or a 
fun event? Don’t just send a news release. Think of something visual that ties into the 
event. Then call your local TV station and ask if they are interested in doing a story a day 
or two before.  Coverage before the event helps spark interest and boost attendance. 

THINK TECHNOLOGY 
How are you using technology in interesting or unique ways? Have you found a way to 
draw lots of traffic to your web site—with resulting bookings? Are you using the latest 
technology during your engagements? Is your sales force using technology to stay in 
touch with existing customers and seek out new ones? 

YOUR LIFESTYLE 
Does the type of clothing you wear, the home you live in, your hobbies, your 
relationships with your family, the food you eat, and where you travel on vacation say 
something unusual about you? These stories are ideal for lifestyle sections, food pages, 
travel pages and special interest magazines. Even though the articles are not necessarily 
business-related, the reporter most likely will ask you what you do for a living, and that’s 
a chance to plug your company or organization, particularly if it ties into the reason they 
are writing. (Example: You perform internationally and have an extensive collection of 
wine you have bought during your travels. This would be a GREAT story for food page 
editors, and it would publicize the fact that you are a professional entertainer.) 

ALLIANCES AND PARTNERSHIPS 
Has your organization formed an interesting alliance or partnership with another business 
or non-profit? Call the business reporter and share the information. Be willing to explain 
the results you expect to see from such an arrangement. And be sure your partner is also 
willing to speak with a reporter. 

TALK ABOUT YOUR PROBLEMS 
What are the three biggest business problems you are facing? Find out the name of the 
reporters who cover your industry. Then share the information with them. Who knows? 
Someone might read your story and call you with a solution you might not otherwise 
have known about. 

TALK ABOUT YOUR MISTAKES 
What are the biggest you have made, and how would you advise other people from not 
making the same ones? Don’t be embarrassed. Everyone makes mistakes. And if you’re 
willing to discuss yours, there’s a good chance the media will be willing to write about 
you. 



 
CLEVER CONTESTS 
Have you thought about sponsoring a clever contest? To celebrate its 100th anniversary, 
OshKosh B’Gosh launched a six-month nationwide search for the oldest pair of bib 
overalls. Thrifty Rent-a-Car sponsors an annual Honeymoon Disasters Contest. Entries 
result in amusing feature stories printed in major newspapers and magazines throughout 
the country. For additional publicity mileage, the company announces results near 
Valentine’s Day, giving the media a perfect story that piggybacks on a holiday. 

CELEBRATING AN ANNIVERSARY? 
The fact that your company is celebrating an anniversary or birthday isn’t news. But it 
would be more enticing to the media if you could tie it in to a clever event. A button 
manufacturer published a lavish photo history of the button—including its uses—on 
shoes, clothing, furniture and accessories. An accounting firm celebrated its centennial by 
publishing a giveaway book of commissioned original renditions of what select artists 
thought it meant to be 100. A national rental car company rented out its fleet of cars for 
free one day. 

CREATE TIP SHEETS 
Can you write a tip sheet that explains how to solve a particular problem, or how to do 
something? It includes helpful free advice. Topics sound like this: 11 Ways to Snag More 
Business from Your Web site, The 7 Secrets of Profitable Self-Promotion, 9 Ways to 
Save Money on Insurance Premiums. Each tip sheet should have a short introduction of a 
sentence or two. At the end, print a paragraph that states the name of the author, the 
author’s credentials, and contact information such as phone number, e-mail address and 
web site URL. Think of the Number One problem your customers are facing, and offer 
tips on how to solve it. 

 
 
 
Big thanks to Tom Antion for sharing these “thought starters” from his new Publicity 
Hound book. 

It looks like a great resource and I suggest you check it out, if you would like to see 
yourself in the paper, on TV or on the Radio more often.  

And let’s face it, name any number of famous entertainers and the one thing they all had 
in common was their ability to get themselves into the media. 

http://www.antion.com/t.cgi/102367/publicityhound.htm

 

http://www.antion.com/t.cgi/102367/publicityhound.htm


XMAS PUBLICITY 
by Clive Court 

 
 
December is a good month to interest your local TV stations in a story about magic, 
particularly this year with the new Harry Potter movie playing over the Christmas  
period. So, here's how I suggest that  local rings go about approaching the TV stations.   
You send them (by hand or fax) your customized version of the following one-page  
advisory: 
 
 
 
 

                           MEDIA  ADVISORY 
 
 
There's magic in the air this Christmas. And not just the usual "magic"  
associated with the family festive season.  This year the popular Harry  
Potter movie and books have helped create a special interest in all things  
magical including the process of becoming a wizard. For a glimpse into 
the local scene of wizardry, you are invited to visit a meeting of  The  
Vancouver Magic Circle (insert name of local club) to see how modern  
wizards learn and practise their craft. 
 
              WHO:   The Vancouver Magic Circle 
 
              WHAT:  A monthly meeting of the local branch  
of the International Brotherhood of magicians founded by  
a Canadian and two Americans in the 1920s and now  
a worldwide organization of 15,000 members bringing  
magic to people everywhere. 
 
              WHEN:  Wednesday, December 5,  at 7pm. 
 
              WHERE: At a downtown location to be disclosed only to those 
interested. 
 
              WHY:   To shed a little light on how you become 
a magician in the 21st century. 
 
              HOW:   Both junior and senior magicians will demonstrate how they 
learn and practise their art today. 
 
 



 
VISUAL OPPORTUNITIES: 
You will see both male and female, junior and senior  
members demonstrating quick visual effects (not longer  
than 20 seconds). You will also see a levitation and  
sawing-in-half illusion. Some members will be in colourful  
costumes others will look just like your friends at work or  
the next door neighbours. 
 
CONTACT:   (insert name, email, regular phone, and cell phone number of the 
person most available during the day to answer calls from assignment editors). 
 
                          _________________ 
 
This should be addressed to:  News Editor, 
                              WIZ-TV, 
                              Whatever Street, 
                              WHEREEVER, Oz. 
                              54321 

 
 
 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
 
 
 
 NOTE: It's important to include junior, female and minority group members and have 
them do quick, visual tricks. 
 
 
Everyone should come with a quick trick. (1-10 seconds).  
 
 
 Dove and rabbit productions are excellent but vanishes are not because they may appear 
"cruel." and you certainly don't need that. Club executives should have some carefully 
crafted quotes (10 to 20 seconds in length) about the benefits of magic, joining a learning 
organization, or the history of the club. Stress the benefits- 
-particularly the public, social or learning benefits. This is not the opportunity for the 
local stars to grab spotlight. That will probably kill the story. 
 



 
So, there we are. This is one of the "secrets" of media magic. Give it a try (anywhere in 
the world) and I'll be most interested to hear about your results.  The real secret  
here is that over the holiday period (whatever the holiday) journalists also like to take 
time off. Media outlets are understaffed.  So if the story is topical or seasonal and 
entertaining they may use it several times over the holiday period which means increased 
exposure.   The same media advisory will also work for the print media. Just make sure  
you have some effects standing by that will look good in still photos (e.g. levitation, 
suspension). 
 
My best wishes for the holiday season, 
Clive Court, 
aka The Funslinger 
 
 
 
PS:   This is not a media release!  It is not for publication so it does not have to be written 
in the national journalistic style. It is not "for immediate release" that will just make you 
look silly.  This is simply an advisory to assignment editors that an event will be taking 
place and it will be interesting for their viewers or readers.  Public radio stations can 
handle this kind of feature story--commercial stations can't (generally speaking). 
 

 
 
 
 
 
 
 
 
 
 

Thought for the week 
 
 

Advice from George Burns to a young performer 
 

“Never leave your wallet in the dressing room” 
 
 

 



 
PROMOTION IDEAS 

 
 
 
 
 
 
 

Readers Promotion Ideas 
 

Be my Valentine 
 

Magic Show Gift Voucher 
 

A Giveaway That Makes You Money!! 
 

More Promo Ideas 
 

Write short articles to boost your profile 
in your Market area!! 

 
Magnetic Marketing?  

 
Give Aways – Ideas from Readers 

 
 

 



READERS PROMOTION IDEAS 
 

If you are going to develop a promotional item make sure that it identifies with you. 
It must link to your image, routines, colours, genre, style, music, trademark ..   or 
whatever. 
 
Don’t just go to your local “promo shop” and get your name stamped on an item 
that has nothing to do with “who you are”. 
 
I asked our subscribers for promotion ideas that have worked for them.  
These next ideas are clever. Thanks for sharing them. 
 
 

~~~~~~~~~~~~~~~~~~~~~~~ 
 
I came up with this marketing idea recently and it has worked wonders for  me. 
  
My Trademark Trick is that I steal watches. At the moment I can remove practically any 
watch unnoticed. So.. recently I bought several cheap watches, gift wrapped them and 
attached the following note in a birthday card on each.. 
 

“HAPPY BIRTHDAY! 
 

CONGRATULATIONS!! WE ARE SENDING YOU 
THIS GIFT BECAUSE IT'S YOUR BIRTHDAY THIS YEAR. 

WEAR IT IN THE KNOWLEDGE THAT AT LEAST SOMEONE REMEMBERED! 
 

BUT BE WARNED THOUGH: 
SOMETIME, WHEN YOU LEAST EXPECT IT, 

I, JACQUES LE SUEUR WILL MEET YOU  
AND STEAL THIS WATCH OFF YOUR WRIST 

WITHOUT YOU KNOWING IT! 
 

HERE'S LOOKING FORWARD TO THAT DAY... 
 

JACQUES LE SUEUR 
 

P.S. WHY NOT GO OUT AND TREAT YOURSELF TO A SLICE OF CHOCOLATE 
CAKE TO CELEBRATE?" 

 
I sent it to 10 Top Hotel Managers in my area. 7 have emailed back to me to take up the 
challenge. It cost me next to nothing and got me in at 7 venues I normally wouldn’t have 
got in to. 
 
JACQUES LE SUEUR               MAJACK ENTERPRISES INC. 

 



 
 

~~~~~~~~~~~~~~~~~~~~~~~ 
 
 
The best idea my troupe has had is: Give away temporary tattoo’s!  Distinct, different, 
and since we’re a Circus Sideshow and not a typical magic show, making the kids 
“tattooed ladies” in our show works well. These cost about $300 (USD) for 1000 and are 
great give aways. We have two versions. One cost 25 cents. The other is free. We pay for 
the freebies with the sold. I have a policy of always having something for free in case a 
kid wanders up to the table without an adult. Nine times out of ten, I give the child a free 
tatt, and the parents come back to thank me, AND BUY SOMETHING. It’s a win-win 
situation.  Hope someone can use this. Let me know if you have any other clever ways of 
using this product.  

 
 
Thom Britain 
Modern Gypsies Entertainment 
http://www.ModernGypsies.com
 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
 
 
 
In reference to your query for marketing ideas, the following is one I use with all 
bookings.   

Whenever a booking is secured, it is worked into the contract that we are allowed X 
number of seats for our own use.  The number varies depending on size of venue, type of 
performance, client, etc.  We will fill these seats with invited guests (potential buyers).  
Although press kits, promotional packages, promo videos and other tools are essential for 
marketing yourself, nothing will impress a potential buyer more then actually witnessing 
AND experiencing the act for him/herself.   

This is a powerful tool.  They get to see the show firsthand, as well as, see how an 
audience responds to you and your act. 

Regards, 
  
Robert Lamar 
 
 
 

http://www.moderngypsies.com/


 
~~~~~~~~~~~~~~~~~~~~~~~ 

 
Greetings! 
I read in the Rocky Mountain News where a gift basket business owner rode an office 
elevator for four hours to make her first sale.  She  pretended to be making a delivery to 
the 7th floor, and handed out business cards to those who were interested. 
 
Sounds like a neat idea for balloon deliveries, clowns, buskers, elves, 
you name it.  Especially good for : April Fool's Day, (April 1,2001) or 
National Clown week (August, 2001) 
 
Pile a few or many clowns into an elevator and "go for a ride"! 
Or for the Christmas holidays how about elves riding an elevator? 
Make some balloon creations and "make a delivery"! 
Hey magicians and caricature artists, how about it?! 
Puppeteers!  Just think of the possibilities! 
 
Walking tall and stretching imaginations! 
 
Bill 'Stretch' Coleman             Denver Colorado 
http://Stiltwalker.com/
 

~~~~~~~~~~~~~~~~~~~~~~~ 
 
[The above “guerrilla” concept reminded me of a similar concept that a busy working 
clown uses here in Sydney. 

Performing at private parties all over the city he would always make a point, if possible, 
to stop somewhere on his way home. 

He would target shopping centres, go in and find the Centre Management.  Introduce 
himself, make some balloon animals for the staff and then head off again after leaving his 
PR kit. 

What a great advertisement. 

They actually get to see you in the flesh, your costume, manner and character.  Fifteen 
minutes of your time that could easily turn into multiple bookings.] 

 
 

~~~~~~~~~~~~~~~~~~~~~~~ 
 
 
Two others contributed the same classic promotional concept, but with their own twists. 

http://stiltwalker.com/


 
Mark Wood suggests.. 
 
“Sometimes the simplest things work.  After every performance, I give away bookmarks 
to all of the children at the show. I provide them for all the children whether there is 8 or 
800.  

This works great for me, especially at schools, libraries and fairs.. If I would ask a 
principal or librarian if I could pass out my business card to everyone after the show, they 
would probably say no. But with bookmarks, no one has ever said no.  

I order them 10,000 - 25,000 at a time and have t hem printed with black ink on brightly 
colored card stock. They are 2.5 inch x 7 inches and includes the wording:  
BOOKMARK, Have Fun - Read!, a photo of myself and my contact info.  

This is the cheapest form of advertising that I do and it gets me lots of bookings every 
year.  Most of the time, people say, I’ve had this bookmark on my refrigerator for the past 
2 years and thought I would call you.  

 
I hope it works for you too.” 
 

~~~~~~~~~~~~~~~~~~~~~~~ 
 
Brian Patterson gives us.. 

“This idea has worked well for me.    

Print bookmarks with your booking information and something the lines of “The Magic 
of Reading”.  Also, a tagline like “Make your Birthday Party the best with _____”.  Take 
them to all the local libraries and book shops.  Encourage them to place one in each bag 
(at the book shop) or set them out on the counter (at the library).  Librarians and Book 
Store owners like this sort of thing, and usually will mention the bookmarker.  Kids like it 
as well.  The more colorful the better.  And a tassel coming off the end through a hole is 
cute.   

The more extravagant the better.  Make sure they know they are free. “ 

 
 

~~~~~~~~~~~~~~~~~~~~~~~ 
 
[Got some nice feedback from various subscribers during the week. One of them 
mentioned the “bookmark” ideas of last issue. How simple and effective they are.  It was 
a reminder to me that we shouldn’t forget the simple ideas. They’re new ideas for some 
of our readers and well worth re-visiting for others. 

Remember, if you have any simple, practical, real world ideas that you use, then send 
them in to share with the group.] 

 
 



~~~~~~~~~~~~~~~~~~~~~~~ 
 
Bill VanGorder writes .. 
 
By far the most effective thing that we do is sending out a short questionnaire with our 
follow-up thank you note and invoice. 

Returning the questionnaire seems to do several things.   

1.)  It reinforces their memory of us and reminds them of the excellence of the 
entertainment we provided;   

2.) it gives us good feedback on our performance; and  
 
3.) it provides us with a large selection of references from which we can choose. 
 
Clients often refer to remarks they made on the questionnaire when they rebook. 

It goes without saying that the Thank You note is an absolute must, too. 

 

[ Thanks Bill, this is certainly a great tool.  

For me, the strong flow of testimonial letters is the real gem here.  When you have a large 
amount on file you can pick and choose the appropriate ones to send out to a prospect. 
For instance letters from the same industry type, or style of show.  This is much more 
effective than just a bunch of glowing letters from an assortment of sources. 

Interestingly, I have also had quite a lot of success with a Pre-Show Questionnaire. 
Several people recently mentioned that they picked me over others because they saw the 
document and realised how professional we were.  

The questionnaire goes out, with the info kit. It’s only suitable for some jobs, as it relates 
to how we “theme” our shows to fit in with the event, so I don’t use it all the time. So not 
only does it prepare us to do a more effective show, it helps get more work.  ] 
 
 

~~~~~~~~~~~~~~~~~~~~~~~ 
 
 
And from Jack Shea  <jshumor@berk.com> 
  
This may be too simple or silly for a lot of people but it has helped me. 

In mailing out offers or a flyer in an envelope, I use different rubber stamps in red or 
purple or hot pink stamped at an angle on the envelope. 

One of my favorites says: 

“If you do not open this envelope and toss it in the trash, that action will break a glass 
vial contained within which will release a large gorilla who will grow and climb out 

of your wastebasket and hug you to death.” 



 
Another is known as 'the loudmouth' which is a profile cartoon of a man's face with a 
very wide open mouth. The opening is about the size of a regular printed label...and that's 
what I do...paste the label where the mouth opening is making it look like he's shouting 
their name. Sometimes I put rabbit ears or a Top Hat on that profile. 
 
For Postcards I have a stamp that says,  

"This is a PostCard Do Not Attempt To Open! 
 
This light-hearted approach gets a lot more mail opened and people responding said the 
envelope was so funny they had to hear what I was offering. 
 
Jack Shea 
Make Headlines... use a corduroy pillow... 
 
 

~~~~~~~~~~~~~~~~~~~~~~~ 
 
 
[ Thanks Jack.  
 
Readers Digest can’t be wrong.  
Putting “stuff” on the outside does increase the chances of it being opened, especially if 
the label is printed. Hand writing of course is best. But who has the time for this. 
 
As an accredited member of the National Speakers Association. I have a small coloured 
official looking sticker that I use on some of my mailouts. It’s obviously placed on by 
hand and I think it helps, though it’s too early to tell yet.  
 
The danger of “stuff” on the envelope and even your return address, is that people may 
just see that and junk it. They may know you already and not even bother reading your 
new fabulous offer, or see the word Magic or Clown etc and decide not to bother 
opening. 
 
The answer here of course is to do what Readers Digest does. TEST, TEST, TEST. Keep 
notes of every thing you do and see what works. Then TEST some more.] 
 

~~~~~~~~~~~~~~~~~~~~~~~ 
 



~~~~~~~~~~~~~~~~~~~~~~~ 
 
 
Many years ago, I took a franchise with "Snap-on-Tools" During monthly sales meetings 
designed to persuade dealers to buy new lines from the parent company, we were offered  
drill bit sets at what we felt were ridiculously high prices. 
 
The sales manager asked us to brainstorm reasons why people buy new drills.   
Everyone chipped in the obvious, replace lost drills, no sharpening tools, wrong sizes in 
stock etc. etc. He rejected everyone saying that no one buys a drill bit because they need 
a drill bit, what they need is HOLES.  These bits are tungsten carbide tipped, so they give 
the customer what he actually needs, more holes. 
 
When we create our web site, advertising material or just answer a client on the phone.  
Don't sell what you have, sell what THEY NEED. 
 
Dusty the magician, 
http://www.magicalsolutions.co.uk
 
 
 

~~~~~~~~~~~~~~~~~~~~~~~ 
 
 
 
And here’s another contribution from Bill VanGorder 
 
“Here is our very successful promotion subtlety: 

Every one who assists us on stage is given an envelope containing a lottery ticket and a 
ThankYou - Good Thoughts card personally signed by Esther and me.  Not a new idea.  
But ....   We also include our business card and a short description of our various 
presentations.  It is absolutely amazing how many of these people follow through with 
references for future bookings.  There were 3 this week.” 

 
 

~~~~~~~~~~~~~~~~~~~~~~~ 
 
Greetings, 
 
 
Here is a procedure that has literally brought me thousands of dollars in extra children's 
shows that I would not have landed otherwise... 
 
As part of ANY of my birthday party packages, I offer FREE INVITATIONS to the 
parents.  I doubt I'm the only one doing this around the world, but I can honestly say, I've 
never heard about or read about it anywhere else. 

http://www.magicalsolutions.co.uk/


 
The concept is simple.  Just buy special "party-like" stationary (8.5" X 11") and print 
them from your computer.  Most parties don't need any more than about 30  
(typical classroom size in the States) invitations so the investment is relatively cheap. 
 
The parent(s) win because you're taking away some of their work and providing them 
with quality, attractive invitations for them to send to their child's friends.  And the 
performer wins because at the bottom of each and every invitation is your name and 
number.  That means your name and number ends up in 30 extra house holds with your  
target audience and with a pretty good guarantee its going to be looked at and kept for 
reference. 
 
The key here is that it must be presented as a benefit.  And it really should be a benefit if 
you make the invitations look nice enough.  My clients actually request my invitations  
when they've seen them.  You must also disclose to the parent(s) that your name and 
number will be on the invitation.  All my clients so far have understood that and still been  
appreciative of the added bonus.   
 
That's it... SIMPLE, SWEET, EFFECTIVE, PROFITABLE, AND THE PURIST FORM  
OF A WIN/WIN SITUATION! 
 
Thanks again for a great newsletter and keep up the good work! 
 
-Your friend, 
Christian T. Misner 
Orlando, Florida USA 
 
 
 
 
                                                                    
 



 
Be my Valentine 

 
 
 
So Valentines Day has come and gone again. 

 

I’m not concerned with how many cards you got, but did you take the opportunity to 
leverage the day into additional work? Or just a moment to strengthen a business 
relationship? 

 

I know it’s too late now to do anything now but there’s always next year and it should 
serve as a template for other special days. 

Fathers day, Mothers Day , Easter   etc 

 
~~~~~~~~~~~ 
 
Send Cards! 
 
Make your own or buy them in bulk.  

 
A Valentines Day mailout can be very effective. 

 

Past Clients, Conference Organisers, Agents and Bureaux. 

 

A nice card with nice words can work wonders. 

 

“Love to  ...  work with you again soon” etc. 

 

Close Up workers can find a quick phone around to clubs restaurants etc can often result 
in both extra Lunch Time and Evening bookings on the big day.  

 

So look in your diary now and plan a mini campaign for the next one, whatever it is. 

