Whois Bill Herz?

How did he get to be the busiest
corporate meeting magician in the country
without anybody knowing it?

Bill was born into a family of lawyers, in
Larchmont, a New York City suburb and re-
ceived his first magie set 28 years ago at the age
of eight. The magic bug bit and he began per-
forming anywhere and everywhere he could
throughowt his teen years. (His partner at that
time was Paul Cummins, now an Apocalypse
contributor. )

An Ambherst College praduate, Bill received
his MBA from Comell. Before focusing his
magical efforts toward corporate meetings, he
booked entertainment at Club Med, toured
with a rock band and worked fm’ a promotions
firm. Cuerrenely, he presides over Magicorp
Productions, Inc., which is run owt of his New
York apartment. His wife, Gwen Scheuer di-
rects the financial aspects of the company, as
Bill is out of town abowt 75% of the year.

His press kit is the corporate magician's fan-
tasy. A colleague of mine, upon secing it
said, "Wow." Upen opening it, he said, “Oh
my God."” And upon looking through the four-
color reprints of over a dozen feature articles in
major business publications inchuding The
Wall Street Journal, Successful Meetings,
Meetings and Conventions, The Meeting
Manager, Ad Week, Crain's and several air-
line magazines, became more vulgar in his
choice of expletives. Herr's testimonial letters
are exemplary and filled with detailed praise
from CEQOs and high ranking officers of For-
tume 300 Companies. It is clear that Bill Herz
not only understands his clients' needs, but he
also exceeds their expectations.

Along with Paul Harris, he has recently
written Secrets of the Astonishing Execu-

tive for the general public (published by Avon

Books) . This is a book of magic tricks designed
to help people in the business world "maximize
any business situation with techniques to make
their product, proposals and them unforget-
table.” The book is filled with some standard
magic effects which Bill and Paul have cleverly
oriented toward a businessperson's daily expe-
rience. However, it also contains some
never-before-revealed secrets by such magic
notables as Max Maven, Mac King, John
Kennedy, Al Baker and Ted Annemann.

Bill also teaches company presidents, CEOs
and corporate executives to perform magic to
enhance a speech, increase the effectiveness of
a presentation, or make a luncheon meeting
more memorable. Much of his publicity focuses
on that aspect of his business. So in my phone
interview [ asked him aboue it.



When the Wall Street Jowrmnal article
about you and Magicorp hit the news-
stands in December of 1988, a lot
magicians said that by teaching executives
to do magic, you were exposing secrets.
How did you answer them?

To me, “exposure” is giving away secrets
for the sake of giving away secrets—to
people who aren't interested in them.
When | teach executives, they learn the
tricks correctly because | make sure they do
it right. I'm not teaching for the sake of
teaching. There is always a specific reason
why the executive is learning a specific
trick—to make a point in a speech, to
launch a new product, whatever. And
they're paying for it. The only difference
between them buying the effect from a
magic shop and learning it from me is that
when they learn it from me, they learn it
correctly. | never reveal secrets which don't
apply. I've also found that company presi-
dents have a tremendous appreciation for
the art of magic You know what? They keep
the secrets better than most magicians be-
cause they are businessmen, and they
understand the value and power of a secret.
So is it exposure! | don't think so for a
minute.

Doesn’t your book reveal secrets to people
that aren't interested?

What should | put in the book! Garbage?
Other people have brought this subject up
and here's the only "anti-exposure” argu-
ment I'll accept: If someone thinks it's OK
for me to publish the book, then you have
no right to say what tricks | can include.
MNow, if you say it's totally wrong to publish
a magic book for the general public, then

you can complain about every trick in the
book.

And following that argument, they must
then object to every magic book for lay-
men!

Exactly! Whart's the difference between
publishing my book and Scame om Card
Magic? If people want to learn (magic) they
should have the opportunity. I'm not stand-
ing on street corners giving this book out to
anyone saying, * Here... here's how magic is

done!”

What’s been the reaction from corporate
executives!

They love it. But what's really surprised
me is the ingenious suggestions I've gotten
from executives. | could write another book
on just their additions. | have CEOs thar
should quit their jobs because they are such
good performers.

This is the first interview you've given to
any magic trade magazine. Bill Herz and

Magicorp are two names that virtually all
hobbyists and most professionals don't
recognize. You have obviously made no
efforts for peer recognition. How come?

When I go toa magic convention it isn't
important for me to be recognized. | have
my friends in magic. Magicians are not the
audience I'm trying to appeal to. Don't get
me wrong. | love magic. But, I'm trying to
be known by the corporate world. When |
walk into a hotel, and look at the meetings
scheduled for the day, | get pissed that |
wasn't hired for them.

But don’t you have any desire to be recog-
nized by magicians or the general public as
a “great magician.”