 
~~~~~~~~~~~~~~~~~~~~~~~ 

 



Magic Show Gift Voucher 
 
 
I was reminded of this idea when reading another maillist. I had heard of it before, but 
asked the writer Jack Disbrow if I could share it with you guys. I’ve added a few other 
ideas as well. 

 
The basic concept is that you market a Gift Voucher to the value of one of your shows. 
So what’s the difference here. One show is one show. Well, there are a lot of angles to 
this. 

#  For Children’s Entertainers 

 
Target your advertising in Seniors Newspapers. 

“Buy a Children’s Show for your grandchildren.” 

# Offer then at a discount at some times of the year! 

“Normally $150  - this month $125” 

# Buy One Show get a voucher for a second show at half price” 

 

# Offer them to Party planners or Party Supply Shops. They sell them at face value to 
their customers and then pay you an agreed percentage. 
 
# Offer them to Charity events / Fun Raisers etc as a item for Raffles/Auctions etc. 
 
 
Remember, you want to have an expiry date on the Voucher. Be realistic otherwise no 
one will buy it, but you probably don’t want someone getting onto you a couple of years 
down the track. 
 
 
If you pursued the “buy one as a gift” idea I’m sure you would find a certain number  
would actually never be taken up. You could factor this in to your pricing. Have a lower 
price that would encourage more sales, but knowing you may not have to do some of 
them. 
 
Hope it helps line a few pockets! 
 
Jack Disbrow, "The Friendly Magician" 
jrmagic jrmagic@warwick.net
 
 
 

mailto:jrmagic@warwick.net


A GIVEAWAY THAT MAKES YOU MONEY!! 
 
 
 
I spotted this idea in another performers emailed newsletter and asked the writer, BJ 
Hickman, to elaborate further and if I could share the idea with you. 

BJ produces a give-away. 

But it’s probably the most complex give-away I’ve seen for a while. 

Complex in it’s size, amount of work that it would take to put it together and complex in 
what it achieves for him. 

It positions him as an expert. 
It positions him as a celebrity 
It gets his contact details out into the homes of his market audience. 

And it makes money. It more than pays for itself. 

It generates profit for itself and creates more performances. 

 
Interested?   I bet you are. 
 
BJ Hickman produces a Magic Newspaper. 
 
It’s described as “Magic, Fun and games Newspaper” includes magic tricks, puzzles, 
games, jokes, parent pages and information on becoming a magician” 
 
16 pages of stuff.  

Who’s not going to take it home after a show to try out the tricks? The parents read 
information that is useful (safety tips, Library Info, resources on Magic) and see photos 
of BJ - “at the Magic Castle, doing his “speaking presentation” etc.  It positions him 
exactly how he wants. 

But printing 12,000 copies isn’t cheap.  To cover this cost, and to make money, he sells 
advertising space throughout the paper.  And at a fairly good rate. A full page inside for 
example is $900. 

The advertisers know exactly where these papers are going and who’s going to read 
them. There are adverts from - Pet Supplies, Party Supplies, Toy Shops etc.  Auto 
Repairs, Garden Shops, Restaurants etc. 

BJ of course advertises his own work, collects feedback and builds a maillist. 

 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
 
I’m not going to elaborate any further on this. Think about how it works and what it 
achieves.  It’s a great idea. 
 



Promo Idea 
 
 

In issue 10 we discussed the idea of our  “A Team.” 
 
Here’s a great little promotional ideas that I picked up at a convention last week. It is 
perfect for your A Team but could also work for everyone interesting you meet. 
 
• Laminate Them!  
 
Buy Rent or Borrow one of the small laminating machines that do business cards etc. 
After you meet someone and you have entered their info into your database, make them 
their own baggage tag for their briefcase etc. by laminating their business card. Send it to 
them with a nice hand-written note.  
 
What a great way to be remembered. If you like, and it was appropriate, add an additional 
card on the back with a small  “motivational quote” or subtle image that further ties it in 
with you.  
 
These machines are also great if you make up your own small “packet tricks” , typed 
intros for MC’s etc. 
 
 

 
 
 
 
 
 
 
 

Thought for the week 
 
 
 

Faucett Ross letter to Charlie Miller 
 

“Pattern your life after Nate Leipzig. He did a commercial act and never lost an 
opportunity to sell it. He also did a lot of other magic for which he never received a dime. 
He enjoyed talking magic and learning new tricks but he never allowed this to interfere 

with the commercial aspects.” 
 
 

Quoted in  Magic with Faucett Ross – by Lewis Ganson  Supreme Magic 

 



Write short articles to boost your profile 
in your Market area!! 

 
 
When most Magicians think of getting their Photo and Name in the paper, they think of 
Press Releases and Local Interest news stories. Attention grabbers like Headline 
Predictions or Outside escapes. 

But there is another technique that is just as powerful, if not more so. 
 
Writing short articles for newspapers and magazines. 

This method is very underused by entertainers and can quickly boost your profile in any 
chosen market area.. 

It is really very easy to do and is adaptable to any performer.  

Basically, you submit short articles to a range of publications and see who accepts them. 

Editors of some publications are crying out for content. Don’t even bother asking if they 
accept contributions, just write something up and send it in.  What you are aiming for, is 
to be a “filler” if they have unused space. 

Gather up your free community papers, club newsletters, magazines at the library, 
community centre, supermarket etc. 
 
Keep a file of them and from these you can extract the contact information and the type 
and size articles they usually run. 

Don’t ask for payment. Just sit down and write. 

If you do get accepted, thousands of people will see you as an expert in your chosen field 
and guess what, your contact details are right there. 

Put yourself in their shoes. They want a performer for a picnic day. Opening the Yellow 
Pages they see pages and pages of options. Then they see your name! Isn’t he the guy that 
wrote the “Ten Tips for a terrific Family Day” in the local paper. Or perhaps they ripped 
that article out and stored it away. 

This sort of publicity is worth thousands of $$$$. 

Important Note.   Remember, we are not talking about Press Releases here. They are also 
worth mega $$$$ and there is plenty in the Archives about them and we will be obviously 
talking about them again soon.  

 
What we are talking about is short - How To, Hot Tips, Inside Secrets, Parents Guide, 
Performers View articles about your expertise area. 



 

Here are some more ideas to get you started - 
 

Activities for Children’s Parties 
Easy Decorations 
New Themes for parties. 
Promotion Ideas for a School Fete 
How to Drive Traffic to your Car Sale 
Tips for Office Party Entertainment 
How to choose a function venue. 
 

 
If you can get your name, photo and contact details in papers & magazines, it is a quick 
and sure fire way to get the phone ringing. 

Another tip when writing the articles is to write them in Point Form. This way the editor 
can trim down your article easily to fit an available space.  

e.g.  

Intro  /  Point  /  Point  /  Point /  Point / Wrap up   

 

 

And of course make sure your contact details are included and correct! 

 
 
 
 
 
 
 
 
 
 
 
 

Thought for the week 
 
 

Be like a postage stamp. 
Stick with it till you get to your destination 



MAGNETIC MARKETING?  
 
 
 
 
 
This is such a great idea for Clowns, Face Painters, Children’s Entertainers etc. 
 
 
 
Do you have your name and business advertised on the side of your van or car?  
(It doesn’t suit everybody but it certainly attracts a lot of attention for those people 
who do it.) 
 
Well if you do, talk to your local promotional items shop about getting small Magnetic 
Stickers or cards made up with your logo and contact details. Leave them stuck 
to the outside of your car with a sign saying “Take One”. 
 
Simple, Clever, Memorable. I love it. 
 

~~~~~~~~~~ 
 
Reader Feedback on the Magnet Promo Idea 
 
Hey Magic Family... 
 
Just a couple VERY IMPORTANT notes people should consider before deciding to 
advertise on their vehicle with magnetic products (is this considered "Magnetic 
Marketing"?  Ha Ha!). 
 
#1: If you're going to advertise on your vehicle, you must be certain that  
(a) your vehicle sends the right message (is it clean, is it in good condition, is it a car that 
says "success"?...) and  
(b) you look your best every single time you're in that vehicle! 
 
While you're in that car, remember people are going to be looking at you and sometimes 
people are going to wave.  Wave back and smile!  Also, don't pick your nose, argue with 
your spouse, or curse people when they cut you off!   
Mind your manners. 
 
#2: And finally, you absolutely MUST take the magnetics off regularly and wash them 
and your car.  I had magnetics for many years and nobody ever told me this.  So when I 
sold the car, I couldn't get the magnetics off without ripping them and leaving black 
magnetic stains on the car that couldn't wash off.  It was a nightmare! 
 
Your magical friend,        Christian T. Misner      Orlando, FL 



GIVE AWAYS 
Reader Ideas 

 
 
Hi there, 
 
In the past I have given away a voucher that looks like a $50 bill. 
It has all of my booking information on it and they can use it towards my show; as cash; 
if they use it by the date which I stamp on it. 
 
I also include a small booklet (2 pages folded in half) of simple money tricks that they 
can learn to impress their friends and clients.  The first trick uses the voucher itself.  I put 
the voucher, the booklet, and a couple of business cards in a little plastic baggy and use 
that as an effective little giveaway.   
 
Not too shabby!        
Chris Bruce 
 

~~~~~~~~~~~~~~~~~~~~ 
 
Hello, 

One of the items that I use during my show is a screen printed T-shirt with my company 
name, contact information and character of me on the back.  I found an awesome source 
for these shirts here in Gainesville, Florida USA and I pay less the $3.50 per shirt.  Price 
includes screen printing.   
 

I serves two purposes: 
It makes a nice thank you gift for my helpers and something they will use and remember 
me by. When they wear the shirt, it advertises my company all over town and that area.   
 
The price for the shirt is low and the benefits are great.  You would be surprised how 
many calls I get from the shirts being worn. 
 
 
Rick Folmer 
 

~~~~~~~~~~~~~~~~~~~~ 
Hi 
I give away t-shirts mostly. They have a one color logo printed on the front and a 2 color 
logo on the back.  (there’s a graphic of them on my site under merchandise).  They cost 
me about 3$ each if I buy 4doz. I have a local trade school print them as a class project 
and that part is free!!!! That’s usually the expensive part of printed tee shirts - the 
printing. This way we all win! 
 

Tim Sonefelt 



 
Self Funding Give Away 

 
I spotted this idea in another performers emailed newsletter and asked the writer, BJ 
Hickman, to elaborate further and if I could share the idea with you. 

BJ produces a give-away. But it’s probably the most complex give-away I’ve seen for a 
while. Complex in it’s size, amount of work that it would take to put it together and 
complex in what it achieves for him. 
 

It positions him as an expert. 
It positions him as a celebrity 

It gets his contact details out into the homes of his market audience. 

And it makes money. It more than pays for itself. 

It generates profit for itself and creates more performances. 

 
Interested?  I bet you are. 
 
BJ Hickman produces a Magic Newspaper. 
It’s described as “Magic, Fun and games Newspaper” includes magic tricks, puzzles, 
games, jokes, parent pages and information on becoming a magician” 
 
16 pages of stuff.  

Who’s not going to take it home after a show to try out the tricks? The parents read 
information that is useful (safety tips, Library Info, resources on Magic) and see photos 
of BJ - “at the Magic Castle, doing his “speaking presentation” etc.  It positions him 
exactly how he wants. But printing 12,000 copies isn’t cheap.  To cover this cost, and to 
make money, he sells advertising space throughout the paper.  And at a fairly good rate. 
A full page inside for example is $900. 

The advertisers know exactly where these papers are going and who’s going to read 
them. There are adverts from - Pet Supplies, Party Supplies, Toy Shops etc.  Auto 
Repairs, Garden Shops, Restaurants etc. 

BJ of course advertises his own work, collects feedback and builds a maillist. 

I’m not going to elaborate any further on this. Think about how it works and what it 
achieves. It’s a great idea. 
 

~~~~~~~~~~~~~~~~~~~~ 
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AGENTS     - An Insiders View       
by Dick Christian 

 
This posting first appeared in another members only maillist. 

I asked Dick if I could share it with you and he kindly agreed. 

Working with Agents is something all of us do at some stage.  Some performers become 
so busy and so much in demand that they also become Agents. But there are often stories 
about bad experiences and misconceptions about roles. 

Dick Christian is not only a very successful performer with a wide range of shows, he 
also operates as an Agent.  I hope you will read the article very carefully, as he shares 
some very important secrets and terrific insights.  Ideas that could smooth the road for 
you in years to come. 

 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
In Defence of Agents 
 
In Digest #100 someone posted a report of his bad experience with a certain Agency.   

As a performer I must admit that, yes, there are unscrupulous agents out there.  Like 
others I’ve had an occasional problem with one or two myself and there are some that I 
refuse to do business with. At the same time, please be assured that while there are a few 
bad apples in any barrel, they are not representative of the industry at large.  While there 
are couple of agencies that I won’t do business with, there are many more with whom I 
have a most cordial working relationship and are happy to work with at any time. 

As one who is also an agent, I also feel obliged to speak up on behalf of those of us who 
are in that business.  I think most of us go out of our way to be fair to all concerned, both 
our clients and the performers we represent.  An agent has a dual responsibility.  He is 
responsible to the clients to provide the best possible entertainment at the most 
reasonable cost.  He is also responsible to the performers to get as much work as possible 
and to get the highest possible compensation.  A good agent realizes that he only makes 
money when the performers he represents make money. 

I have worked for a LOT of the agencies in my area, both as a performer and as a 
subcontractor providing the services of performers in our files to other agencies who did 
not have those performers available from their own resources. 

In working through an agency, the performer needs to keep a couple of things in mind.  
Not the least of which is that the days of the ten-percenter (unless one is handling a “big 
name” performer who commands the top fees) are gone forever.  The big agencies often 
charge their clients double the performer’s fee and commissions of 30-35% are not 
uncommon.  The standard minimum commission these days (typically for AFTRA-SAG 
licensed agencies) is 15%.  In the case of my company, our commissions range from a 
low of 15% to as much as 1/3 depending on the sale price for the act; e.g., for the low 
cost - high volume jobs, such as clowns and magicians at kid birthday parties our 



commission is typically 1/3 of the cost to the client.  For the bigger jobs, e.g., bands at 
wedding receptions, “name” acts, etc., it is typically in the 15% range and sometimes 
even lower if it is an important client from whom we hope to get more jobs in the future. 

The smart performer will discount his/her normal fee (i.e., what they would charge the 
client if they booked the job directly) by at least 15-20% when booking through an agent.  
This allows the agent to offer their services to the client at the same fee the client would 
pay if they booked the performer directly.  That way the agent does not come off to the 
client as a bad guy.   

Although the performer gets less than if they booked the job directly, they avoid all the 
hassle of dealing with the client, sending the contract, etc., which saves the performer 
time, money and possible aggravation and takes into account that the agency has certain 
operating costs and overhead which must be paid out of the commissions it receives.  
These costs are often far higher than a lot of performers realize.  In my own case, my 
yellow page and other local advertising costs OVER $3,000 A MONTH!  (The fact that I 
live in two state plus DC area where two competing companies each publish several 
different directories is one of the reasons the cost is so high.)  I have to sell a lot of 
clowns at a lot of birthday parties just to cover my advertising costs.  In addition to the 
ads, I have to pay a telephone bill, my part-time secretary, insurance (not only for me, but 
to cover all the acts/performers we send out under our name - - at a cost of over $6,000 a 
year), postage, etc., etc.  Even with gross sales of $250,000-300,000 annually (including 
what I earn from my own shows), if I figured in the time I spend running the business I 
would probably find that I am making about $0.10 an hour.  (No wonder my wife thinks 
I’m nuts!) 

Perhaps because I consider myself first and foremost a performer, I try to bend over 
backwards in favor of the performer and do things as an agent that none of the other 
agencies for which I work have ever done for me.  These include: 1) providing every 
performer I send to a job with their own personalized business cards - - bearing THEIR 
name, but my companies address, phone number and web site, 2) providing each 
performer with a map showing the location of, and route to, each local job (a convenience 
to the performer and, just as important, deprives the performer of any excuse for late 
arrival because they couldn’t find the location), 3) in all but rare occasions getting 
payment to the performer in a timely manner after the job even if we have not yet 
received payment from the client (whenever possible I try to arrange it so the performer 
is paid on the job and then remits the commission to my company) and 4) in those rare 
cases where we have a problem getting paid by the client, I see to it that the performer 
gets paid as soon as our cash flow permits and then I try to go after the client for the 
monies owed (in one case it took 3 years of legal hassles before I finally recovered over 
$3,500 owed by a client - - but the performers were all paid less than 2 weeks after the 
job).  In the rare instance when a client has given a performer a bad check, I have always 
paid the performer even though there have been times when I was never able to recover 
the money from the client.  I also always let the performer know how much the client is 
paying for the job.  (At least one agency that I work for on occasion has told me that what 
they charge the client is none of my business; however, because they have always paid 
me the fee I have asked for I still do business with them.)  In cases where I think that I 
can get the performer a higher fee than they have asked for, I will try to do so.  And I 



have no reluctance at all to turn down a client and often do so when their budget is too 
small to get a performer of the quality that the occasion demands.  If they are going to get 
a substandard performer because they can’t afford one who will do the job right I would 
far rather have them unhappy with another agency than with mine.  The odds are good 
that they will increase their budget and call me the next time they need entertainment. 

The things that I ask of the performers I represent include: - 

giving me the best price they can for their services and, if possible TWO prices - - the 
one they’d like to get if possible and the one they would be willing to accept if 
necessary to get the job - - if there is to be any negotiating room (other than reducing 
my commission) I need to know that up front in order to be able to negotiate with the 
client if necessary, 

that they conduct themselves in the most professional manner on the job so as to give the 
client the quality of service that reflects favorably on them as the performer and on 
my company as agent,  

that any work deriving from a job booked through my company within 1 year of the 
engagement be booked through my company (this is standard within the industry and 
the only thing that will get a performer on an agency’s shit list quicker than not 
showing up for a job is using a job booked through the agency to solicit work directly 
with the same client or others in attendance at the event or giving out one’s own cards 
instead of the booking agency’s cards on the job). 

 
I should also add that if a client calls me for magician or a mentalist and IF I think that I 
am qualified to do the job myself and am available to do so, I will try to book one of my 
own shows (hey, I never said I was stupid).  If, however, I feel that another performer 
who I represent is better qualified for the job (i.e., if it is a trade show or other situation 
for which I have others better suited for the event), if I am not available, or if the client 
has hired me in the past and now wants a different performer, I am more than happy to 
put someone else on the job.   

Those of us who operate and manage reputable and conscientious agencies are 
embarrassed by the few bad apples that give the industry a bad name - - just as we who 
perform are embarrassed by those who reflect unfavorably upon our craft. 

If you are in doubt about an agency’s integrity it is always a good idea to check with 
other performers they represent.  Any reputable agency should be happy to provide you 
with a list of performer references. 

Dick Christian 

 



 
 

What can we learn from the Porn Industry? 
 

 
Driving back from a late night job I listened on the radio to a couple of internet experts 
discussing the so called “dot com crashes” of the last few months. 
 
The conversation came around to what industries and companies still thrive on the 
internet. Of course one of the most successful groups who use it, is the porn industry. 
Forget about peoples “need” to visit porn sites and the vast market out there of people 
who do. 
 
Think about this. 
One of the techniques they use successfully, to thrive and grow, is to swap their 
customers around. With banners and link pages they move their prospective customers 
from one to another. They feed off each other and they all grow in the process. 
Is this something you do?? 
Do you pass on jobs to others in the industry. 
Or do you throw your hands up in horror at the thought? 
Do you try and wrangle a commission out of them or do you work on the “swings and 
roundabouts” principle. 
 
If you give enough work away to people who can do the job well, these people will feed 
work back to you. 
 
If you are contacted by someone and the date doesn’t work out for you, what do you do? 
 
Make some suggestions? If you leave the client with no ideas, they may then resort to the 
lucky dip of the yellow pages. A bad selection there might ruin the job for everyone.  The 
following year they might say “not again”. A good suggestion from you, grows the pie. 
You might score it next year.  
(Of course you got their contact details and you can send out a mailing to them at the 
appropriate time.) 
 
If you are worried that you are going to lose long term work or repeat business by passing 
on work, then you really need to sit down and examine what you are offering to the 
marketplace. 
Are you just a commodity that could be replaced by any one of several other acts? Or are 
you something special, with unique benefits, character and show? 
 
One last thing. When recommending your colleagues. Make sure to ask the prospective 
client to mention your name when contacting them. This ensures you will get some 
“Brownie Points” for passing on the job, but more importantly it makes the  
suggested colleague seem more important. A personal recommendation. More likely to 
get the job. 



 
My suggestion to you is to decide on a small number of people that you are going to pass 
work onto. Tell them of your intentions. 
Remember, the more people you help get what they want (both your colleagues and  your 
clients), the more likely you are to get what you want. 
 

~~~~~~~~~~~~~~ 
 
 
Reader Comment 
 
In response to your article about passing on work and increasing your business, I have 
taken a different path. 
In the past I always passed on clients to other performers.  After a while, I realised that I 
was not getting back any where near the amount of recommendations that I was giving 
out. I only do close-up magic and do not accept children’s shows, I also lose a lot of 
shows because I am already booked. I was therefore passing on a lot of shows and not 
getting any back.  
I then realised that I had to start a new end of my business.  
I became an agent (I mean that in a good way). I asked my friends and fellow magicians 
to let me know the price that they would be happy to work for. I give them my business 
cards with a place for their name. Any shows that result from their work, go to them first. 
Because I deal with a well to do clientele,  
I can usually get a good markup on their price to me. Getting back to being a good agent, 
because I get a good markup, when it is time to pay the performer, about 60-70% of the 
time, I pay them more than the agreed price.  
 
This becomes a win win situation. I still make some money, they get paid properly and 
respected for what they do. I retain the client contact for future work which goes back to 
the same performer. Most important of all, my friends & I now have two relationships. 
One as friends and the other relationship is business. We keep them separate and 
everyone is happy. I also have found an easy and natural  way of growing my business. In 
addition to magicians, I now book other variety performers and treat them in the same  
manner. 
My business has grown, I still have good friends in the business. It is truly a win win 
situation. 
Best Wishes, 
 
Allan Sherer 
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Understanding a Young Audience 
 
 
Several years ago I was asked to be on a panel at a magic convention. The discussion got 
around to Marketing and each of us was outlining different techniques that we use. 
 
A very successful and high earning colleague of mine, gave what I thought was a very  
incisive answer. 
 
He said the best form of marketing was to understand exactly what the audience wanted 
and to give them that. The work would follow. 
 
So it was with great interest I read a piece by Stan Davis in a recent issue of the 
magicians only, EG newsletter. I asked Stan if I could reprint it here as I know a lot of 
you would not have seen it and a lot of you do work in this age range. 
 
 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
 

A developmental view of childrens' heckling 
by Stan Davis 

 
Having worked as a child therapist and school counsellor for 30 years has helped me to 
see the reactions of child audiences through a developmental lens; in the hope that this is 
helpful to you.... 
 

*heckling and interruptions by children and teens; a developmental view* 
 
Part 1: ages 4-7 
 
To start with a few assumptions: 
My fantasy in performing for anyone, kids included, is that they will sit, listen, enter into 
the illusion, suspend disbelief, love me, applaud when I want them to, interact when I 
want them to. I feel a little threatened or even that I have failed if instead they want to 
engage me in a discussion (either about the method I used for an effect or about anything 
else) while I am in the middle of a performance. That is even more true if they want to 
challenge me. "I've seen that;" "I know how you do that;" "That's the oldest trick in the 
book." And what about the kids who spend the whole show whispering back and forth to 
each other? 
On the other hand, if I want fantasy performances I will have to hire child actors and give 
them a script, because my needs and wants are not the only forces at work in a real 
performance. What about what the KIDS want and need? 
So I will have a better time (and so will they) if I keep a few things in mind: 
- what children need and want during a performance of magic 
- the positive motivation behind the unpleasant behavior I might see 



- and ways to convert that unpleasant behavior into behavior that works for me and them. 
It would also help if we knew ways to prevent interruptions and challenges from the 
crowd. This article will address these issues for children ages 4-7. I hope others will 
react, and I will write again about ages 8-11 and 12-16. If what I am writing seems 
elementary or obvious, please forgive me. It's taken me some time to figure out, so I 
thought it might be of use to you. 
 
Children of different ages need different things. Children go through age ranges in which 
they have different basic developmental needs. 
 
Children in ages 4-7 are figuring out how the world works, what objects are like, how to 
make friends, and how to control themselves. They often run into phenomena they can't 
understand. They are open to wonder and amazement. The existence of REAL magic is 
always a possibility for them. In their play they are absorbed in creating imaginary 
worlds. Children in this age range may experience a magic performance as: 
 
one more evidence that objects act in ways that they didn't know about. They may be 
fascinated by your props, thinking of them as having magical powers. Two children in 
this range at a recent performance of mine wrote: 
"My favorite magic was when the music kept turning on by itself." 
(What was that quote about sufficiently advanced technology being indistinguishable 
from magic?) 
Children in this age range want to have fun- they want silly gags, pratfalls, surprising 
events, spring snakes. 
They also want the show to be *about* children. My show "How to tell a story" ends 
with a Grimm brothers' tale retelling with audience members playing roles in the story. 
So kids wrote :" I liked the part about the family"; "I liked the part where the boy and girl 
were arguing." 
Then :" I liked the banana trick" " I liked it when you pulled the tissue paper (a mouth 
coil)" 
Kids in this range seem to want things to appear, to multiply, to change.  
 
 If kids in this age range interrupt or misbehave we can look for three major causes, I 
think: 
- unclear expectations and not enough supervision. My favorite way to get adults to sit 
with kids instead of at the back of the hall I learned from a librarian. He addressed the 
crowd: "Children- I'd like you to sit with your grownups during the show so you can ask 
them to be quiet if they start talking during the show. You know how grownups get...." 
Kids this age may not know that they are supposed to be quiet in live theatre (too much 
experience talking in front of the TV). I often with a crowd of this age remind them that 
talking in front of TV does not interrupt the performer, but that this is *live* theater. 
- trying to get one-up. Some kids in this age range deal with a magic show the way they 
approach playing in a soccer game. They want to win. Winning means that they want to 
figure out how you did your tricks. If they don't, they lose. I know that there are many 
magicians whose reaction to this maneuver is to start a string of sucker tricks until the 
kids finally get it that they are not going to figure the secrets out, then the kids give in and 



let you perform. (I am not making this up; I heard it at a magic lecture by a famous 
children’s' magician who said that is what he does, even if it takes 4 or 5 sucker tricks.) 
 
Who am I to say that that is wrong? It's just not my way. My way is to acknowledge it 
when they "catch me." After all, one of the joys of hanging out with kids this age is that 
they have not yet learned that you don't say what you see. Think of the story of the 
emperor's new clothes. They watch. They come up with ideas. Then they say what those 
ideas are. Do you REALLY want to be part of the adult conspiracy- one of the people 
telling them NOT to say what they see and think? I don't..... 
 
So what other choices are there? 
Try this: 
Value their input. "That's a fascinating idea. Anyone else have an idea how that worked? 
" <AND REALLY LISTEN TO WHAT THEY SAY.>  
Your effect may be too easy to figure out.  Or you may get some hilarious alternate 
suggestions for how something works. OR they may not understand the characteristics of 
what is to you a very familiar object, so they see no reason why you can't bend it, push a 
rope through it, join it. After all, you're a grownup and can therefore do things they can't. 
 
After you talk about their theories you can ask them to pay attention through a few more 
things, and to be quiet so others can hear and see- and then talk with them again. Children 
want to be heard ("Children should be seen AND heard", after all), and if you listen to 
them they will listen to you. 
 
Then there's 
- impulsivity, attention deficit disorder, 'ants in the pants'- every fourth or fifth show I run 
into one kid whose motor is always running- constant talking, comments on everything, 
moving, etc.... These kids do not seem able to control themselves. I think that most of 
them are commenting on the show to themselves, though you will occasionally see a 
kid trying to compete with you for the crowd's attention. In this case it works best for me 
to politely and quietly ask the kid to be quiet "so the other kids can hear". I may have to 
do that two or three times. In the very rare situation that the kid won't listen to that, I 
could ask the adults there to remove the kid- but I have not had to do that in years. 
 
The key, as with all heckler-stopping with kids, is tone of voice and body language. 
We have three choices in tone and body: 
- ANGRY..... "You better stop.....!" This scares kids of this age range, and fear does not 
necessarily make them quiet. Besides, if you get openly angry at a kid you'll never work 
in that venue again. 
- SCARED....... Kids can smell fear. If you are thrown off your emotional balance by a 5 
year old, the other carnivores in the crowd will attack. 
- CALM and CONFIDENT...... You are getting paid anyway, aren't you? 
Relax. Be positive with them. "It is HARD to sit still, isn't it?" "You have a lot of ideas. 
Could you come up after the show and tell me some of them? And could you please be 
quiet now so the other kids can hear?" Which do you think will give you the lowest blood 
pressure after the show? 



 
 
For age 4-7: 
Kids want to see wonders and surprises 
 
They may want to talk about 'how it's done' in the same what that they would want to 
know where the stuff you flush down the toilet goes- or about where babies come from (I 
come from Boston, myself....) 
They may want to 'win' by 'catching you'. Fortunately, most kids in this range don't care 
about this. If they *don't* want to do that, why set up that dynamic with sucker tricks 
unless you do it at the very end? 
They most often do not know that their interruptions or actions are stopping others from 
having a good time, and will most often stop when you point that out. They care how you 
act toward them, and will respond to kindness with attention. 
They are not impressed with your level of skill, nor (particularly) with the impossibility 
of the effect. They know nothing of probabilities, so any kinds of prediction and most 
card tricks go right over their heads. 
They are not impressed with how much you know. Adults *always* know more than they 
do. So what? 
They want to have fun with you. They want to be surprised. They want to see effects 
repeated (as in the repeating banana production). They want to laugh. They want to share 
experiences of wonder with you. 
And they would like to have magical powers. 
 
This age range offers us a chance to re-experience the truly magical world of childhood 
in which there is real magic. Take the time with them to spin a web that includes a 
magical space in which you and they *believe*. If you all fall out of that space through 
some kid's focus on "how it's done" (or through a mistake on your part) , accept that, 
acknowledge it with them, and reweave the web with them before you continue. 
Stay positive and have faith that they want to please you and to help 
each other to experience the magic. 
 
 
 
 
 
 

Thought for the week 
 
 

A wiser man than me once said ... 
 

“treat every show as if it was your last,  
the one you want people to remember you by, 

and you can’t go far wrong”.       
 

 How true. 
 



 

SIMPLE CLOSE UP STRATEGIES 
 
 
 
1/ 
 
Whenever a function has a registration desk I make sure I do some magic for them. 
Don’t interrupt what they’re doing but if they are all set up and waiting for the guests 
to arrive, show them a few simple things. 
 
They will often then mention you to the guests arriving which will help “set - up” your 
performances later. “Oh, you must see the magician, he’s great.” 
 
The other factor about this, is that these people are often the “gate-keepers” in the office. 
They may not have made the actual decision to book you, but they may have done the 
phone around and collected quotes info etc. 
 
The more of these people on your side, the better. If they go back to the office raving 
about you that’s great. They will also act as a contact point if guests want to find out how 
to contact you or if you approach the company for a testimonial or for further work. 
 
Five minutes of your time, perhaps before you are scheduled to start, could turn into 
multiple bookings. 
 
 
2/  
 
I always check if they are having an official photographer. 
 
If they are, I always seek him out and introduce myself to him. Explain why you’re there 
and ask if he would like to set up a shot with some guests early on. 
 
Take the initiative here. Don’t just let him find you later and hopefully get you with a 
good group. 
 
If he doesn’t want to set anything up, here’s two ideas. Tell him what time you’re 
leaving. Perhaps you are just doing pre dinner drinks. If he assumes you are there all 
night, you could miss out on a great photo. Also mention what you feel is a good shot. 
 
You know the moments that are “hot”. If he’s ready then the chances are increased  
you will get a great shot. 
 
Getting your face in the photo records is a good strategy. The bookers and organisers  
may not get to see you work. At a big function you can be working your heart out, but if  
the right people don’t see you, then they may think later it was a waste of money. 
 



If when they go through the proof sheets your face keeps popping up, this solves the 
problem. 
 
Good photos get used in Company newsletters, websites,  local papers etc and do lead to 
further work. 
 
Also, of course,  if you have got the photographers contact details, you may be able to 
have access to the photos. You will have to check with the company that booked you, but 
this is usually never a problem. 
 
3/  
 
One thing that many beginner walkaround performers seem to feel, is that they have to be 
performing all the time at a function. Non stop Trick after Trick. 
 
Don’t be afraid to chat. Remember, you are there as a host entertainer. 
Your role is to make sure the guests have a good time. 
 
If they want to chat, tell you a story, ask about your background, let them. If you interrupt 
their story about this fabulous magician they saw in their childhood just to show them 
your latest effect you may be missing the whole point of you being there..  
 
 
(If you’ve listened to the Michael Ammar tape on memorable magic, he tells you to be on 
full alert when people are telling stories about magicians they have seen. What do they 
remember? What impresses the audience. This is valuable feedback) 
 
 
 
 
 
 
 
 

Thought for the week 
 
 
 
 

There was a great loss recently in the entertainment world. 
Larry LaPrise, the Detroit native who wrote the song  Hokey Pokey,  

died last week at 83. It was especially difficult for the family when they 
went to put him in the coffin. They'd put his left leg in and....well, 

things just started going downhill from there. 
 
 
 
 

 
 



TIPS     on Stage Fright    
by Tom Antion 

 
Here are some easy to implement strategies for reducing your stage fright. Not everyone 
reacts the same and there is no universal fix. Don't try to use all these fixes at once. Pick 
out items from this list and try them out until you find the right combination for you. 
                                                                           
 
Visualization strategies that can be used anytime 
 
• Concentrate on how good you are.                  
• Pretend you are just chatting with a group of friends.           
• Close your eyes and imagine the audience listening, laughing, and applauding.                  
• Remember happy moments from your past.                  
• Picture the audience in their underwear.                  
  
Strategies in advance of program 
 
• Be extremely well prepared.                  
• Get individual or group presentation skills coaching.         
• Listen to music.                  
• Read a poem.                  
• Anticipate hard and easy questions.                  
• Organize.                  
 
 
Strategies just before the show 
 
• Remember Stage fright usually goes away after you start. The tricky time is before 

you start. 
• Be in the room at least an hour early if possible to triple check everything.  You can 

also schmooze with participants arriving early.          
• Notice and think about things around you.                  
• Concentrate on searching for current and immediate things that are 
• happening at the event that you can mention during your show (especially in the 

opening). 
• Get into conversation with people near you. Be very intent on what they are saying. 
• Yawn to relax your throat.                  
• Doodle.                  
• Draw sketches of a new car you would like to have.                  
• Put pictures of your kids/grandkids, dog, etc., in your notes.     
• Build a cushion of time in the day so you are not rushed but not too much  time. You 

don't  want to have extra time to worry.                  
• Take a quick walk.                  
• Take quick drinks of tepid water.                  



• Double check your A/V equipment. 
• Don't drink alcohol or coffee or tea with caffeine.                  
• Listen to music.                  
• Read a poem.                  
• Do isometrics that tighten and release muscles.                  
• Shake hands and smile with attendees before the program.     
• Say something to someone to make sure your voice is ready to go.             
• Go somewhere private and warm up your voice, muscles, etc.                  
• Use eye contact.                  
• Go to a mirror and check out how you look.                  
• Breathe deeply, evenly, and slowly for several minutes.                  
• Don't eat if you don't want to and never take tranquilizers or other such drugs. You 

may think you will do better, but you will probably do worse and not know it.                  
 
Remember nervousness doesn't show one-tenth as much as it feels. 
Before each presentation make a short list of the items you think will make you feel 
better. Don't be afraid to experiment with different combinations. You never know which 
ones will work best until you try. Rewrite them on a separate sheet and keep the sheet 
with you at all times so you can refer to it quickly when the need arises. 
 
Use these steps to control stage fright  
~~~~~~~~ 
Comment from MagicCoach 
 
Who doesn’t get stage fright sometimes. An important new client in the audience. 
Trying out a new routine in the field for the first time. Live Television !! 
 
These Tips from Speaker Coach Tom Antion are great. 
I was lucky enough to meet Tom at the National Speakers Convention in Dallas.  
Tom is a very successful, speaker and speaker coach. I have used Tom's training 
materials and services and have found them to be very helpful to my career. 
 
Tom specializes in unique promotional and performance techniques to promote his 
speaking business. If you want to learn all types of ways to be great when you are giving 
a presentation, you might want to view his web site...He also has the greatest tips I've 
ever seen for promoting a speaking business and getting your fee up rapidly. ( These 
ideas are great for entertainers as well as speakers.) 
 
Tom really knows what he is talking about. Just like you he came from an entertainment 
background and used to speak and entertain for $75.00 a gig. He's now charging $6500 
per keynote and $7500 per day . . . and he's not even a celebrity. 
 
You can visit his Great Speaking Center website by clicking this link: 
 

http://www.antion.com/t.cgi/102367/speak4moneysystem.htm

http://www.antion.com/t.cgi/102367/speak4moneysystem.htm


 

So You’re Ready for the Big Stuff! 
By  Rich Hill 

 
So you’ve decided to add a big illusion to your show!  Congratulations! But which one??  
 
There are definitely a few things to consider when you add one  
of the big ones Be sure to ask yourself these questions before you take the big plunge.  
 
What sort of venues am I going to be playing?  
Although an Elevator Production like Copperfield’s would be cool, am I going to be 
playing theatres?  
 
How am I going to get my stuff to the show?  
If you’ve been used to throwing a couple of cases into the back of your SUV, you’ll want 
to consider how it breaks down for transport.  
 
How often am I going to use this?   
If the answer is very often, you’ll want to be sure it’s built tough to  
withstand frequent use.  
 
Do I need a case for it? Absolutely! 
This not only protects it while in transit, but also while it’s  
being stored.  Protect your investment with a case it’s so worth it!!  
 
Now for selection. Let’s assume that you are not playing theatres.   As you know, many 
working magicians are called upon to perform in, shall we say, some non-ideal situations. 
There may not be a backstage area, or side wings for loading an assistant into a 
production illusion. There may not be a front curtain for loading yourself into an opening 
appearance illusion. Sound familiar?   
Let’s look at some of the illusions that work well for these venues. 
 
Modern Art and Zig Zag are perfect, as they can be done close up and surrounded. How 
about The Assistants Revenge? 
Kind of bulky, but what a great illusion!!  
Sword basket.  Works great in these situations.   
Sword Box, Temple of Benares, Sub Trunk, Super x, Sword Suspension, Broom 
Suspension (any of the harness style suspensions). Steinmeyer’s “Thru a One inch Hole” 
is great for doing anywhere.  It’s in his book Device and Illusion 
There are countless stage illusions for the do anywhere magic  
show.  These are just a few.  We’ll talk more about fitting your illusions to your venues 
next time!  
Rich Hill  
 
Visit Rich Hill’s Illusionshop on the web  
 http://www.richmagic.com  
 

http://www.richmagic.com!/


~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
MagicCoach Comment 
 
 
If you don’t know each of these Illusions then Rich has given you your homework for the 
week. 
 
They are all classics and rightly so. 
You can work on a unique presentation that suits your personality. 
 
The fact that an Illusion can work in any conditions, sightlines stage etc, is immensely 
important for a working pro. 
 
Turn up to a function and there is no stage space left, as the band, lectern and decorations 
have taken it all up and you will pleased to have something that works on the dance floor 
mostly surrounded. 
 
Sure, we would all like to do “theatre” illusions, but if you are going to spend your hard 
earned dollars, you will need to know it will be an Illusion that gets used all the time. 
 
Once you have added an Illusion or two and you see how they have helped your act, then 
consider getting or developing something a bit different. 
 
Three Reasons to add an Illusion! 
 
More Money.       
 
You can obviously charge more for a Show that includes an Illusion. Clients understand 
that. They know it will “play” bigger and everyone will be able to see something. 
 
Publicity. 
 
The “Art of Magic” can be a little tricky at times to capture in a newspaper photo. An 
Illusion prop, even if it’s not being performed, can fit the bill. It makes your “package” 
look bigger. You can use a “local” or “celebrity” to give it more hook. 
 
Crowd Pulling Power. 
 
Working Malls or Out Door Shows? A couple of draped and mysterious shaped objects 
will pull a crowd. They know something is going on. They will ask what time and be 
there if interested. An empty stage does not do that. 
 



RESOURCES 
 
A couple of extra resources to hunt up.  
 
Jonathan Pendragon did a very interesting article in Genii some years ago where he 
discussed what he thought were the ideal first Illusions for a beginner.  And why. 
 
Volume 55 No 3 issue of January 1992. 
 
 
Two of them were the Sword Basket and Pole Suspension. 
Simple classics that are still in their repertoire (and mine) after all these years. 
 
 
The other great little booklet to hunt up is Paul Osborne’s “Illusion Planning”.    
It’s obviously a bit of a sell for his Illusion Plans series, but gives great ideas on Program 
Structure, Costuming , Choice etc. 
 
One last point. And I think the most important one. 
 
I think you should have an “act” before you start planning and buying illusions. 
Be able to command and control an audience.  
Make them laugh, gasp and applaud. 
 
When you are comfortable doing that, comfortable with who you are on stage 
and what you are trying to do, then it’s the time to add icing to the cake with 
some select illusions. 
 
 
 
By the way, Jonathon Pendragon's top 10 books for any budding illusionists are  
(in order): 
 
Jarret 
The Harbin Book 
The Illusion Show by David Bamberg 
Secrets of my magic by David Devant 
Hopkins Magic by Alber A.Hopkins 
Device and Illusion by Jim Steinmeyer 
Conjurer's Optical Secrets by S.H.Sharpe 
Modern Illusions by Tom Palmer 
The Magic Poster Book by Charles & Regina Reynolds 
Our Magic - Makelyne & Devant and Neo Magic by S.H.Sharpe 
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Going with the flow 
by C.J. Johnson 

 
 
 
I have a marketing technique I call “going with the flow”.  When a show falls into my lap 
through my website, or through an agency, in a market I had not considered attacking I 
make it a point to get a good quote from the planner of the event (see section on getting 
quotes) and then capitalize on that quote to the highest degree possible. 

Once you have a quote from a client (let’s say the group is an Elk’s Club) go on the 
Internet and find a site like http://www.bigbook.com (bigbook is an online yellow pages) 
and enter the name of the group you have the quote from.  See what categories they are 
listed in then pull up all other groups in the region which are in the same category.  This 
takes a while to do the cutting and pasting into a database, and you may get some 
returned pieces, but using this technique, with a good quote and a strong sales letter you 
will generate new business that would have otherwise been overlooked. 

Now that you’ve got the names and addresses (they even include zip codes) you can 
either mail to “attn: special event planner” or you can take the time to call each of the 
places and ask “Who is in charge of (whatever function you appeared at for the other 
group).”  Then address it directly to this person.  Incidentally, I don’t think this step is 
worth the extra time and money spent on the phone making these calls.  I do direct mail 
to generate incoming calls of prospects interested in what I have to offer.  It’s much 
better to talk to people who ARE interested in your show all day long than it is to 
experience the rejection of outgoing phone calls. 

Inside the envelope you will put a compelling sales letter letting the planner know the 
benefits of your show over other types of entertainment (if you can’t think of any it’s 
time to create some) and any special offer you have for them.  There should also be a 
brochure or a flier describing your show and some sort of response form (business reply 
card, 800# or website) so they can get your full packet (more letters of recommendation, 
quotes, fliers, schedule, photos & videotape at the minimum) or call to reserve a date. 

Here’s the key that will help get your envelope opened in the first place.  Remember that 
great quote?  You will print this quote onto the envelope (preferably in color) along the 
entire left-hand side of the envelope, just below the return address envelope.  Make sure 
the persons name and organization are legible at the bottom of the quote.  Since this 
quote comes from a person who is “LIKE THEM” they are likely to notice the quote.  If 
it was good for the group like theirs it would probably be of interest to them too. 

http://www.bigbook.com/


 

This, in the direct mail world, is called a billboard style envelope.   The prospect looks at 
the envelope and has an idea of what’s in it before they open it.  Using the method  just 
described is one of the best ways to make sure the prospect opens the envelope in the first 
place.   

Did I just surprise you with the idea that your mail might not get opened in the first 
place?  It is a sad fact that as much as ½ of the mail you send, maybe more, never even 
gets opened.  Think about it.  You probably get “junk” mail everyday.  How much of it 
do you open?  What makes you open it?  If you are like most people you first open 
personal mail, items directly written to you by someone you know, then follow that by 
letters hand addressed to you that carry a postage stamp, not a meter or bulk mail stamp, 
followed by bills and then mail that is obviously designed to sell you something.  What 
you will open from the “junk mail” pile are items that are obviously of interest to your 
needs.  So putting a “mini billboard” on your envelope may be just the thing to get it 
opened. 

 
 
 
Copyright 2001 – C.J. Johnson -  
reprinted with permission –  
any unauthorized  reproduction is strictly prohibited.-  
 
 
 
 
From the book “More Money More Shows” 

 
 



 
Create Your Own Celebrity 

by CJ Johnson 
 

Did you know you can create your own celebrity?   

Yes, celebrity can be bought!  Perfect examples of this are: 

Ronald McDonald - he’s not a TV star, he’s the spokesman for a corporation, yet both 
kids and adults treat him as a celebrity.  A friend of mine was doing school shows for 
an optical company and one of the schools actually said to him, “we can’t have 
commercial shows in our schools”, he said, “But there’s a picture here of your school 
and Ronald McDonald”.  They responded indignantly with “But he’s a TV star.”  
They just didn’t get it that he was the spokesman for a major corporation - these 
educators actually saw him as a celebrity. 

Tony Robbins, the author of “Personal Power”, “Awaken the Giant Within” and 
“Unlimited Power” (all three of which I give my personal unsolicited endorsements), 
appears on TV regularly and the TV has made him a “star” - yet 99 percent of the 
time he’s on the tube - he’s paying for it! They’re infomercials.  Ironically, Tony 
points this out in his seminars. 

What about Zamfir - master of the pan flute?  Had anyone heard of this guy until his 
commercials?  I know I hadn’t. 

 
In the entertainment business it works the same way.  We treat those with regular ads in 
the trade magazines as something of celebrities - they are people we’ve heard of, and  
we’re excited about seeing them or about visiting their dealer booths.  Joe Stevens, Tony 
Spina, Hank Lee are all examples of this in the world of magic. 

When we think of celebrities we think of movie stars, models, TV stars, people we see 
who write articles in magazines and more.  What we fail to realize is that many of the 
people that we consider to be celebrities are people who are spokesmen for products or 
are people who buy time on TV to promote their products. 

When I entered the college market I, without knowing better, considered those who had 
ads in the trade magazines were the people to be acts to contend with as competition and 
to respect as the leading pros.  I also realized many of those same people were the ones 
who I saw get nominated for campus activities awards. Coincidence?  I don’t think so.   
There is a strong connection between advertising and the perceptions of the 
entertainment-buying public. 

In my home market they hold the “Best of Austin” awards and I’ve discovered many of 
the people and businesses who win these awards are not necessarily the best at what they 
do - they are simply the most visible. 

How can you use this to your advantage?  If you are in the birthday party business then 
advertising in local “family” or “parenting” magazines will build your name recognition 
and create work.  Most reasonable sized cities have these publications.  Working at 
popular, public events will also do this - but that doesn’t mean you will want to do this 



for the “exposure” (AKA pro-bono or FREE). Working at the day cares and schools in 
your area will also help to build your name.  Your goal, yet again, is to become an 
irreplaceable commodity. You become the product they want, not just any 
magician/clown/juggler or whatever they need.  They need to want to have YOU. 

In fairs, associations, colleges, corporations, clubs, non-profit work or just about any field 
you can think of there is an association most members of that industry or sector of society 
belong to. Join that group.  Exhibit at trade shows, place ads in their magazines, speak at 
their events in an area of your own, personal expertise.  If they regard you as an expert in 
entertainment or some other related field they will call on you.  Giving a seminar on a 
subject automatically gives you the status of expert. 

“Familiarity breeds contempt” is a popular saying, but it is not something you want to 
believe.  “Familiarity breeds clients!” A client who has seen your name and is familiar 
with it is more likely to book you than someone who they’ve never heard of when the 
time comes for them to make a decision on entertainment.  If you don’t believe that look 
at the huge amounts of money spent on political campaigns where the only message is the 
name.  When a voter goes into the voting booth to cast his vote, certain names seem more 
familiar than others and he fills in the box next to that name.  The same goes for a 
prospect looking in the phone book for an entertainer.  If one name stands out and seems 
familiar, that will be the first person he will call. 

In short - you can buy your own celebrity - so do it.  Chances are if you have bought this 
book then you have done so because you saw an ad for it or because you know me, or 
know of me.  You have put your hard earned money up because of my reputation that I 
will give you good information.  Unless you know me personally I have to admit I bought 
that credibility.  You can too! I further trust you’ve gotten your money’s worth and my 
credibility remains in tact. 

 
Copyright 2001 – C.J. Johnson -  
reprinted with permission –  
any unauthorized  reproduction is strictly prohibited.-  
 
 
From the book “More Money More Shows” 

 

 



MARKETING – Another View 
 
 

The following Tips are from Joe Calloway who’s session at the National Speakers 
Convention really “rattled my cage”. 
 
 

~~~~~ 
 
“If you haven’t got the stuff on stage, all the marketing in the world doesn’t make any 
difference. Only when you have got the stuff on stage does marketing work. Otherwise it 
backfires. New Coke had a billion gazillion $$$ worth of marketing. But the product 
sucked. People bought it once. But not again.” 
 

~~~~~ 
 
“For every 1 hour spent on marketing/selling, spend at least 3 on material development 
and expertise.” 
 

~~~~~ 
 
“If you are not getting bookings with your demo video then you have one of two 
problems. 
 
1/ The video doesn’t accurately convey what you do. 
2/ The video does accurately convey what you do “ 
 

~~~~~ 
 
“Mercedes : $60,000    -    Saturn   $13,000 
you think the difference is marketing? “ 
 

~~~~~ 
 
“I’m not getting booked. But I know my presentation is good. 
I just need a better      ( choose one ) 
 
#  brochure 
#  demo video 
#  marketing person 
#  bureau 
#  mailing list 
#  publicity person 
#  reality check        ( HINT:  choose this one) 
 

~~~~~ 



Would you offer a Guarantee for your Show? 
 
 
Would you offer a money back guarantee for your Show? 
And if not, why not? 
 
It’s a big ask isn’t it! 
What happens if you have an off-day, when things go wrong. There’s an idiot in the front 
table who will just not shut up and it affects the whole performance. 
 
These things happen. 
But it’s interesting to think about the concept of guarantees. Either implied or actual. 
 
A lot of people use such phrases as “Guaranteed to thoroughly entertain your audience” 
on their brochures. But how many are game enough to say - 
“If you are not 100% satisfied with the performance or our service, you get your money 
back.”. 
 
Do you think it would increase your bookings? 
 
Are you confident enough in the strength of the product you are selling? 
If you are not, should you be selling it, at that price? 
 
To be honest with you, I don’t do it.  
 
In fact I can’t name someone off the top of my head who does. But I’m sure there 
probably are a few. (You can enlighten me if you do or you know someone who does.) 
 
But I’m considering it. Not perhaps for our After dinner work, where I guess there are too 
many variables, but maybe for my solo conference work. 
 
Here I’m more in control. I’ve had a briefing session with the client, and more 
importantly we’ve discussed how we will know if the engagement is a success.  
It’s measurable. 
 
If  you were to offer a guarantee,  I’d think seriously about three things. 
 
1/  I’d get the money up front. Or at least a 50% deposit. Before the show. 
 
2/  I’d make sure you eliminated actual costs from the guarantee. Travel, Production etc. 
 
3/  You could soften it a bit, by saying if the client was not 100% satisfied, you would 
pay the money to a recognised charity of your choice.  
 
 
So, are you game to offer a guarantee? And if not, why not? 



 
 
###Reader Feedback on Guarantees### 
 
Thanks for the feedback on the last issue! 
I knew there would be someone who offers a guarantee. 
And someone who didn’t think it was a good idea. 
 
MJ reports - 
 
“I sure do! And I've NEVER had anyone take me up on it. 
I tell them that they can rip my check up if they didn't have a GREAT time.  
I'm sure that someday I'll get someone who intends to take advantage of it.  
By that I mean that someone will hire me with every intention of not paying.  
I think it's worth the risk.” 
 
Tim Ellis responds 
 
“I have, in the past, offered a MONEY BACK GUARANTEE but I haven't found it's 
made any difference to the amount of bookings I've received. I've even tried 
"1/2 price Tuesdays" (just like the cinemas!) but once again, no increase in 
bookings. 
To a large extent, I believe these special offers have a negative effect on 
potential clients. "He's offering a money back guarantee? Why? Has he had 
some dissatisfied clients in the past?"  
Offering discounts also suggests a "desperation" for work.” 
 
 
 

Thought for the week 
 
 

Will you be the K-mart or the Neiman-Marcus in your market? 
 

27% of all entertainers will be the K-Marts of the Business. Low fees, standard 
presentations. 

17% will stay upscale earning relatively high fees. 
The remaining 56% will struggle to survive. 

 
This is the same polarisation that is taking place in retail.  

As Tom Winninger reports  
“Mom & Pop operations will mostly stay marginal, just getting by. To be amongst the 
upscale 17%, research your market well. Listen to your customers. If you listen to your 

customers, you’ll never have to compete.” 
 



Pinpoint Accuracy 
 
 
Sometimes we can get overwhelmed by planning a big marketing campaign, be it , Cold 
Calling, Direct Mail, brochure drop whatever. 

Sometimes a highly focused, deadly accurate approach will produce better results, and 
can be a lot cheaper! 

I wrote this up for a Magic Forum recently, but will expand on the idea for you. Its a 
great technique for really penetrating a specific geographical area and is suitable if you 
do company shows, picnics, awards nights or just private parties. 

Start collecting your local papers, community paper, magazines etc. Start clipping out 
photos and stories of local business that appear in the paper. You can usually tell fairly 
quickly if they are suitable. The story will give you the Company Name and the Name of 
the owner, President etc. 

Respond to the story in a suitable way. Write a quick letter, send a postcard or Fax them. 
But don’t send a Publicity Kit.  ( You send that later ) 

Of course, your contact details are on the letterhead or Fax, the Postcard is of you etc, but 
you are not selling them at this point.  You are making contact. Establishing a 
relationship. 

File the clipping away, but make sure you record the date when you contacted them and 
if you haven’t already entered their contact details in a database, make up a simple file 
card for them.  

Later, when you do send a kit, you know who to send it to, you’ve got all the details, and 
when they open up the material, guess what they say !!! 

“Hey, I’ve heard about this guy”. 

Surprisingly, many people will respond straight away to your first note and ask for more 
info.  

 

Obviously you then send a kit, call them, you’re in. 

 

So all you need is a nice letterhead, or a Promo Postcard, or a fax Header sheet. 

The length of time you wait till you send more info is flexible. Three weeks seems good.  

The important thing is to keep a steady flow of notes going out and then following up.  
 
Set yourself a target number for each week. 



 

So look out for appropriate stories. 
 
Joe Bloggs wins apprentice of the year at Acme engineering. 
Acme supports Ugandan refuges with huge food parcel. 
Acme opens new factory in Glendale    etc 

 
 
One of the other aspects of this, is that you are also targeting companies that are already 
media friendly.  

How do you think they got the story in the press in the first place?  

They probably sent out a targeted Press Release themselves! 

 

 

So double check that clipping. It may well have a By Line as to who the reporter was. If 
you do get a suitable booking with the company turn it into another story. Contact that 
person or suggest to the Company that there is an opportunity there. 

There are suitable opportunities everywhere for a quick contact.  A lot of my work comes 
through meeting planners. Either Professional Conference Organisers or people within 
companies. 

And these people change companies a lot. Often trade magazines & business sections 
have a Movers and Shakers column.  I will often respond to this, with a quick 
“congratulations on your new job” type note. 

I think you get the idea. It’s simple, but highly targeted. 

And great if you have not got the money for a big campaign. 

Effective marketing does not have to be expensive.  

 
 
 



Selling from the Stage 
 
 
Remember my friend Bob Johnson and the “Asprin Issue”?   
I spent three days with Bob recently, helping out at a Training course he was running. 
No pay and he worked me hard, but in return I got to watch, question and pick his brains. 
I think I got the better deal.  
 
(He was actually training a group of presenters in a certain niche market industry. 
The primary focus of the three days, was the use of personal true stories in their work.  
Stories as a means of connecting, in a very powerful way, with the audience they had to 
deal with.  
 
A lesson that all performers have to learn.  
 
Anyway, one of the ideas that Bob discussed with me was “Selling from the Stage”.  
No, not selling Product, (though he’s a Master at that,) but selling your own services. 
 
One of the great traps that performers have to fight against all the time is being placed in 
an imaginary compartment by the audience. They see you in one performing situation and 
can’t imagine that you do anything else. And the worst offenders at this are of course 
Agents. If  you are lucky enough to get one to come and see you work, then you have to 
work very hard to convince them that you can actually do other things. 
 
This is especially true in the Children’s/Adults mind-set. Once you are known as a 
children’s entertainer, some people find it hard to imagine you doing anything else. And 
of course we all perform a range of things. We either grow and develop into other areas 
or we just work in a market area that is so small that you must do a little bit of 
everything. The other shift in thinking is that Close-Up or Roaming performers can’t do a 
stage show and vice a versa.. 
 
Bob’s idea is basically to paint pictures in peoples heads during your performance. To 
“frame” certain routines with a reference to another performing situation. So while doing 
close up you refer to the stage show you did at a wedding the night before. You refer to 
the incredible Corporate Kick-Off session you did. And on stage you mention the cocktail 
party where you were doing walk around.  
 
They are not seen as advertisements; you mention them as a link or intro. It’s only a 
subtle mention.  
 
“This was the trick they wanted to see again...” 
“This guy there told me this story.....” 
 
It’s only a little thing, but it’s easy to do and they all add up. 
Plant enough tiny seeds and some will sprout. 
 



Sales Letters 
 

EXCLUSIVE EXTRACT 
from Secrets of a Millionaire Magician 

 
 

 
What is a sales letter? 
 
A sales letter is a document that is designed with one purpose in mind, to generate sales.  
It persuades the reader to take action. 

That action may be to place an order now or to request more information which in turn is 
designed to convince the reader to place an order. 

The purpose of the sales letter is to influence the reader to take a specific action.  It is not 
a notice, a brochure, or an announcement; it is an offer.  In order for the letter to be 
effective it must be specific, it must be delivered to an audience that is eager to discover 
the information, it must appeal to the reader’s needs and it must inform and inspire. 
Most magicians’ printed material and web sites are designed in such a way as to tell, not 
sell.  This is a mistake.  For the most part, it is a waste of space and a  
waste of opportunity. Photos, video, and testimonials may complement the sales letter. 
Everything else being equal, a magician who provides a powerful sales letter will get 
more bookings for higher fees than one who does not. 

It is imperative that you thoroughly research and understand the motivations, desires and 
problems of your reader.  You must walk a mile in their shoes, dwell into their minds, 
and fully understand what they want and how you can help them. You must answer the 
questions: 

===> What can the reader gain by dealing with you? 

===> Why should they deal with you over someone else? 

===> What is it that you offer that is unique and that they can’t get anywhere else? 

You must persuade your reader that he or she must book your show because what you 
offer provides more benefits and is more attractive than that of any other magicians. 

A common mistake I often see magicians making, and regular people too?, is to confuse 
features with benefits.  An easy way to understand the difference between a feature and a 
benefit is as follows:  the benefit is what your show will accomplish for the buyer; the 
feature is within the show itself.  Comedy may be a feature of your show; while a benefit 
to your client could be the recognition that he or she will receive from her boss for 
making a great choice in hiring you. 

Here are some more questions to ask when writing your sales letter: 

===> Who is it going to? 
===> How is it being delivered? 
===> Where and when is it being sent? 



===> Is it on the web? 
 
For example, a letter that you would send in the mail would likely be essentially the same 
as a letter you display on your web site with a few minor changes.  On the web, because 
the reader will be viewing your information on a computer screen, which can be harder to 
read than print on paper, you would use larger type size and more generous spacing. 

Although there are several different variables to consider, most sales letters will share the 
same properties.  There are many variations in sales letters, and many general rules.  
Many successful letters do not fit into any of these variations and break all the rules.  The 
sales letter will likely become the crux of most of your marketing efforts.  More so than 
any other tool, you must test, test, test, and then continue to test. 

Following, is a basic formula for you that I often use with excellent results. 

This formula is based on an old marketing principle that my father crammed into my 
head since I was a little boy: 

AIDA 
===> Attention 
===> Interest 
===> Desire 
===> Action 
 
Get their attention, create interest, inspire desire, and lead into action.  The sales letter 
formula is basically AIDA on steroids.  Here is your: 

===> 10 Step Sales Letter Formula 

1. An attention grabbing, powerful, benefit laden headline. 
2. A testimonial to create immediate credibility. 
3. An illustration of the problem facing the reader to create interest. 
4. A series of clearly identifiable benefits to create 

desire. 

5. A clear and logical explanation to support the value of your offer. 
6. A stack of bonuses to further entice the reader. 
7. A guarantee that removes risks and reinforces your credibility. 
8. An immediate call for action to avoid procrastination. 
9. An explanation of what the reader will lose if they do not accept this offer now. 
10. Clear instructions as to what to do next. 
 

Follow these ten steps to write your own letter.  The general rule about length of the 
letter is that it should be as long as necessary to compel the reader to take action that 
will benefit them.  Testing has shown that a long letter will outsell a short letter 
almost every time.  This is not permission to bore them. 

The letter will be long because you have found so much information about the reader 
that you have a lot to tell them that interests them and you included all the important 
elements. 

A short interesting letter is better than a long boring letter. 



A long interesting letter creates revenue. 

Copyright © 2001 Randy Charach and Sharac Productions, Inc. 

Released to Timothy Hyde as an authorized except from: 

“Secrets of a Millionaire Magician”. 

 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
 

 

A great example of the practical tools and ideas you will find in the book. Download it 
today and start using them immediately. 

I think the contact lists provided are more than worth the price of purchase. 

http://hop.clickbank.net/hop.cgi?mc111/milmag

 
 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
 
Thanks for all the positive feedback on the “Millionaire Magician” extract. 

One question that was asked by several people was “is there significantly different 
content in this, compared with the  Dave Dee  or CJ Johnson book”.  

The answer is yes. For one thing, there are hundreds of contacts listed which could be a 
gold mine for any performer. Full details including email/fax/phone etc of Talent agents, 
Cruise Lines, Fairs & Festivals, College bookers etc. 

The other unique item is a discussion about how to get onto TV talk shows. These are just 
two of many things that are different in this book. 

The other question I got was regarding the guarantee. “Is it for real?” I’m 100 percent 
certain it is. You can’t sell material like this on the internet without an iron clad promise. 
And if I can add anything to that promise myself it would be that if I hear that anyone has 
had a problem I will inform all subscribers and stop promoting the resource. 

Full details here 

 
http://hop.clickbank.net/hop.cgi?mc111/magmil
 
 
 

http://hop.clickbank.net/hop.cgi?mc111/milmag
http://hop.clickbank.net/hop.cgi?mc111/magmil


In What Industry Do They Gossip All Day, Everyday? 
by Frank Buono 

 
 
The answer is the beauty industry. In the barber shop and hair salon two things are 
certain: gossip and a steady stream of customers. Both of these things can work to your 
magic marketing advantage! Here's an idea. 
 
Give the workers in the shop the opportunity to market your show for a referral fee. Since 
a large part of their salary depends on tips, they should be happy with the opportunity to 
add another stream of income in the form of a referral fee. Of course, you benefit because 
you get more shows, new customers, and a personal recommendation. 
 
Here's how: 
 
1) Start with your barber. Next time you go to get your hair cut take a stack of business 
cards and a magic trick, or two (ex., Card-to-Ceiling, Sponge Balls). 
 
2) Present the idea to the owner, explaining that the workers can hand the cards out to 
their customers 
(to whatever age group you request) and they'll receive a referral fee for each show 
booked (I give 10%). 
 
3) If the owner is receptive, do a few magic tricks involving the workers; after all, why 
not give 
them something to gossip about! 
 
4) If you start to get a few shows from this, of course, pay your referral fee immediately; 
however, consider applying this to several barber shops and beauty salons in your area. 
Imagine how many business cards will be distributed with a bit of gossip about how good 
your tricks were! 
 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
See "How To Get Your First Restaurant Show..." at 
http://www.geocities.com/fjbuono
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
 
 
 

Thought for the week 
 
 

Four brief but potent words from the master himself .... Stan Kramien 
 

“No Dough ... No Show” 
 

http://www.geocities.com/fjbuono


Merchandising 
 
 

Why you should do it 
 
Professional Speakers call it Back of the Room Sales. 
David Copperfield calls it Merchandise. You might call it a “souvenir of the show.” 
 
It might net you a pocket full of loose change at the end of the show to pay for your 
petrol, or it might earn you hundreds and help pay that mortgage on the house. 

Whichever it is, I think all performers should seriously consider doing some.  

Why? I’ll tell you. And it’s not as simple as you might at first think. 

Incidentally, I read a few years ago, that Copperfield pitches his act, aims his marketing 
machine at a very specific market. It’s not just the market that will fill the rooms, it’s the 
market segment that will fill the rooms AND buy merchandise. Big difference in his 
bottom line. 

But you don’t need to be famous or a “name to do it”. Anyone can and the sooner you 
begin the better. I’ve had many people say to me, “I wish I had started sooner”. 

I guess the obvious reason is that it’s going to put extra dollars, usually cash, straight in 
your wallet. And if you play your cards right, it could be a lot of extra dollars. 

But there’s more to it than that. Much more. 

With your own merchandising or product, you will always have a gift or present for the 
people you get up on stage. You will always have a present for the guest of honour, the 
birthday child and for the client who booked you. There will no longer be a panic as you 
drive to the job, looking for a shop to get a bunch of flowers or a box of chocolates etc. 
You are going to have plenty up your sleeve. Probably cupboards full. 

The item is always going to be appropriate. It will be right and it will be special. It will 
not look like something you just grabbed at the corner shop or discount store. 

It will probably work out to be cheaper than anything comparable you can buy, once you 
get the numbers up. And your sales will pay for the give-aways. 

It is a tangible souvenir of the show. It will remind them of you. They will show it off 
and share it with friends. And of course it has all your contact details on it. 

It will raise your profile before, during and after the show. If you have your own 
products, you must be good. It figures. The audiences attitude towards you will change. 
They will be more receptive and responsive.  

Above all, it will ADD to your Marketing Effort. The above factors combine and 
synergise into a powerful and ongoing force. Your sales not only earn you money, they 
also fund your give-aways and both drive your marketing forwards. Your name and fame 
spreads slowly outwards, passed from hand to hand. “This guy is great”. 



Some performers are reluctant to develop merchandise as they feel it’s too much effort or 
the sale of it will somehow distract from their performance. 

If you think it’s too much effort then I hope the Resource & Ideas Section in the 
MasterClass document will steer you in the right direction and, the extras provided will 
give you plenty of further ideas. 

And the main section of the manual, the 13 Strategies to Multiply your Merchandise 
Sales will not only alleviate all your fears about distracting from the performance, but it 
will provide some easy but guaranteed methods to multiply the sales figures. 
 

~~~~~~~~~~ 
 

Further Resources 
 

Multiply your Merchandising  -  Masterclass #1 
 

http://www.achieving.com.au/mcmc1.htm
 

 

~~~~~~~~~~ 

For those of you who have the MasterClass  , an interesting update   ---    

Perhaps the strongest and most subtle secret in the Manual, is Number 7. I credited it to 
New Zealand’s Richard Webster, a man who has sold a huge number of books. (He’s 
actually written more books than a lot of people have read). Subsequently I have 
discovered that the idea comes from Ed “Carlyle” Fowler, who shared it with Richard. 

This one idea, if used only once, will repay the small cost of the MasterClass. You will 
use it for the rest of your life. 

Ed of course was for a long time the famed Medium at the Magic Castle and now markets 
a terrific range of mentalism effects. In a long letter to me he explained how he 
developed the idea selling pitch books that he used to buy from Robert Nelson, in the 
1950’s.  These were overprinted with his own contact details and photo, something that 
you can still do today with different pitch books. 

There you are, some background on the terrific idea that you will soon be using to put 
extra dollars in your wallet. 

~~~~~~~~~~ 
 
(Lynda and I returned from a trip late last night. We had performed a show in a country town 2 
hours drive from here at a reduced rate because we knew there would be a huge number of 
possible bookers in the room. And, it was to an area we like to visit for the Bird-Watching 
possibilities. One thing we agreed with the client was that we would do merchandising. Our sales 
more than made up the reduced fee. These ideas work..)  

 

 

http://www.achieving.com.au/mcmc1.htm


 

Back of the Room Sales! You Are Doing Them, Right?? 
by CJ Johnson 

  
 
If you are not selling products at virtually every show - you are throwing money away.  
Having things to sell in the back of the room is the equivalent of raising your fee $100-
$500 (sometimes more!) for each show.  I used to be timid about this, not anymore; I’m 
providing a service to customers they are choosing to take advantage of. This is a benefit 
to the audience and no one is forcing them to make a purchase.  So unless sales directly 
interfere with the flow of the event, always offer something for sale.  It adds what could 
be thousands of dollars a year and I don’t know about you, but I try not to throw away 
thousands of dollars each year. 

Here’s what sells well after shows: 

• Books and videotapes by YOU 
• Souvenir photographs 
• Coloring books about the show (especially for younger audiences) 
• Things you demonstrate (Judy the mouse, Rocky Raccoon or magic tricks like 2 card 

Monte) 
• Magic Kits  
• T-shirts 
• Ball caps 
 
 
*Items the client can use, such as books, videos and tricks tend to sell better than ego 
items like photographs and t-shirts.  Remember – play to their ego, not yours. 

Don’t let the fact you don’t have personalized items to sell stop you.  If you demonstrate 
the item from the stage and make it entertaining you’ll do well.  It’s also important you 
speak with confidence about the items you’re selling. If your pitch seems apologetic the 
audience will think you are trying to sell them crap, if you’re confident they’ll reach into 
their pockets and buy.  

By the way, I produce a magic book which you can copy and call your own.  It sells with 
a license to reproduce the book for only $125.00.  You only have to sell 50 books to pay 
for the investment and you’ll be making a profit after the first show!  Details below on 
this Instant Author Kit. 

If you are selling things at a show I believe if you are connected to it in a personal way 
(you wrote the book, the video is of you, etc.) you will sell more of the product.  
Remember you are the biggest star in the room at that time.  I tried to sell my friend 
Michael Ammar’s videotapes at my shows for about 3 months and they wouldn’t sell.  
But a videotape by me would easily sell at my shows.  The reason?  Because in that 
room, at that time, I am a bigger star than Michael.  Now I know that in the real world 
this is not true at all - Michael is as big as they come in this industry, but for the 100 kids 
or more in the audience at the Boy Scout banquet - I’m more popular.  Of course if 
Michael had performed that night then selling his tapes would have been easy money! 



Here’s exactly what I say from the stage at every show and it adds up to an extra $100+ 
at a library or a cub scout banquet to $400 or more at a fund-raiser show with a larger 
audience.  On the pages following is a line-by-line dissection of the script, which reveals 
the psychology behind each line.  This script has evolved over several years of giving this 
pitch from the stage.  When I’d add new lines or eliminate old ones I would notice when 
sales increased or decrease.  This pitch works.  Whether you are selling books, magic 
tricks, videotapes or whatever, use the psychological elements of this pitch and your sales 
will increase dramatically. 

The Book Pitch 
 
The pitch:  “You know I was about 6 years old when I got my very first magic book and it 
was at a show just like this.  When I started going out on the road doing shows of my 
own, I thought I’d put together a book of my own, and that’s exactly what I did.  I call it 
Amazing Magical Secrets for Kids and there are over 85 magic tricks in this book that 
you can learn at home.  None of the tricks take any special apparatus, they’re all done 
with items you’ll find around the house.  It’s designed specifically with the elementary 
school aged child in mind and the tricks use math, science, spelling and good old 
trickery.  It’s the perfect way to spend Sunday afternoon around the kitchen table with 
Mom and Dad learning the ancient art of magic.   

The book is full of illustrations and I’ve had it comb bound so it’ll lay open on the table 
while you’re learning a new trick.  At the front of the book there are pictures from the  
show, including illusions you’ve seen here on stage today, or illusions you may see us do 
the next time we come through town, so it makes an excellent souvenir of your visit with 
us here today.  On the back of the book is a space for autographs.  We’ll be down here 
after the show to sign these books for you and we hope to have the chance to meet each 
and every one of you after the show. Now you may have seen a guy on TV recently selling 
videotapes with about 85 magic tricks on them and those tapes are 3 easy payments of 
$29.95, or about 90 bucks, well these books are no where near that expensive, in fact, 
you can get your book for only 1 five dollar bill.  Our supplies at each show are limited 
so get down here right away when we take our break (or when the show is over) so you 
can be sure to get your copy.   Remember the books are only five dollars, but the supplies 
are limited – so get down here right away.  And now with out any further ado our final 
illusion before intermission (or our final illusion)…” 
 
The Thinking Behind the Pitch 
Here it is again with the thinking behind each line:  

You know I was about 6 years old when I got my very first magic book and it was at a 
show just like this.   (Establishes rapport and indicates you can learn the way I did and as 
we’ve already discussed I’m the biggest star in the room at that time.) 

When I started going out on the road doing shows of my own, I thought I’d put together a 
book of my own, and that’s exactly what I did.  I call it Amazing Magical Secrets for 
Kids and there are over 85 magic tricks in this book that you can learn at home.   

(Establishes there is a lot of magic tricks in the book and the title suggests it was written 
for kids.) 



None of the tricks take any special apparatus, they’re all done with items you’ll find 
around the house.  (Takes away the fear that they may have to buy props.) 

It’s designed specifically with the elementary school aged child in mind and the tricks use 
math, science, spelling and good old trickery.   
(Makes the parents look at the purchase as educational – and education is something 
parents are always willing to spend money on.) 

It’s the perfect way to spend Sunday afternoon around the kitchen table with Mom and 
Dad learning the ancient art of magic.  (You are giving them a way to spend “quality 
time” together, even though they probably won’t, it’s an idea that sells.  This is probably 
my favorite line in the pitch.  Sales increased 20% when this line was added.) 

The book is full of illustrations and I’ve had it comb bound so it’ll lay open on the table 
while you’re learning a new trick.  (Make the fact that the book is comb bound a selling 
point instead of making it seem homemade.  It’s comb bound for “their convenience.”) 

At the front of the book there are pictures from the show, including illusions you’ve seen 
here on stage today, or illusions you may see us do the next time we come through town, 
so it makes an excellent souvenir of your visit with us here today.  (Makes the book 
unique to the show and helps to create the idea that the book is special.  It also directly 
suggests the idea of purchasing the book just as a souvenir, even if not interested in 
magic.) 

On the back of the book is a space for autographs.  We’ll be down here after the show to 
sign these books for you and we hope to have the chance to meet each and every one of 
you after the show.  (Implies that autographs and the chance to visit the cast will only be 
available to those who purchase a book.  Though, of course, anyone is welcome to visit, 
the implication sells.) 

Now you may have seen a guy on TV recently selling videotapes with about 85 magic 
tricks on them and those tapes are 3 easy payments of $29.95, or about 90 bucks, well 
these books are no where near that expensive, in fact, you can get your book for only 1 
five dollar bill.   (A classic “Apples to Oranges” comparison.  The value of a videotape 
that is exceptionally well produced is worth much more than a book photocopied at 
Office Depot and bound at home.  But you are comparing the number of tricks and it 
really does make it seem like more.  Remember the comparison doesn’t have to make 
perfect sense, it just has to make what you are offering seem like a value.  The “1 five 
dollar bill” line, for some reason, makes the five dollars seem like less.) 

Our supplies at each show are limited so get down here right away when we take our 
break (or when the show is over) so you can be sure to get your copy.  (Creates urgency.  
Who wants to be disappointed by missing out on getting a book?  This will get the kids 
pulling on parent’s shirtsleeves and asking for money.) 

Remember the books are only five dollars, but the supplies are limited – so get down here 
right away.  (Recaps the limited supply and the price so there is no confusion that you are 
selling the books.) 

And now with out any further ado our final illusion before intermission (or our final 
illusion)… 



  
Other Sales Strategies 
 
I’ve tried a variety of things over the years in selling items from the stage and here are a 
few concepts that work well. 

 
Sell two items at a time, with a discount for purchasing both.  For instance a book for 
$4.00 and a picture for $2.00, but you can get both for only $5.00 –  

That’s right, you can actually save a dollar by getting them both!  I used to say this 
“you can save a dollar” line every show and laugh in my head at the absurdity of the 
statement.  Absurd or not, people really do look at it as saving a dollar and this type 
of pitch works quite well, psychologically. 

Sell another item at the end of the show for less money.  For instance, you sell a 
$5.00 book at intermission (if you have one) and then a $1.00 trick at the end of the 
show.  The thinking behind this is that you want to get their 5 and 10 dollar bills 
before you give them the option of a $1.00 souvenir. 

Give away the least expensive of your souvenirs to volunteers on stage.  It’s the 
perfect lead in to your sales pitch. 

Demonstrate what you are selling.  Whether it’s a magic trick or a puppet, write a 
good strong routine for it and make it look good.  Then tell them that they can do this 
too.  When I accidentally forgot a lot of props at one show, I pulled out the book and 
did a trick from the book, then I explained that the “secret” to that trick was in the 
book and sales went through the roof!  

Offer a $15.00 video at the same time you offer the book.  It gives the parents a $5.00 
alternative to the more expensive video and they’ll actually make a decision to “save” 
$10 in their minds and happily fork over the $5.00. 

Offer a more expensive item such as a videotape and then offer a lower priced item 
“absolutely free” when you purchase the more expensive item.  This strategy really 
helps sell the higher dollar item from the stage. 

 



 
You don’t have to be doing big public shows to make more money by offering products 
 
• If you’re doing a show at a library – sell books afterwards – in fact, being the 

“author” of a book will get you more shows in libraries and in schools as a part of 
their reading programs. 

• If you’re doing birthday parties – offer a magic kit for the birthday child and books 
for all of the guests.  Of course you can autograph the books for the kids while you’re 
there.  This is a great alternative to doing balloons at a kids party. 

• If you are working in schools – offer to sell the books to the school at a wholesale 
level.  They take orders for the books, which you deliver at your show.  You split the 
profits with the school.  This helps them, because they can often raise enough money 
to pay for your show, and it helps you develop celebrity and pick up some extra 
money at the show. 

• If you’re working a festival, fair, blue and gold banquet (cub scouts) or any event 
other than a private party, offer your products from the stage.  No one has to buy one 
who doesn’t want to and often you can sell enough books to virtually double your fee.  
This is one of the ways I’m able to justify going to a cub scout banquet and working 
within their budget – I know I’ll be able to sell a lot of product at the event. 

 
 
No matter what type of shows you’re doing, if you are working for family audiences then 
you need to be selling items from the stage – if not, you’re throwing money away. 

 
 
 

 



 
 

Technology 
 
 

A compilation of Tips, Links & Ideas on using technology 
 

 
 
 
Sig Files. 
 
I’m sure you have a sig file in place that effectively sells your business 
and promotes your services. 
 
(If you send out e-mails without one then you are wasting a great opportunity. 
But I know you all do it because you have studied the SiteSell books.) 
 
But current thinking is that people are starting to ignore them. They know it’s just an 
advert and don’t bother to read it. A static sig. 
 
(This mirrors the acceptance of Banner Adverts on web pages. In the past everyone 
clicked them. Now the click through rates have plummeted. When was the last time you 
clicked one?). 
 
One terrific idea is to turn your sig file into a PS. 
 
This should look like an extra thought that you have just added to your email. 
This simple strategy ensures that it will be read. 
What you put there is up to you. 
 

~~~~~~~~~~ 
 
I love it when prospective clients ring or E-mails me after browsing my website. 
 
They are usually pre-sold on the idea of using me, all we need to discuss are the dates and 
the price. 
What a great position to be in. 
 
In theory, anyone can easily set up a site, swap links with people they know and submit 
to all the search engines. 
 
Hopefully the people will come. 
 



One way to ensure they will come is to pay for the promotion. 
 
Now, a lot of people are reluctant to pay for space on the WWW. 
But they are quite happy to spend considerable amounts for a listing in  
the yellow pages or pay the printing and postage costs for a mail-out. 
 
This next resource will deliver qualified targeted prospects to your website at a tiny cost. 
Perhaps at only ONE CENT each. If you can then convert a small percentage of  
those people into a paying jobs worth hundreds or thousands of dollars… then what are 
you waiting for. 
 
GoTo.com provides the solution.  ( Note, now called http://www.overture.com  ) 
 
I’ve shared this idea with the readers of our companion AffiliateMagic.com newsletter 
some months ago. Some of them have had great success already but I think they’ve had 
enough of a head start. Besides, there’s a special offer on at the moment. 
 
Let me explain.  
Goto offers a pay per click program. You bid on a search term and it’s listed on their  
search engine. If anyone searches for your term up comes your name in the result. If you 
are bidding the most for a word or search term, you get listed at the top of the results.  
And it’s very likely that this is only One Cent if you pick your words well 
 
Now, Goto are experiencing very strong growth and public acceptance. They’ve just 
signed several arrangements with other large companies making their search results 
available to all. Search on AOL America Online, Microsoft Internet Explorer,  
EarthLink, CNET, Netscape and they will find you if you are listed with Goto.. 
 
OK, this is the good bit. You don’t just bid for a term like Magician or Entertainer. 
This will cost you more to get near the top of the listings and you are going to get a lot of 
unqualified people just clicking your link. 
 
You focus on what you are offering and attract and pay for only the hot prospects. 
The people who are looking for what you offer. Remember, you get to define the search 
terms. 
 
Think what terms people would use to try and find you. If you were a Magician working 
the Chicago area you wouldn’t just list “Magician”. This would cost you 18 cents per 
click to be listed first. If you bid on the term  “Magician Chicago” 
you could be listed as number one for ONE CENT! 
 
I wasn’t going to share this resource as I know some of you are going to start  
bidding against me on some catagories, but so be it. 
 
(Note: June 2002.  GoTo now have a minimum of 5cents for a bid. But there are some 
other smaller search engines that you can still bid 1 cent. Do a search for “Pay per Click”. 

http://www.overture.com/


 
 
Friendly Sites 
 
One of the projects I’ve just completed this month was to make a “Bureau Friendly” 
version of my website. “Bureau Friendly” of course means one that has no direct contact 
information, links or extraneous information.  
 
Bureau’s and other large agents are paranoid about such things, and rightfully so. They 
don’t want a precious client drifting away from their site or “shock horror” contacting 
you directly. 
 
The theory with a “friendly site” is that they can safely Link to it from their own, place 
the link on brochures etc. or just convey it over the phone. An interested client can 
browse the site and then return to the bureau to complete the booking. 
 
It’s very much a win-win. If you have your own website it’s well worth considering 
setting up a “Friendly” mirror site. 
 
Remember of course, if you have your own Domain you can’t just tag a small section of 
pages into it. You will need to find a different host site to place the pages with a generic 
address.  
 
(An agent is not going to send people to www.timothyhyde.com/agentpages 
as they know people will work out where your home page is. They will not be confident. 
 
They would prefer something like www.ISPaddress.com/~timothy hyde 
This way they cannot work backwards to your own page and contact details.) 
 
Free sites may provide the answer, but avoid those that place their own advertising or 
annoying “pop-up” windows. These smack of amateur work and create the  
wrong impression. 
 
An extension of this, is to set up individual mirror sites for specific agents or bookers. 
This obviously needs more web space and time to set up, but it certainly will help form 
a great working relationship with them. 
 
If you decide to go ahead with this it’s also a perfect time to revamp your site. 
Ask yourself, what’s working and what’s not. You have probably learnt a whole lot more 
about killer websites since you did your last revamp. 
 
Re-read the Site-Sell manual. This is the very best resource on the web for creating a 
website that really does what you want it to do. And it’s still selling at a fraction of the 
cost of others that don’t deliver half the information this does. 
 
http://www.sitesell.com/magic5.html

http://www.sitesell.com/magic5.html


Email Booking Requests. 
 
Email certainly makes getting in contact with a performer easier. To obtain a quote or 
availability check. 
 
But the downside is that it is also easy to break off the process. There is a certain “non 
involvement” with emails going backwards and forwards. 
 
One of the things we have been trying here is to move as quickly as possible back onto 
the phone once contact has been made. 
 
The website effectively screens and pre-sells our presentations, so we are dealing with 
less people but people more in a position to buy. 
 
Getting them back on the phone is raising the sales, so if their phone contact is not 
included in their signature file, make sure you ask for it. 
 

~~~~~~~~~~~~~~~~~~~~ 
 
Effective Email Tips 
 
As you can imagine I get a huge amount of email. 
 
And one of the things that still amazes me is that some performers and businesses fail to 
make it EASY to get in touch with them. 
 
They might make a nifty “sig file” that goes on the bottom of each email they send out 
but fail to exploit it fully. 
 
Example 
 
Timothy Hyde 
www.magiccoach.com 
help@achieving.com.au 
 
or  
 
Timothy Hyde 
http://www.magiccoach.com
Mailto:help@achieving.com.au
 
Did the second show up as Hotlinks? Did they both?  In an Older mail readers, only the 
second example will show up as a clickable hotlink 
 
The customer then only needs to click either link once to get in touch. 
In the first example, they need to cut and paste which slows the whole process down. 

http://www.magiccoach.com/
mailto:help@achieving.com.au


 
Make it easy for them! 
 
Last quick Tip but this is very powerful 
 
Mailto:help@achieving.com.au?subject=Magiccoach  
 
Click that link. 
Your Mail Composing window should appear and the Subject line should already be 
filled in! You get to choose what you write after the = sign. 
 
You can use this to track where email is coming from, or to reinforce your name or brand 
or event. 
 

~~~~~~~~~~~~~~~~~~~~ 
 
Capture those Visitors 
 
If you have a website one of the things you really must be doing is collecting the names 
and addresses of your visitors. 
 
With a steady stream of addresses you are then able to keep in contact with these people 
on a regular basis. Offer special show pricing, new packages, promote public 
performances, merchandise, website updates etc. 
 
It really is a very effective marketing tool. And remember these people have asked for 
updates and information. It is not Spam. 
 
There are several ways to gather names. Some are more effective than others.  
Ask people to contact you. Make the Hot Link prominent. Use the Mailto: 
command we discussed recently. 
 
Guest books are easy to install but cumbersome.  
 
Create a Mailing List. Offer a major benefit for them to sign up. This is vital. 
Offer a free Report or Gift. Signed photo. Hints and Tips to make their life easier. 
Content and Benefit are vital. 
 
An effective Pop Up is an incredible tool for capturing names. And they don’t have to be 
annoying. I was not aware either how effective they were or how simple they are to 
install until I tried a few weeks ago. 
 
 
 
 
 

mailto:help@achieving.com.au?subject=Magiccoach


How safe are you from Hacker Attack.?? 
 
With more and more people relying on marketing their magic and staying in touch with 
clients via the internet,, the dangers of Hacker attack increase. 
 
Also many people are getting permanently connected with Cable & Broadband. This 
dramatically increases the risks. 
 
Run a free Web-based aggressive attack and port scan on your computer system to see 
how vulnerable you are.  
 
Click on the "Test My Shields" and “Probe My Ports” buttons here to test. 
https://grc.com/x/ne.dll?bh0bkyd2  
 
Having just installed a FireWall (Symantic) here at the magic bunker, it was quite an eye 
opener to see how many probes were received in a session. 
 

~~~~~~~~~~~~~~~~~~~~ 
 
 
 
 
 

~~~~~~~~~~~~~~~~~~~~ 
 
Website Idea 
 
A lot of us with websites know how powerful they can be as a selling tool. 
 
I’m not talking about the person who finds you by surfing or searching the web, but  
those people who ring you up. Perhaps they found your name in a directory, a mail drop 
or a recommendation. 
 
Then, instead of posting or faxing out your publicity kit or brochure, you direct them if 
possible to check you out on the web. The site becomes your brochure. They can look at 
it that day, rather than waiting for the mail or a low quality fax to come through. 
You save money and time. 
 
I’m sure we all understand this. Brochure-ware. 
 
But yesterday I was reading about a very interesting approach that takes this one step 
further. Instead of just telling them your URL, you ask them if they have access to the 
Web and ....  can they go online right then and there. 
 
You then lead them through a series of screens on your website, while you talk to them 
over the phone, answering questions etc.  

https://grc.com/x/ne.dll?bh0bkyd2


 
Obviously you would keep these screens or pages fairly simple. You want them to be fast 
loading and full of impact. The suggestion was that you made a special series of pages 
just for this technique. A personally guided tour.  
 
(The person who just surfed onto your site would explore other areas which would be self 
contained.) 
 
This is very interesting. Prepare specific pages for specific niche markets. 
For instance marketing to Pre-Schools or Library etc. 
You would then develop screens/pages that showed - 
Previous Client List, Happy Smiling Faces, Testimonial Quotes, Action shots etc. 
 
While you are doing your presentation over the phone, you are using the computer as a 
visual aid. Make sure you get them to bookmark the page while they are at the site! 
  
And don’t just wait for them to ring you.  
This is a powerful addition to your Cold Calling arsenal. 
 
I going to try this. How about you? 
 
(Note  2002  Since I wrote this idea, I have been using this technique more and more. 
You will be surprised how many people are online when they are phoning up.) 

 



How To Use The Fax Machine 
To Blow Your Competition Away 

Special Report   By Dave Dee 
 

 
Just The Fax Ma'am. Just The Fax. 
 
In the audio tapes you receive when you invest in the Ultimate Insider Secrets Marketing 
Program, I briefly talk about the power of using a fax machine for booking shows but I 
think a great many of my customers missed it. 
 
I've booked shows for as much as $1000 simply by faxing my four page sales letter to 
clients who responded to my lead generation ads and letters. In fact, last week I got four 
requests for information, faxed four letters, and booked four corporate Christmas shows. 
That's a 100% closing ratio. You can't beat that with a stick! 
 
My favorite booking from that group was for Porsche. They called a LOT of other 
magicians in my market. A couple of magicians sent Porsche their colorful brochures, 
one had them go to his website for information, and another, who is a very well know to 
magicians, sent out his fancy promo kit and video. 
 
What did I do? Faxed my four page letter to Porsche. That's right, no video, no brochure, 
not even a picture of me. Just a four page typed letter! And I was the one who got the gig.  
 
Why? Well, it wasn't because I was less expensive! It was because of the power of the 
mailing piece which, by the way, includes a ton of incredible testimonials from very 
enthusiastic customers. A fancy brochure, website, or video tape may look great and be 
fantastic for a magician's image, BUT if it doesn't sell, it's not worth anything. 
 
A Powerful Secret I've Never Revealed Before 
 
As I've alluded to, I like using sales letters instead of brochures because of their 
flexibility. Here is exactly what I mean and how it ties in with the fax machine. 
 
When a prospect calls me for information, I use a phone script and ask him/her a number 
of questions about their event. Most importantly I find out what the event is for (sales 
meeting, awards banquet, etc.) and the date of the event. 
 
After I hang up the phone, I then open up my standard sales letter in my computer, 
personalize, and customize the letter before I fax it. 
 
Here is an example: My standard headline reads:  
 

"Discover How My Unique Programs Of Magic, 
Mindreading, & Comedy Will Make Your Company's Event 

Unforgettable, Entertaining, & Fun!" 



 
 
When Porsche called, I discovered that their event was a 10 year employee recognition 
dinner. 
 
I customized my headline to read: 
 

"Discover How My Unique Programs Of Magic, 
Mindreading, & Comedy Will Make Your 10 Year 

Employee Recognition Dinner 
Unforgettable, Entertaining, & Fun!" 

 
 
I then went through and customized other parts of the letter including the greeting and 
many of the subheads. The body copy of the letter and my packages stayed exactly the 
same. 
 
The whole customization/personalization process took under five minutes. I then printed 
up the letter and faxed it! 
 
The person who gets this letter is psychologically "hooked" into reading it because it 
looks like it was written specifically for her/him, for their specific event. 
 
It is the PERFECT message to market match. 
 
This is truly one of the keys to the vault. .  
and works like a charm for our business! 
 
 Do it! 
 
                                                                                                                                                                         
Copyright 1999 Dave Dee, Inc. 
 
 
############################## 
 
COMMENT 
 
Thanks Dave.   As I said, instantly useful to every reader. Just one small technique that 
could boost your business. 

If you find yourself doing it often, you could easily make a Template with gaps in the 
appropriate places.  This would actually force you to customise each piece you faxed or 
mailed out. A few minutes extra with each letter would increase your booking rate 
noticeably. 

 



OK, pay attention. 

I guess the one question I have been asked more times than any other in the last year is 
“What do I think of Dave Dee’s Magic Marketing Course? - the Ultimate Insider Secrets 
Marketing Program”.  So I thought I’d tell you all at once. 

The question doesn’t usually come immediately people subscribe. It’s normally after a 
few months when they get to know the things I like and more importantly the things I 
don’t like. 

They’ve read the adverts in the magazines for the Program and read the glowing 
testimonials.  But questions always remain. They want to know— 

Have I bought it? 
Did I use it? 
Does it work? 
Should they buy it? 
Will it work for them? 
It’s a lot of money, is it really worth it? 
 
OK, here’s the quick answers. 

Should you buy it?       Only if they want to make a lot more money! 

Yes, I’ve bought it and read it many times.  I’ve used it in some specific projects and can 
tell you it does work. And I personally know many other magicians who use it.  All the 
time. It’s not for everyone though. You have to want to make more money seriously and 
be prepared to do the steps Dave fully explains in the Program. 

You can’t just buy it and think it’s going to work by itself. Sure, you can immediately 
write off the cost as a tax deduction, but without doing the work, it’s not going to help 
you. 

But it seems like a lot of money? 
It seems like a lot of money, because it is a lot of money!  But you are getting an awful 
lot in return for your investment. (A full description is on the website, see URL below.) 

But remember, if you do go into it prepared to follow the steps and use the tools, 
templates, letters, adverts and advice that Dave provides, just one or two extra jobs will 
pay you back. 

It’s YOUR phone, fax and mailbox that are going to be running hot. It will be YOU 
getting quoted on the next Testimonial page!  

A question for you. 

Is this going to be the year that you turn your career on it’s head, 
 or is the year 2001 going to be just like the last one? 

For a full description of what’s in the Program, 
click here and follow the links to Money Making Resources 

 
http://www.marketerschoice.com/app/aftrack.asp?afid=27843

 

http://www.marketerschoice.com/app/aftrack.asp?afid=27843
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Business Cards Mean Business 
by Scott Wells 

 
 

Custom Cards, the easy way! 
 
 

Custom Cards Part 2 
 



 
Cards as Weapons 

 
 
 
No, not the Ricky Jay book of the same name. But the weapon we all carry around in our 
wallets. Our Business Cards.   
 
We discussed a nifty card strategy way back in an early Issue. ( In essence the theory that 
is better to collect more cards than you give out. Your card may get tossed away or lost 
but your prospects card will be filed safely in your database.) 
 
I can’t tell you how many cards I’ve developed and used over the years. Some have been 
strong and a couple of early ones were pretty awful. And I’m just going through a period 
where I’m developing a couple of new ones, so here’s a few thoughts, ideas and 
resources. 
 
Consistency.  Your card should be consistent with your other promotional materials. 
Colour, design elements, Fonts, message etc. 
 
Keep it Simple.  Avoid listing all the areas you work in. In you need to, develop second 
or third cards tp cover more specifically those areas. You will be seen more as a specialist 
than a generalist. 
 
Photos.  I like photo cards. I used to hate them, but in this increasingly non personal 
world, where magicians and entertainers fight a continual battle against being just “a 
commodity”, I think they help. I clicked on a magicians website the other day. It was full 
of glowing words and delightful benefits, but nowhere was there a photo.   Photos can 
however be tricky. Keep them big and bold or the small size will make them worthless. 
 
Address.  Do you need one?  Phone/ Email and Website may be all you need allowing 
extra room for a strong Theme line. Remember, your card is a mini brochure. 
 
Space.   Allow some space on the card for people to write notes on the card.  If you are 
leaving one side blank so you can do a magical effect with the card, this is great. If not 
create some space on the back for notes. However check the card stock is not glossy on 
both sides as this is hard to write on. 
 
Remember it might be you who writes on the card as you give it away, giving it a 
personal touch.  Jot down your address, future show dates, mobile number, thankyou 
message, recommended book, location of Magic Shop etc. 
This can be very strong and may ensure the card is kept much longer. 
 



 
 
Card Resources.  
 
 
 
Jon Jensen’s book Business Card Miracles is worth getting hold of, for a few nifty effects 
with business cards. It looks a bit slim when you get it, but is worth the small investment. 
 
Ernie Heldman’s Cards that Mean Business, is a bit older, but should be available from 
Lee Jacobs the publisher.  http://www.leejacobsproductions.com     
A great collection of effects and ideas including Magic Squares, Nail writing, The 
Fillmore Principle and a whole lot more. 
 
Speaking of MagicSquares, a brand new book by Doug Dyment called Mindsights has a 
terrific approach to the Magic Square making it perfect for Walkaround and Strolling 
performance. 
And it uses business cards . Highly recommended     
 
http://www.oratory.com/mindsights/

http://www.leejacobsproductions.com/
http://www.oratory.com/mindsights/


“Got a Card?” 
 
 
The old story goes that there are only three professions in the world where, with no prior 
experience, you can get a business card printed in the morning and go out and get work as 
an expert that night. Stand-Up Comedy, Prostitution and Magic. 
 
Is there a performer in the world who doesn’t have a card?  
Some measure the success of their performance by the number of cards they hand out 
after it. Spreading them like confetti often makes you feel good and of course there’s no 
denying it’s an effective way to spread your name around.   
 
To make our cards more memorable, we spend extra money on expensive card stock, on 
colour, on photo cards. We add gimmicks, print tricks & optical illusions on the back. We 
practice making them appear or vanish or float in the air. Anything to make them keep 
and remember our card. 
 
“That was a great show! Have you got a card?”. 
 
But how many of them get where you want them to? Walk around a banquet room after a 
show that really kicked, after the audience has gone home, after the lights come on.....   
and there they are. On the table, on the floor.  No, not the guests, your business cards. 
 
They don’t do it on purpose, it’s just that there’s a lot going on. 
Drinking, dancing, flirting. Perhaps they stick it in their suit pocket or wallet and maybe 
they find it at some point in the future. Or maybe not. 
 
So, what can be done? A very simple but powerful strategy is this. Get their card! 
Still give them yours, but try if at all possible to exchange. 
 
Getting their card is incredibly valuable. It tells you who they are, their role, their 
company. 
 
It opens the way for you to write to them the following week. 
“Nice to meet you at the ACME conference. I’m glad you enjoyed the show. 
 Here is the information we discussed” 
 
It’s a shift of focus. Of attitude. Their info is more important in the long term than yours. 
 
You can add them to your newsletter mail-list, invite them to your showcase, name your 
first born child after them. 
 
You now have the initiative! You are in control! 
 
It’s a simple, no cost, highly effective strategy. 
And I bet you don’t leave their card on the dance floor. 
 



Business Cards Mean Business 
by Scott Wells 

 
 
 
Business Cards Mean Business 
 
What does your business card look like?  I mean, take it out of your wallet right now and 
give it the  once over. What does it say?  Not the words, but the look, the feel, the font, 
the texture, and the overall design.  Is it something that would make a prospective buyer 
a) keep your card, and 2) stimulate them to contact you?  Keep in mind that your 
promotional material is a physical extension of YOU when they can’t meet or see you 
face-to-face.  So, your material must grab them and be the right size for them to 
conveniently store and keep.  The vast majority of cards (given out unsolicited) are 
accepted out of politeness then tossed within a day or two. 
 
Does your card have cute pictures of bunnies, wands, zombies, rings and/or top hats, your 
stage name, company name, address, phone number, e-mail address, website URL, magic 
organizations you belong to, and type of magic you do (close-up and stage for birthdays, 
trade shows, barmizvahs, corporate banquets, hospitality suites, outdoor festivals, country 
clubs, barn raisings, etc.)?  Well, if it does, then that’s too much. 
 
Focus on your target market.  Who do you want these cards to go to and what kind of 
business do you want to get? Do you want high-end corporate work or state fairs?  A 
client who’s looking for one usually isn’t looking for the other.  If you want to get more 
than one type of business, then direct your marketing efforts, including your business 
cards, toward that end.  Your choice of materials will say a lot about you.  If a picture 
says a thousand words, then your business card will say ten thousand words. 
 
Original logos, creative fonts, and colorful typefaces all add eye appeal, but too much of 
anything can have a negative effect.  You don’t want your card to be cluttered.  Your 
message could get lost.  A good rule of thumb is to use no more than two font styles on a 
card.  Similarly, you should not use more than one piece of artwork and never more than 
two pieces.  Use of stock clip art shows no originality and little attention to detail.  It 
could be interpreted that if you haven’t got enough time to produce a professional 
business card, then you probably don’t have time to provide a professional show. 
 
What should a business card do? 1) it should give a potential client basic information 
about how to contact you, 2) it should be a surrogate representative of YOU, 3) it should 
have “legs” (be able to last for many years after it has been filed and garner future 
business), and finally, but most importantly, 3) it should get you business. 
 
What should a business card look like? 1) it should be attractive, 2) it should contain 
relevant information about how a client can contact you, and 3) it should give basic 
information. 
 



According to Bob Brown (of Bob Brown and Brenda), it only costs 10% more to go first 
class.  That means it won’t cost that much more to upgrade to a little better grade of paper 
or raised lettering; however, the return on your investment will be greater than your 
initial costs.  You could earn 30% or more on your shows by representing yourself in a 
professional and first-class manner.  The perceived value of your services goes up so you 
can charge more commensurate with what others may think you’re worth.  Of course this 
could be a two-edged sword. 
 
Specifically, those who have a budget and who might be willing to pay more will expect 
to pay more when they see your first-class promotional materials.  They may be looking 
for a professional entertainer and know that they must “pay up” for a higher quality of 
performer as represented by what they have in their hands. Those on the other end of the 
spectrum may see your materials as being too slick and potentially out of their budget 
range.  They may be looking for a birthday party magician or what I call a “Muzak 
Magician” who is someone who provides magic at the party to help provide atmosphere.  
They are not looking so much for quality as they are for one who gives them the lowest 
pricing. 
 
One tip that we can use from the realtors is to use a photo card . . . that is, a color photo 
of you on the business card. It doesn’t necessarily need to be a clever photo of you 
pulling a rabbit out of a hat, but something that clearly shows your face so your client 
will remember what you look like.  It would be practical to have the photo appear a little 
different than a posed shot, but it shouldn’t be a full body shot that leaves a small 
percentage of the photo for your head.  There is something about a photo that makes 
people not want to throw it away.  There seems to be more emotional investment in a 
photo that makes them want to keep it.  Furthermore, each time they look at your photo, it 
reminds them of the time they met you and the pleasant time they had enjoying your 
show.  This is also a more costly type of business card, but consider the end result of your 
extra effort. 
 
One school of thought is that the card should have minimal information.  That is, just 
your name and phone number. In fact, Dai Vernon’s card merely carried his name and the 
tag line “New York Card Expert” and nothing else.  Of course business cards are an 
outgrowth of calling cards which were used to announce to an estate owner who was 
calling.  A magician once told me that he didn’t want to have his address on his business 
card for two reasons.  First, he figured that potential clients who want to contact you or 
know more about your services will always call first.  Rarely, if ever, would your first 
contact for information come in the form of a letter.  You can give them your address, if 
needed, in your phone conversation.  Second, not printing your address is a matter of 
security.  If someone with no interest in booking you has your card and knows that you 
are off performing a show, then they know where you live and could invade your home 
during your absence. 



 
You can also make up a business card with a brainteaser or test on it.  Many years ago I 
printed “Pick A Number 1 2 3 4”  on one side of my card with the other side saying 
“People who like magic always select 3” followed by my contact information.  I was 
amazed how many people would call and instead of saying “hello” ; would immediately 
launch into “how did you know I was going to choose three?”  I knew I had a potential 
client on the phone. 
 
Another idea is from one of New Zealand’s finest, Tony Wilson. Unlike most cards, it is 
printed vertically rather than horizontally.  At the top, it says: “Push a coin through the 
hole without tearing, bending, or folding the card.”  Beneath that is a hole punched 
through the card about the size of a cigarette. Under the hole it says “If you wish to learn 
the secret, call:”  followed by your business information.  It’s an old gag but you will be 
surprised by how many lay people don’t know it and will be truly puzzled.  The secret, of 
course, is that the coin isn’t pushed from one side of the card to the other, through the 
hole. You run a pencil or straw through the hole and then push a coin that is lying on the 
table. 
 
There are a variety of other types of these “trick” business cards you could have  (i.e. the 
old “Pride and Joy” gag card with your info printed on the back, the “Out To lunch” 
principle, optical illusions, etc.)  These type of “trick” cards also subtly say that you’re a 
magician and the client will want to keep your card and show it to their friends for years. 
 
With the advent of e-mail and the Internet, that information can be more important than 
your phone number.  A potential client may gather information on you through your web 
site before calling you.  Also, they may find it more efficient to send you e-mail with a 
quick request for availability, promotional material, pricing, etc.  This is often more 
efficient yet less personal means for the client to contact you.  Responding to e-mail 
requests would be another topic altogether where we could discuss how to structure a 
friendly and informative reply that gets the potential client to saying “yes”  to booking 
you. 
 
Another thing to keep in mind when designing your card is the placement of your phone 
number.  Some clients today use a special tool to punch holes in your card so as to put it 
in their Rolodex file.  If your pertinent information is located too near the edge of the 
card, your number could be destroyed in their punching process.  
 
Consider the size of your business card.  I have seen clever baseball card-type business 
cards that are colorful and unique.  The problem I see with those cards is their storage.  
It’s impossible for a client to keep your card in their wallet and close to their heart 
(figuratively speaking). 



 
Plastic credit card type business cards are also quite clever.  They stick out from the rest, 
have nice eye appeal, and have a nice feel, and people are familiar with credit cards.  
They are certainly more costly than the typical business card which means that you have 
to be more selective whom you give them to.  Another drawback is that they add bulk to 
your client’s wallet or business card file wallet nor will it fit in their Rolodex so they may 
not keep it. 
 
So, the bottom-line advice?  Keep it clean, crisp, attractive and to the point.  For further 
advice, talk with your friendly copy center representative.  They are professionals and 
have pretty much seen them all.  They will gladly provide free advice on card stock, 
fonts, etc.; however, it would be helpful if you go in with a sound idea of 
what you want and perhaps an original logo or stylized design of your name incorporated 
into something that says “magic”. 
 
It may not be necessary to state that you do magic by putting “magician” under your 
name, but you might give some thought to where this card could end up.  It might wind 
up in the hands of someone who has no idea what you are trying to sell.  If you have a 
logo with playing cards but nothing saying that you are a magician, 
then the person who is looking back through their card file in future moths or years may 
think you are a playing card salesman.  Again, you may not need to state that you are a 
magician if this is in keeping with the rest of your promotional material.  Here the 
cardinal rule is to be consistent.  Your logo and font should be consistent throughout all 
of your materials: stationery, business cards, envelops, web page, brochures, matches, 
swizzle sticks, whatever.  What you’re trying to do is create a brand and awareness.  But 
that is another story. 
 
 
 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
 
You can visit Scott’s site at  
http://members.aol.com/swells4691/index.html
and see some of the great material he publishes. 
 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
 

http://members.aol.com/swells4691/index.html


 

Custom Cards, the easy way! 
 
 
I had been planning to write this up this week and coincidentally someone asked about 
the same topic on Alt.magic. This lead to a discussion with subscriber Ray Haddad who 
shared his technique for the same task. (The link to Ray’s article is at the end of this piece 
and well worth reading in conjunction with this.) 
 
~~~~~ 
Firstly, why should you take the time to prepare a custom effect? Dale Carnegie says in 
one of his books, that the one thing a person most wants to hear is the sound of their own 
name. If this is true, then the thing a corporate client most wants to see and hear in a 
performance is their Name and Logo. It’s branding. Repetitive exposure to the name and 
image so that when a customer thinks of a product or service, it’s that particular brand 
that springs to mind. 
 
We don’t need to go quite that far, unless you have been specifically asked to customise a 
whole show, say for a Trade Show. But even for a cocktail party, hospitality suite or 
banquet dinner, I can assure you, if you take a small amount of time to customise an 
effect or two, then the benefits will flow on. The clients think you are great, as you are 
furthering the purpose of the event. The guests are impressed as they see you have made 
that extra effort. More work will follow. 
 
Close-up is not a market I actively pursue, but I end up doing quite a lot. And for 90% of 
the jobs I do, I will have spent some time preparing at least one customised effect.  
The method I use takes about 20- 30 minutes. 
 
Suitable effects. This of course depends on your repertoire. Just sit down with a list of 
what you do and think if you had the ability to produce a card or two with their Logo 
on it, what could you use.   Some suggestions -    Card Warp, B’wave, Eye Exam, Done 
with Mirrors. In fact most small packet effects can be adapted. Look for the effects that  
have as the kicker - that the cards all change to Blank or a different colour, or they have 
picked the only different card etc.  
 
Here’s how I do it. Now this is a quick way. Bang for the buck. Downside. The cards will 
not last too long, they are obviously a little bit thicker and make some sleights harder. On 
the other hand they make some sleights easier and if you do it right, quite a common 
reaction is “Wow, I didn’t know we had playing cards. I’d like some” 
 
If you want to see some samples, I’ve put a few up at .. 
http://www.achieving.com.au/cards.htm 
 
Source for Logos. This is easy, I keep a folder full of company logos. I rip them out of  
magazines when I see them. Often programs for events and festivals, or catalogues have 
pages full of logos. 



The Internet can supply logos from company home pages. A call to your client should 
have their annual Report or catalogues in your mailbox the next day. 
If you are computer savvy they will email the Logo as an attachment.   
 
OK, you do need a couple of bits of hardware, but one extra booking will pay for it. 
Think about this. Going to a meeting with a prospective client. Do an effect with his 
Logo on the cards and your chances of getting that job have just gone through the roof. 
 
Firstly we need to capture the image. With the price of Home Scanners dropping to a 
ridiculously cheap level there’s no reason not to get one. If you aren’t prepared to take 
that step, a trip to Kinkos or similar will see it done. Or if you have a digital camera you 
may be able to grab the image via that. 
  
You likewise need some image editing software.  MS Publisher or similar. Most people 
have some thing that will do the job. When you scan the image, you don’t need to do 
anything fancy. Depends on the shape. A simple bold image to fit the size of the card. 
(See the samples for ideas.) 
 
And if you do not have a suitable image, just type up their name or catch phrase in big 
bold letters. (Tip for the detail person. Pick a font similar to the font used in their own 
material. Check if it’s Serif or Non Serif. Bold or Italics. Use as close a colour to their 
Corporate colour as you can. This will strengthen the recognition moment when you flip 
the cards and they all say ACME or whatever.) 
 
Colour Printer. Bubble or Inkjet. Likewise needed.   
Prices again are tumbling. Soon they will be giving them away as in fact they make most 
of their money on the Ink Cartridges. (Again, you can go to Kinkos to do it.)  
The trick here is to use as good a printer as you can. My old clunker is an Epson Colour 
Pro. Slow and noisy but does 750 dpi.. And importantly, use the special coated paper to 
get as good a finish as possible. This will help getting the Logo colours as close as 
possible to the original. You should be easily able to print 4 smaller images on one sheet 
to fit playing cards. 
 
The final step is to adhere the image to the playing card. It’s easiest to obtain blank faced 
cards from the local magic supplies store. You can use normal cards but there is a danger 
of the card image showing through. 
 



 
You are going to basically add another whole layer to the face of the card. Lay sheets of 
newspaper on the floor and place the printed page face down on it and also the blank 
cards backs down.  Spray all of them with Spray Contact Adhesive. Make sure they are 
coated well. Let the adhesive thoroughly dry before attempting to stick them together. 
With both faces coated with adhesive you only have one chance to get it right. A good 
technique is to hold the card vertically and position one long edge onto the paper. When 
its in correct placement, let the card drop onto the sheet. Carefully smooth out by rubbing 
the back of the card. Once all the cards are stuck on, you cut them out roughly. Then 
repeat the rubbing, concentrating on the edges. Then you can trim the excess paper off 
with scissors or a modelling knife. 
 
Another step I take is to coat the actual edges with fanning powder. This will stop any 
remnants of the adhesive from snagging the cards. The cards can curl a bit so leave them 
under a book for a while and there you have it. The same technique of course works with 
larger size stage cards.  
 
Tip. If you go to an Artist Supply store for your Spray Adhesive, they will charge top 
dollar. Check out craft shops and discount shops as they usually sell it for a fraction of 
the price. 
 
As I pointed out, these cards will not last forever but they will certainly last a good nights 
work at a banquet. Just make sure the boss sees you using them. 
 
Next week, some further ideas and techniques for this. 
 
 
Ray Haddad’s article Link for a different approach. 
 
http://www.chazpro.com/MagiciansEnquirer/StWise/STQA.html
 
 
 

http://www.chazpro.com/MagiciansEnquirer/StWise/STQA.html


Custom Magic Part 2 
 
Last weeks jumbo issue looked at ways to make up custom cards for special events. We 
discussed why you should do it and then went into two different techniques. 
Ray Haddad’s method of using T-Shirt transfer material and the way I use, of adhering a 
whole new layer onto the card face. 
 
I knew as soon as I posted it, there would be some people throwing their hands in the air 
and saying, “I’m not spending that much time, effort and money for just one show. I do 
lots of shows.” 
 
[ People who think like that, are probably the same people who think the best way to 
position themselves against the other performers operating in their market, is to offer a 
cheaper show and thereby get more work. 
Offering a better show, a different show, at the same price or better yet at a higher price is 
the way to stand out. To grow your business.  To move yourself beyond the “commodity” 
thinking , “could we book 3 magicians, 2 jugglers, 3 girls to help with the guests coats 
and a security guard.” ]  
 
Sorry, I digress. 
 
Other ways to do the job. 
Stickers that you print on, can be used but quite frankly they always look like cards with 
stickers on them, instead of custom cards.  Unless you buy stickers that are larger than the 
card size and trim down.  This will probably work out to be more expensive than other 
methods. 
 
You can print directly onto cards with a laser printer. You need to make a Template sheet 
and attach the cards to it. This is then fed into the printer. You MUST however have a 
printer that allows a straight through passage of the paper. In most printers the paper path 
wraps around tightly. Some however are designed to accept card stock up to a certain 
weight and provide a straight through path as well.  It’s still going to be tricky and you 
could damage the workings of the printer. If you were determined to do it, I think Ray’s 
idea of preparing the surface of the card would help the toner fuse onto the card stock.  
 
Remember both original techniques can be used for Jumbo or Stage size cards at not 
much more effort. Giant Monte or B’wave are obvious choices. 
 
The Transfer material of course can also be used to create Custom Silks and Banners very 
quickly.  The addition of a Company Logo silk to the end of a standard production 
routine can really take you from doing a great trick, to doing a fantastic trick. 
 
Little things like this can really make you stand out from the pack. 
Do a little more than they expect, be  better than they expect.  
The work will follow.  
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Direct Mail Ideas 
 
 
My guess is there would not be one entertainer on this MailList who has not at some time 
done some Direct Mail as part of their advertising and promotion campaign. Some of you 
probably do a huge amount.  
 
For the next couple of weeks we are going to look at some ideas on Direct Mail. 
Now, this is not going to be a course on DM. There are far better people to teach you that 
and there are some great books out there that I will recommend to you, that I have found 
helpful in my work. And frankly there is just not enough space or time to cover the topic 
comprehensively. 
 
What I will try and do is offer some reminders, check lists and tip sheets that I have 
picked up over the years. I suggest you grab hold of the last mailing piece you sent out 
and see how it stacks up against these ideas. 
 
You can put your hands on that can’t you?  
 
The mailing piece, the envelope it went out in and the record sheet on what it cost and 
what sort of response you got? 
 
One of the iron clad rules of DM is that you must keep good records and Test, Test, Test. 
Don’t rely on gut feeling to tell you what works and what doesn’t. 
 
DM  THOUGHTS 
 
# Remember the prime objective. What do you want them to do? 
 
# Remember..... Benefits not Features, 
 
# Does the letter address the needs of the customer? No needs.. No sale. 
 
 
DM IDEAS THAT WORK 
 
# Use Testimonials - they make you believable. 
 
# Case Histories - prove that you do what you say you do. 
 
# Write like you talk. 
 
# Include a Q & A section to illustrate and answer queries. 
 
# Indent the first line of every paragraph to pull a reader into your copy. 
 



# Symbols get attention.  # for number. % for percentage.   $$$ 
 
 
DM WORDS OF POWER 
 
Yes,  Save,  Guarantee,  Learn,  Easy,  Find Out,  Send For 
You,  New,  Now,  Win,  Buy,  Today,  Free 
 
 
 
DM IDEAS YOU MUST DO 
 
# Design the Mail to be noticed amongst the other mail. 
 
# Think about WHY they will open it. Getting noticed is not enough. 
 
# Is your reading understandable. Do you use words YOUR audience will relate to ? 
 
# Is your message understandable ? 
 
# Did you ask for the ORDER ? 
 
DM RESPONSE IDEAS 
 
# Tell them exactly what to do. Have this on the Reply Card, Fax Back Form, Order 
Form, Coupon... whatever. Make it crystal clear. 
 
# Make it easy for them to do business with you. List your Phone, Fax, E-mail. 
 
# Don’t just have the contact details on the coupon. Have it in the letter too. 
 
# Give them plenty of room to write in. If they mess it up they might not bother sending 
it. Or you may not be able to read it.  
 
# Offer a strong Guarantee. 
 
DM ENVELOPES 
 
# Use the back! People flip their envelopes before they open them. 
 
# Start your message on the outside. 
 
 
 
 
 



 
Guerrilla Insights Into Direct Response 

by Jay Conrad Levinson 
 
Direct response marketing is a lot different from indirect response marketing, lthough 
guerrillas like it best when the two are teamed up. The first is geared to obtain orders 
right here and right now. The second is geared to obtain orders eventually. Although a 
fair amount of standard, indirect marketing often is necessary to set the stage, to make 
prospects ready to buy, and to separate your company from strangers, it's when you 
initiate direct marketing that you first taste blood.  
 
As you well know, we are living in the Age of Information, most of it very easy to obtain. 
But information is hardly enough for a guerrilla. And information is not insight. It's the 
combination of information and thought that leads to insight and 
it's insight that's going to make you a stand-out in the direct response arena.  
 
The first insight for you to absorb is that direct response marketing either works 
immediately or not at all. Unlike standard marketing which changes attitudes slowly and 
ultimately leads to a sale if you go about things right, guerrilla direct response marketing 
changes minds and attitudes instantly and leads to a sale instantly if you go about things 
right.  
 
When it works, you know it. You don't have to sit around and wonder. You don't have to 
wait months and months for your message to penetrate the mind of your prospect. Your 
time-dated direct marketing offer either results in a sale right now – or it doesn't.  
 
To succeed with direct marketing in any medium, remember always:  
 
1. Your offer is omnipotent. The best presentation in the world has a major uphill battle if 
you make a weak or ordinary offer.  
 
2. The market to whom you direct your message can make or break your campaign. 
Saying the right thing to the wrong people results in no sale.  
 
3. What you say and how you say it is easily as important as to whom you say it. Talk in 
terms of your prospects and how your offer benefits them.  
 
4. Carefully planning every cent of your campaign for maximum profits requires as much 
creativity as your message. Guerrillas excel at this.  
 
5. The more that people have been exposed to your other marketing, the more readily 
they'll accept what you offer with your direct marketing.  
 
Some principles of indirect marketing apply to direct marketing. You must still talk of the 
prospect, not yourself, and you must make a clear and cogent offer. But from that 



point on, direct marketing is a whole new ballgame. And its one that you can win with 
the insights of the guerrilla.  
 
Stupid mistakes in horrid abundance have been made by otherwise bright companies 
when testing the direct response waters. Fortunately, guerrillas can learn from these 
blunders, making those waters a bit safer. Listing them would take an endless 
series of books, but it's worth your time if I make a start by providing insight into ten of 
the most notable:  
 
* Failure to attract attention at the outset dooms many brilliant campaigns before they 
have a chance to shine. Envelopes, opening lines, mail subject lines and first 
impressions are the gates to your offer. Open them wide.  
 
* Not facing the reality of a direct marketing explosion relegates your attempt to the 
ordinary, which means the ignored. Guerrillas say things to rise above the din, to be 
noticed and desired in a sea of marketers.  
 
* Focusing your message on yourself instead of your prospect will usually send your 
effort to oblivion. Prospects care far more about themselves than they care about you. So 
talk to them about themselves.  
 
* Not knowing precisely who your market is will send you into the wrong direction. 
Research into pinpointing that market will be some of the most valuable time you devote 
to your direct marketing campaign.  
 
* Mailing or telephoning to other than honest prospects wastes your time and money. If 
you make your offer to people who don't really have a need for your offering, they'll be 
an incredibly tough sale.  
 
* Initiating direct response marketing without specific objectives gives you too hazy a 
target for bullseyes. Begin by creating the response method for your prospects so you'll 
know what your message should say.  
 
* Featuring your price before you stress your benefit will be telling people what they 
don't want to know yet. First, your job is to make them want what you are offering, then 
you can tell them the price.  
 
* Concentrating on your price before your offer is wasting a powerful selling point. Even 
if your price is the lowest, people care more about how they'll gain from purchasing. Give 
your low price at the right time.  



 
* Failing to test all that can be tested is a goof-off of the highest order. Test your price 
points, opening lines, subject lines, envelope teaser lines, benefits to stress, contact times 
and mailing lists to know the real winners.  
 
* Setting the wrong price means you've failed in your testing and your research. 
Guerrillas are sensitive to their market and their competition, testing prices and 
constantly subjecting them to the litmus test of profits.  
 
 
 
 
As direct response vehicles become more sophisticated and prolific, guerrillas have the 
insight to zero in on the exact people to contact, so as not to waste time or money on 
strangers. Successful mailings to strangers net as high as two percent response rates. 
Successful mailings to customers and qualified prospects net up to ten percent. Precision 
leads to profits.  
 
 
 
 
 
 
Jay Conrad Levinson is the creator of the Guerrilla Marketing series 
of books - the best selling series of business books in history. He 
is also responsible for some of the most successful ad campaigns in 
history, including *the* most successful in history: The Marlboro Man. 
Jay is responsible for countless small businesses becoming huge household 
names. Learn how he does this in his latest book: "Guerrilla Marketing 
for the New Millennium": 
 
~~~~~~~~~~~~~~~~~~~~~~~~~ 



 
 

Five Powerful Techniques that Produce Unstoppable Sales 
by Ted Nicholas 

 
There are five powerful techniques that will add compelling strength to your sales copy. 
I’m even going to tell you a hidden benefit technique. But first, a word of caution: When 
these techniques are properly applied, they are the most powerful marketing strategies in 
the world bar none. You stand a good chance of increasing sales so much that you may 
experience order fulfilment challenges. Be sure you can promptly fulfil the extra orders 
you are bound to generate!  
Magic Technique #1 -- The Single Most Compelling Benefit  
The strategy I’m about to reveal to you has to do with your headlines. First, let’s do a 
quick review of the process of creating them.   

Study your product. Write down all the obvious benefits (from the prospect’s point of 
view) on 3” X 5” cards. Write as many as you can. Often, you’ll have the best headline 
you could ever find from this procedure. If so, prepare your ad with the obvious benefit 
headline.  

You’ll also want to try creating a hidden benefit headline to test against the obvious 
benefit headline. You can find the hidden benefit by answering this question: “If I had 
unlimited God-like power, what would be the single most compelling benefit my 
prospects would like to gain from my product?”   

The hidden benefit has nothing directly to do with the product itself—but the answer to 
the previous question can become your most powerful benefit—and thus your headline, 
as well as the main theme of your offer. Just make sure your product actually delivers on 
the headline’s promise.  

By using this special strategy, I’ve written some of the most successful headlines in direct 
marketing history.   
Magic Technique #2 -- Add power to headlines  
Studies show that an ad headline draws 28% more attention if framed in quotation marks! 
The ad appears much more important because it gives the impression that someone is 
being quoted.  This makes it more riveting, and more likely to be read. And that is your 
first task—to get it read. If the ad is not read, you have no chance of making a sale.   
Magic Technique #3 -- Ask for the order  
Unsuccessful marketers are reluctant to ask for the order. For any offer to be successful, 
you must be clear and explicit as to how you ask for the order. Include every detail, even 
if it seems obvious to you. Make it easy for the prospect to buy. It’s also important that 
when you ask for the order, the prospect should have been primed for the close. The 
sequence of presenting copy elements (and hot buttons) is crucially important.  

In your sales letters, you must wait until the end to reveal the price and ordering 
instructions. This puts them in the proper frame of mind to buy because you would have 
given all the benefits and particulars your prospect needs prior to asking for the order. If 
your offer includes a brochure and an order form, separate them from the letter. This 
strategy will increase response.  



If you’re using direct mail, put the brochure and order form in a sealed envelope. On the 
outside of the envelope, print the following: “Please don’t open until you have read my 
letter.” If your sales letter is online, include a link to a separate order page.  
Magic Technique #4 -- Typefaces are important  
In direct mail, headlines should be in Times-Roman font, serif, or sans serif typefaces. 
The body copy should always be Times Roman. Reason? On the written page, it’s easy to 
read. Never use a sans serif typeface in body copy.   

On websites, the sans serif typefaces such as Arial and Verdana seem to work best 
because they are more inviting to read in a sea of cyber-clutter.   

Strive for an editorial look. The ad should appear similar to an article in the publication in 
which your ads will run. I call this format an “advertorial.” Five times as many people 
read editorials than messages that scream out, “I’m an ad!” If an advertorial is prepared in 
a way that lends credibility, it can pull up to 500% more in sales!  
Magic Technique #5 -- Pricing your product  
Here is a really powerful tip that will increase your profits.  You may have noticed that 
the price of my books and tapes ends in 7. There is a good reason for this. Remarkably, 
with the same copy and offer for any given product, I have proven time and again 
through testing that you can increase sales simply by changing the price to one ending in 
the number 7.  

Recently at a seminar wherein I spoke, my co-speaker, Gil Good (in charge of 
promotions for The Wall Street Journal for many years), discussed that subscription 
offers ending in 7 out-pulled all others. At my last seminar, an attendee, a biblical 
scholar, pointed out the number seven was often used in the Bible. Remember the phrase, 
“70 X 7”? Seven may be a number that is truly blessed! The most effective magazine 
subscription offer, made many years ago, was by Life Magazine - and its price was $7.77.  

Test price this way: If your current price is $19.95, try $19.97. If you now sell at $69, test 
$67 or $77; or if your price is $99, try $97, etc.!  
 

~~~~~~~~~~ 
Ted Nicholas, widely recognised as one of the greatest direct marketing wizards of all 
time, is best known for having earned 24.5 million dollars on the sale of a single book, 
which was primarily sold through direct mail. He has been called the Five Hundred 
Million Dollar Man, having marketed over $500 million worth of products in 49 different 
industries. Ted is also internationally revered as one of the greatest living copywriters 
who earned as much as half a million dollars from a single 1000-word ad. His latest book, 
“Magic Words That Bring You Riches” reveals 17 magic words that can make you a 
fortune.  

Apply these Magic Words in your next Advertising piece or Brochure and you will easily 
repay your small investment many times over with increased bookings for your show! 

 
 
 



LINKS PAGE 
 
 

 
The following pages are a smorgasbord of links, resources and ideas. We scoured the 
pages of MagicCoach and collected all the assorted interesting and valuable links 
mentioned. So make sure your internet connection is on and take a browse through these 
interesting sites, books and resource sites. 
 
 
 
 
Bookshelf 
 
The 22 Immutable Laws of Marketing : Violate Them at Your Own Risk  
by Al Ries, Jack Trout  
This book is a classic. Highly recommended. 
 
www.amazon.com/exec/obidos/ASIN/0887306667/achievingtheimpo
 
Bookshelf 
 
Learned Optimism ... 
How to change your Mind and your Life,  Martin E P Seligman PH.D 
 
Some people say "winners are grinners". Seligman says, "grinners are winners". 
Optimistic people achieve more and function better. Learn how to change the way you 
think. 
 
I like this book a lot and recommend it highly. Check out further information and order at 
a discount from  
 
http://www.amazon.com/exec/obidos/ASIN/0671019112/achievingtheimpo
 
 
 
Bookshelf 
 
 
Read this book! Zen and the Art of Stand-Up Comedy. 
 
Jay Sankey gives priceless advice in this book. I recommend it to anyone who entertains 
people for money no matter what you do or how you do it. 
 
http://www.amazon.com/exec/obidos/ASIN/0878300740/achievingtheimpo  

www.amazon.com/exec/obidos/ASIN/0887306667/achievingtheimpo
http://www.amazon.com/exec/obidos/ASIN/0671019112/achievingtheimpo
http://www.amazon.com/exec/obidos/ASIN/0878300740/achievingtheimpo


 
~~~~~~~~~~ 

 
 
Hands up those who think Robert Giobbi’s “Card College” series is great? 
Keep your hand up if you think he is a good “Teacher” and “Thinker”. 
 
One of my favourite sections of his books was the performance and presentation ideas 
recommendations. These were the books he found the most useful. I had some of them 
here on the shelf already and quickly bought some of the others. His comments on each 
of them are very interesting and revealing. 
 
We’ve gone through the list and posted details of the ones that we could find available at 
discounted prices. Don’t worry, no one is going to make you “pick a card”. 
They are not about the tricks, they’re just about the “magic”. 
A great selection of books from a great thinker. 
 
http://www.pnc.com.au/~thyde/college.htm
 
 
 
BOOKSHELF 
 
Two more Comedy books that come HIGHLY recommended! 
 
Stand-Up Comedy   The Book      Judy Carter 
(This book had a lot of nominations) 
 
http://www.amazon.com/exec/obidos/ASIN/0440502438/achievingtheimpo
 
Comedy Writing Step by Step       Gene Perret & Carol Burnett 
 
http://www.amazon.com/exec/obidos/ASIN/0573606056/achievingtheimpo
 
 
BOOKSHELF 
 
The Principles of NLP by Joseph O’Connor & Ian McDermott. 
 
NLP and how it relates to performance is one of the more interesting developments of the 
last few years. There are specific and expensive, books and tape sets, and of course 
seminars in every city. 
 
But what’s it all about? And how does it relate to performers? 
I asked exactly that question some time ago and found the answers in this excellent little 
book. 

http://www.pnc.com.au/~thyde/college.htm
http://www.amazon.com/exec/obidos/ASIN/0440502438/achievingtheimpo
http://www.amazon.com/exec/obidos/ASIN/0573606056/achievingtheimpo


 
Some performers, especially storytellers, speakers and mentalists, have been using these 
techniques for years, without exactly understanding what they are doing. 
It’s just a gut feeling that “it works”.  
  
This is a great introduction to the field. 
If you like what you read then you can explore further. Highly recommended to all 
performers, though you will need to apply the lessons to your own field of work. 
 
http://www.amazon.com/exec/obidos/ASIN/1855383446/achievingtheimpo
 
 
 
 

~~~~~~~~~~ 
 
This is HOT. 
 
This has only been released TODAY. I’m a big fan of Dr Ken Envoy and I’ve used a lot 
of his ideas on my Website, in the Newsletter, and with the MasterClass. 
He is now offering a free 5-Day e-mail course on creating, producing and 
online-selling your very own infoproduct.  
 
Click here and send a blank e-mail to receive The InfoProduct Masters 
mailto:timsmagic5@sitesell.net  
 

~~~~~~~~~~ 
 
I know, the last thing any of you need, is to subscribe to another mailing list. 
 
But here are a few that I find very useful. 
 
Don’t worry, if you really don’t want to subscribe, I’ll do the work for you and relay the 
good stuff that’s relevant to our common goal. Growing and driving forward our own 
entertainment business. But you might find gems that I overlook.  
 
Sometimes these ideas we have been discussing for the last few months really kick-in and 
we get very busy. Too busy to read what’s in the In -Tray. 
 
My advice.... raise your fees.     :  ) 
 
Here they are.... 
 
````The Internet TourBus```` 
 
This is a fairly eclectic mix of tips, interesting sites, advice and more. 

http://www.amazon.com/exec/obidos/ASIN/1855383446/achievingtheimpo
mailto:timsmagic5@sitesell.net


It keeps you up to speed with “what’s happening”. I like it a lot! 
Subscribe to the newsletter via their site... 
Tourbus Home: Archives, Free Stuff and More - http://www.TOURBUS.com
 
 
 
```` Infoproduct Masters```` 
 
I’ve mentioned this before, but I honestly believe these are the most stimulating 5 emails 
you will receive this year. I’ve obviously used the ideas to get together the MasterClass 
Series and a whole lot of other projects are in the pipeline. 
After you have read the emails, lets talk.   :  )    
You’ll be full of ideas. Send a blank email to ... 
mailto:timsmagic5@sitesell.net  
 

~~~~~~~~~~ 
 

~~~~~~~~~~ 
 

BOOKSHELF 
 
Circus of the Scars 
 
The true inside odyssey of a modern Circus SideShow 
Jan T Gregor 
 
http://www.amazon.com/exec/obidos/ASIN/0966347900/achievingtheimpo

http://www.tourbus.com/
mailto:timsmagic5@sitesell.net
http://www.amazon.com/exec/obidos/ASIN/0966347900/achievingtheimpo


 
Are you a Guerrilla ? 
 
Many months ago when I first started thinking about the MagicCoach Project, 
I made a list of all the Resources that I have used over the years.  
 
Jay Levinson’s Guerrilla Marketing books are scattered through my shelves 
and are some of the most read books there. If you haven’t read any of them 
this is probably a good place to start.  
 
The Guerrilla Marketing Handbook has probably been the most useful 
and a quick look at the contents will show you why it is going to be useful to all of us.. 
 
Of all of the books in the series I have read it’s probably the most practical of them 
with lots of hands on details. 
 
*Unlock the Secrets of direct mail 
*Cut your advertising cost 
*Generate word of mouth 
*Expand your market share 
*Increase telephone sales 
*Reposition the competition 
 
It’s actualy set up like a workbook with exercises to do.  
The first section on creating a marketing plan is excellent. 
 
He pinpoints the Seven Critical Elements in creating a Marketing Plan.  
 
1/ The benefit to consumers. 
2/ Your positioning in the marketplace. 
3/ Your target market. 
4/ Advertising strategy and positioning. 
5/ Your budget 
6/ The tools and techniques you’ll use. 
7/ Month by month implementation timetable. 
 
I highly recommend it 
 
http://www.amazon.com/exec/obidos/ASIN/0395700132/achievingtheimpo
 
 
 

 
 
 
 
 
 

http://www.amazon.com/exec/obidos/ASIN/0395700132/achievingtheimpo


 
 

~~~~~~~~~~ 
 
I seriously believe in the old saying “everyone has a book in them”. 
 
If we all sat down and set to it, we could all write a novel, a manual or a how to do it 
book. It’s just a matter of getting started. 
 
This next resource may be just what you need to get you going. 
 
(I know quite a few of you have already read through the course, and a couple of people 
are discussing with me about marketing their work via this newsletter!). 
 
Click here and send a blank e-mail to receive  
The InfoProduct Masters course...  
It's a free intensive 5-Day e-mail course on creating,  
producing and selling your very own infoproduct. 
Send a blank e-mail to -  mailto:timsmagic5@sitesell.net
 

~~~~~~~~~~ 
 
 

mailto:timsmagic5@sitesell.net


 
~~~~~~~~~~ 

 
 
New Web Resource for Entertainment Professionals 
 
                     THE ESSENTIAL ENTERTAINERS LINKS WORKSHOP 
 
       The ESSENTIAL ENTERTAINER'S LINKS WORKSHOP is your one-stop web  
address for resources for professional musicians, actors, writers, stage  
techs and comedians and variety acts. 
 
       * Over 3500 Entertainment Industry Related Weblinks. 
 
       * An Industry Database of over 3500 names and addresses. 
 
       * Current Entertainment Industry News. 
 
       * Casting Calls & Music Gig Listings from around the world. 
 
       * Message Board, Interactive Polls, Live Chat Room. 
 
       * Informative Articles Written by Entertainment Pros. 
 
       * An Online Store featuring Theatre, Film & Music Books, Software, etc. 
 
 
       * Find what you need FAST!! Our site is fully indexed for easy keyword  
searches!! 
 
 The Essential Entertainer's Links Workshop is a FREE clearinghouse of  
informative articles, weblinks & resources for the working and aspiring  
entertainment professional. 
 
http://www.find.at/entlinks
 
 
 
 

~~~~~~~~~~ 
 
 

 
 
 

http://www.find.at/entlinks


~~~~~~~~~~ 
 

Planning a trip to Australia? 
Find out what’s happening in the real land of OZ by subscribing to our sister publication 
Mozzie. Magicians of Australia Information Email. 
News, Views, What’s on and Where it is. 
 
Subscribe at      http://www.magiccoach.com
 

~~~~~~~~~~ 
 
 
 

~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
 
Did you forget to attend advertising college? 
Fall asleep in the lessons on “How to write Great Copy”? 
 
I mentioned the new resource on writing great “Copy” in the last couple of issues. 
Make Your Words Sell. 
 
They have just released their five day emailed course based on the book and guess what? 
It’s free!! 
 
Get a great chunk of the book delivered to your inbox each morning. 
 
I’m signing up directly after I post this. 
I suggest you do and perhaps we can discuss it next week. 
 
Send a blank e-mail to mailto:twmsmagic5@sitesell.net
 

~~~~~~~~~~ 
 
Another letter reminded me that I hadn’t mentioned the wonderful “Make My Site Sell” 
for some time. To quote his letter.. 
 
“Make My Site Sell is great. I book 90% of my gigs on the web. 
I credit MMSS with that success.  I'm working constantly and  
only send out a few press kits a month. Less paper, less overhead!   
A win/win situation. 
 
 Just wanted to let you know how much help your work has been, 
 at least to me and my troupe, and say "THANK YOU" for the  
great advice!” 
 
Details of MMSS here          .http://www.sitesell.com/magic5.html

http://www.magiccoach.com/
mailto:twmsmagic5@sitesell.net


 
 
WEB WATCH 
 
I hadn’t been to the Performers Net website for some time. They have given it a terrific 
makeover since my last visit. Resources / Discussion boards, very worthwhile especially 
for Roving, Street and Busking performers. 
 
http://www.performers.net/
 
 
 
BOOKSHELF 
While on much the same topic, there are a lot of Magicians who feel they could break 
into the lucrative “speakers market”. 
 
I’ve mentioned a couple of great books in the past, but have a new one I’m devouring at 
the moment and it  has been recommended to me by many in the business. It’s great and 
explodes a lot of the Myths of the industry. 
 
It’s “Money Talks : How to make a Million as a Speaker “ 
by Alan Weiss, Check it out here 
 
http://www.amazon.com/exec/obidos/ASIN/0070696152/achievingtheimpo
 
 
 

~~~~~~~~~~ 
 
 
Electronic Marketing for Entertainers and Speakers 
by Tom Antion 
 
I mentioned Tom Antion to you last week as a source of one of the very best training 
courses on how to develop a successful speaking business. Details are still available here 
 
http://www.antion.com/t.cgi/102367/speak4moneysystem.htm
 
Tom is also regarded as a guru when it comes to Electronic Marketing. He has a fantastic 
product aimed at Professional Speakers, but if you flick through the contents described on 
his site you will realise it is almost perfectly suited to entertainers as well. ( Tom comes 
from an entertainment background.) 
 
A full description of this incredible resource is available here. 
http://www.antion.com/t.cgi/102367click.htm
 

http://www.performers.net/
http://www.amazon.com/exec/obidos/ASIN/0070696152/achievingtheimpo
http://www.antion.com/t.cgi/102367/speak4moneysystem.htm
http://www.antion.com/t.cgi/102367click.htm


 
~~~~~~~~~~ 

 
School Shows and Library Shows 
 
The last few Issues of MagicCoach we have been deliberately trying to show you the 
range and alternative programs available. 
 
You all know I’m a huge fan of CJ Johnson and his Motivational Magic Show which is 
suitable for Schools Libraries etc. The other alternative is two different products 
offered by Dave Dee.  
 
His “I Love To Read Show” and the “Say No Magic Show”. 
Now, I have not personally seen these products, but as Dave’s products all come with a 
money back guarantee they would both be worth checking out if you were entering this 
lucrative market. 
 
By the way Dave has a new website. Check out the link to Additional money making 
resources for full product descriptions.  
 
http://www.marketerschoice.com/app/aftrack.asp?afid=27843
 
 
I’m still getting a few queries about the Dave Dee Mega Marketing collection. The most 
common question is “Is it all just about direct marketing?” 
 
I wish I could list the contents page for you, but Direct Marketing is only one chapter of 
many. 
 
One of the areas I found of great interest and I’ve been re-reading  was how to Reposition 
yourself and Switch markets which is something most of us have to do several times in 
our careers. Also his advice on raising fees without losing sales. Other bits I found great 
were advice on -  Testimonials, Product Sales, Word of Mouth Tactics, The pitfalls of 
Live sales presentations, & the many Case studies. 
 
I think it is a terrific overview of Modern marketing specifically for magicians and very 
reasonably priced. 
 
I don’t think you will be disappointed. 
 
http://www.marketerschoice.com/app/aftrack.asp?afid=27843
 

http://www.marketerschoice.com/app/aftrack.asp?afid=27843
http://www.marketerschoice.com/app/aftrack.asp?afid=27843


############################################### 
############################################### 
MagicCoach       Special   Issue 
############################################### 
############################################### 
Helping you grow your entertainment business! 
 
 
 
 
 

The Gold Mine 
 
 
Confucious once said  

 
 
“find a job you love to do and you’ll never have to work a day in your life” 

 
 
What a great opportunity we all have to do just that. 
 
But do we really take the opportunity that’s offered to us. 
 
Or do we say, “maybe soon”,  “ maybe one day”.  
 
It’s often been said that at the end of your days  
you will not regret the things you did with your life, 
you will regret the things you didn’t do. 
The “what might have beens”. 
 
 
 
A few years ago I was interviewed for a entertainment magazine.  
And they asked me exactly what it was that I did. 
 
I told them that I liked to tell stories, to paint pictures in people’s heads 
and to play with their minds a little. 
 
And later in the interview they asked me what I was going to do in the future. 
I replied, that just like them, I could do anything I wanted to do. 



 
 
But, I explained, I was perhaps in a better position than most to be able to do just that. 
 
 
For you see, some years ago my partner and I  
inherited a large number of shares  
in a gold mine in Guatemala. 
And we are now, how shall we say, financially independent. 
 
Able to do any thing we want. 
 
 
 
And after that story was published, I had a large number  
of calls from my friends and colleagues. 
 

“Timothy”, they would say, “I didn’t know about the gold mine. That’s fantastic 
   news!” 

 
And then there was always a pause before they asked, 
 

“is it true?” 
 
And I always responded like this.. 
 
 

“What if it was true 
but it was you  
not me who had inherited the money! 
 
What would you be doing?” 

 
 
And I would hang up. 
 



 
And that’s my question to you my dear MagicCoach reader this week. 
 
What if it was you and not me?.          What would you be doing? 
 
Would you still perform? What would you change? 
What shows would you do? 
Who would you perform for? 
 
 
Making it in the world of magic is for most a roller coaster ride.  
It’s fraught with ups and downs,  of spills and thrills. 
 
There are disappointments, frustration, jealousy, egos and family pressures.  
There are days of self doubt and days of financial stress. 
 
You know, most of us are never going to get a prime time networked TV show. 
 
Most of us will never get a Las Vegas show room named after them. 
 
And most of us, including me, will never inherit shares in a Guatamalan gold mine. 
 
But we can all have a full and rewarding career and earn a significant income. 
 
But to make it, you have to persevere. 
To stick with it and commit for the long term. 
To pinpoint what you really want to achieve, 
what you would do even if you didn’t have to work 
and go for it with a focussed passion.  
 
By following our dreams and pursuing the jobs that we love to do 
(so we never have to work again) 
then not only can we each find our own Gold Mines 
but we can exploit them to the fullest.  
 
 
 
 
 
 

Timothy Hyde   March 2002 
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------------------------------------------------------------------------- 
 
I had no intention of posting an issue this week. 
 
Not after yesterday. 
 
Not even this morning when I got up. 
 
But as the day rolls through 
I started to feel there was a place for this. 
 
I know some of you will not appreciate this coming  
at this time and some will unsubscribe. 
 
But I hope that there are others 
perhaps just one or two who will gain from reading this 
and for them it is worth doing. 
 
Best thoughts only 
 
Timothy Hyde 
 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
What Do We Do 
 
http://www.sheckymagazine.com/do.htm
 
Thanks to Bryan Dean at Magic Talk who passed this on. Shecky is a magazine 
for Stand Up comedians, but their point of view may be relevant for your jobs in the  
next few weeks. 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
 
This next page was set up by Dottie & Lilly Walters and is aimed at Speakers. Likewise it 
is relevant for many of us on this list and it may help some of you with jobs in the next 
few days. 
 
http://www.walters-intl.com/help.html
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
 

http://www.sheckymagazine.com/do.htm
http://www.walters-intl.com/help.html


Lastly, don’t feel that you are alone out there. There are 1700 of us on this list. If there is 
anyone who needs help in anyway because of the current crisis let me know and I can 
pass the message on immediately to the others who may be able to help you out. 
 
Not much, I know, but the best I can do. 
 
~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~~ 
 
"Past the seeker as he prayed 
came the crippled and the beggar 
and the beaten. And seeing them... 
he cried, 'Great God, how is it  
that a loving creator can see such things 
and yet do nothing about them?'...  
God said,'I did do something.  
I made you." 
 
- Sufi Teaching 
 
 
 
##### Next Issue Comment ##### 
 
Thanks for all your comments on the MagicCoach Special that we sent out last week. I’ve 
actually printed them all out and bound them into a folder to be read when I get 
discouraged. 
 
One last comment from friend of MagicCoach and all round nice guy, Gene Anderson. 
 
“Last night I performed for the Holiday Ramblers, a travel trailer travelling group that 
have rallies around the country. Before I performed I made this comment from in front of 
the stage,  
 
"Before I go on, I would like to tell you about Bill Cosby. About two weeks after his son 
was murdered he was interviewed by the press. After expressing his sorrow and 
heartbreak, he said, 'I think its time for me to tell the people that we have to laugh - 
we've got to laugh.' 
 
"My job tonight is to give you something to laugh at. Your job is to laugh. With that in 
mind, I'm going to go to the stage so that we can get on with our jobs." I started the music 
(Canadian Brass, and really upbeat) and went up on the stage. 
 
I got a standing ovation at the end and had to do an encore. 
 
Gene Anderson 
 



############################################### 
############################################### 
MagicCoach   100       2002 
############################################### 
############################################### 
Helping you grow your entertainment business! 
 
 
##### ##### 
 
 
“Where are you going?” demanded the German guard 
pointing his loaded rifle. 
“Who are you?” “What are you doing?”. 
 
 
Great questions indeed. 
 
 
When my father was just 20 years of age 
he flew his fully loaded 4 engine heavy bomber 
into a hillside in France. 
 
He survived that crash. He survived the two months on the run in occupied France, 
the interrogation and beatings by the Gestapo and the  6 months in solitary confinement. 
He survived his partially successful escape attempt by stealing a plane,  
the subsequent court martial for “sabotage of the Third Reich”   
and by escaping again managed to avoid the two year sentence to Buchenwald.  
He then survived the 3 month “death march” through the winter snows of Poland and 
Germany before being liberated by the US 2nd Armoured Division. 
 
As you can imagine, he taught and told me many things while he was still alive. 
 
And now, when I think of all the lessons he taught me,  
the exchange with the guard perhaps has the greatest significance for all of us. 
 
In many ways it encapsulates what I have been trying to slowly 
reinforce over the last 100 issues of MagicCoach. 
 
Who are you? Where are you going? What are you doing?  
 
Are you finding out your own identity and style as a performer 
or  are you just a rubber stamped clone? 
 
Does your promotional and advertising material reflect this unique identity?  
The unique benefits you bring to each show? 



 
Do you invest time and energy into your self development 
so you can discover more unique aspects of yourself? 
 
Do you invest time and money to explore other areas of performance & the arts that will 
make you a more rounded and interesting personality. 
 
Are you moving beyond being just a “commodity” and becoming a unique and in demand 
performer. 
 
Where are you going? 
 
Do you have a clear vision of what you are trying to achieve? 
Short, medium and long term goals? 
 
What are you doing to actively pursue those goals. 
 
Are you identifying the obstacles to your reaching those 
goals. Are you following the steps set out in the archives 
to make manageable, measurable, time framed steps. 
And a review structure. 
 
 
Who are you? 
 
Where are you going? 
 
What are you doing? 
 
Three questions we should ask ourselves, 
acknowledge  
and celebrate  
every day. 
 
 
############################################# 
 
 
So little time, so much to do. 
 
I look forward to sharing the next 100 issues 
of MagicCoach with you. 
 
Timothy Hyde     -     Blue Mountains Australia 
 
May 2002 
 



 
MagicCoach Exclusive Products 

 
 
 
 
 
Masterclass # 1    Multiply Your Merchandising 
 
                                   Many magicians double, triple or even more, the amount of money 
they take home from every show by utilising some form of merchandising. We explain 
why you should do it (and it’s not just the money), how to do it well and how to develop 
your own  product. 
 

Available in Printed or Ebook version 
 

http://www.achieving.com.au/mcmc1.htm
 
 
  
Masterclass # 2    Out Of Print -   Presently getting re written and updated 
 
 
 
Masterclass #3      Magically Speaking 
 
 
   Catapult your entry into the exciting, lucrative and highly 
rewarding world of Professional Speaking using the magic skills you already have. This 
huge resource book and accompanying password protected website will cut years off 
your learning curve. Resources, tips and articles from people who have already made the 
transition. Includes two Bonus Items worth many times the value of the Masterclass. 
 

 Available in Printed or Ebook version 
 

Out Of Print -   Presently getting re written and updated 
 
 
 
 
 
 
 
 
 
 

http://www.achieving.com.au/msad3.htm


 
Also Available
 

The Secret Notebooks of Mr Hyde 
Volume 1 

 
Available Late 2005 

 
A collection of Mental & Mirthful Routines for the Real World 

 
Comments - 
 
" I'm extremely jealous, really top notch material.   The book is excellent as is the thinking 
behind it. The Pig Test cracks me up. If I had any memory left I'd be sure to include it in my 
repertoire. "       Larry Becker 

 
 
"A great little collection of tips, routines and ideas from one of Australia's top workers!" 
                                    Ted Karmilovich 
 
 
"This is certainly a wonderful compilation of entertaining usable material for anyone. I 
enjoyed it."                                     Banachek 
 
 
"I read your book when it first came here and have read it again lately. I think it is a 
wonderful book filled with a lot of practical and well thought out ideas! The fact that you 
actually perform these is evident from the descriptions and the clear thinking. It reminds 
me of some of Ormond McGill's or Tommy and Liz Tucker's books where they give out 
very practical material from a working professional's standpoint. The fact that you have 
some "gag" items in there is something I love. Many performers don't really understand 
what it takes to make up a successful show. Your book shows them what is 
involved!"                                        Richard Osterlind 

 
 

CONTENTS 
 
Ziplock Psychometry 
This routine first appeared in the October ’92 issue of Vibrations, the private newsletter of 
the Psychic Entertainers Association. It updates the classic Annemann routine, using 
everyday items in a seeming impromptu manner. The use of ziplocks allows a multitude of 
theme possibilities, safety of the spectators objects and a bold marking method that can 
be studied at leisure. 
 
My Mother 
The widely acclaimed handling of Ted Karmilovich's Mother of all Booktests. The Two 
person handling "The first letter con", was first shared with the PEA and then reprinted 
with permission in Richard Busch's "Mothers Home Companion". This chapter includes - 
My handling carefully detailed, a different routine utilising Larry Beckers Flashback, a 
method to justify your first "miss", a method to eliminate the chance of a spectator 
messing up the instructions, a method to save yourself embarrassing a spectator and a 
few delightful "bits of business that have developed over hundreds of performances. 



 
The Pig Test 
Hilarious interactive routine that can actively involve the entire audience. It's a group 
"reading" that can be expanded and adapted to any size audience from one on one, up to 
hundreds.  
 
Baby Gag Plus 
Takes the corny old Baby Gag and gives it a powerful kicker 
 
Musical Telepathy 
A bold and powerful exploration of mentalisms classic routine. Originally designed for 
cruise ship performance the secret can be applied to many applications. 
 
Seven Days 
A great standalone piece for MC's, Motivational Speakers or StandUp performers. The 
performer "proves" that most people only work one day a year. 
 
Psychic Heckler Stopper 
Based on a premise by Dan Blackwood, this routine is perfect for Stand Up Performers. 
This hilarious routine uses several helpers in the audience and a collection of great 
"heckler stoppers". 
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