I would absolurely, without a doubt, turmn
down the opportunity to be famous.

Are you serious?

Absolutely, my performance idol is
Michael Davis,

The juggler?

Right. | work with him all the time. He
does a zillion corporate dates, gets
money, entertains the hell out of his audi-
ence, and he can walk down the street and

nobody bothers him.

So itisn't important to you that magicians
know who you are and that you work for
the top corporate clients at the finest ho-
tels and meeting sites in the country?

No. It’s often said, that people who have
money, don't talk about it. | believe that
magicians who are satisfied with them-
selves, the quality and quantity of their
work, don't have to talk about it either.
That reminds me of my favorite magician
joke:

Two magicians are talking...

Magician #1: “So how are you doing?™

Magician #2: “Terrific, I'm up for an
MNEBC pilot, I'm preparing for a cruise on the
QEZ2, then | have a solid month of corporate
dates, I'm publishing two books within the
next six months and a Broadway producer
is checking out my nightclub act. Things
are unbelievable! Are you working a loc™

Magician #1: “Well, to be honest with
you, | have one Lion's Club banquet com-
Lng up next month, it's not paying a lot

ut...

Magician #2: “Really, who's booking
thac™

I think there's plenty of work ocut there.
I've never been one for people tooting their
own homn or patting themselves on the

back.

Let's say I'm a magician in a small or me-
dium size market. And let’s say the largest
business in town is ZAP Insecticide. They

manufacture bug spray and own 50% of
the market share in the Midwest. How
can I use the Bill Herz success formula to
get their attention and get booked?

My marketing technique is more of a
psychological approach. [ don't want to go
to them, I want them to come to me. Todo
that, | have to go to them to create the de-
mand.

How do you create demand?

There are several different ways. One
way is to tell the client that | can work with
him rather than for him. There's no car
salesman pitch such as, “This deal is only
available for a limited period of time.” Mo
sales pressure. | am low key. | let them know
| specialize in a service that may be benefi-
cial to them. Also, | demonstrate that there
are others who have used my service suc-
cessfully. | demonstrate a track record. This
is very important in the corporate world.
And that's why it's a tough market to crack.
Sort of a "Cartch 22" situation.

How did you get around it in the begin-
ning!

Initially, when | was trying to get my
foot in the door, | “lengthened” the list of
my clients to assure prospects that [ could
deliver what | said | could.

Sounds a little risky.
It was more than risky. It was stupid. I'd
never do it that way again if | had it to do

all over. I'd just knock on more doors in-
stead.

The publicity in all those business jour-
nals must certainly “create demand” as
well? How did you get it? And how effec-
tive is it!

A lot of people ask me about it. In order
to get the attention of the media, you must
have something that separates you from
everybody else, something unique. Mot
only from other magicians, but from every-
body that has submitted a press release to
the publication in question. You must have

something that makes you stand out. A
hook.

What was the Bill Herz “hook™?
Teaching magic to executives. But you'll
notice, if you read the reprints, that it's the
executives thar were always quoted. Some-
times, more often than me. The Wall Street
Journal followed me around from show to
show and interviewed executives and got
their reactions to my work. It's the execu-
tives' comments that justified the article.

Have you received much television pub-
licity?
Some. But TV is a waste of time.



What do you mean?

As an effective vehicle to publicize what
| do, it is. Don't get me wrong, All publicity
is pood for business but if you were to offer
me the “Today Show" versus the New York
Times, I'd take the print over the electronic
media in a minute,

Why?

First of all, print lasts longer. A publica-
tion has a shelf life of anywhere from a day
to a month. A television sound byte lasts
seconds. A potential client of mine doesn't
even have enough time to et a pencil out
to write down the name of my company
before he's inundated by the next news re-
port or commercial. If the publicity is in
print, he can tear it ou, file it, and call me
when he needs me. Secondly, my targer au-
dience is corporate executives who read
newspapers, not housewives that watch

Let's get back to ZAP Insecticide. Now
that we've seen how you create demand,
what do you say when you meet with
them to discuss their meeting!?

Let’s begin with what you shouldn't do.
Omne of the biggest mistakes I've seen magi-
cians make when selling their services is
that they act like a car salesman. A cus-
tomer walks into a dealership and the young
salesman says, "Hi. Boy, do | have a car for
you.” Well the customer's internal reaction
is, “Wait a minute, you don't know any-
thing about me, you don't know if I'm
married, if | have kids, if I'm looking for
comfort, speed, if | drive in snow, etc.”

But if the salesman says, “Tell me all
about you. Are you married? Planning chil-
dren? Are you looking for performance or
comfort! How far do you drive to work?!
Then my reaction is different. He may show
me the same damn car he was going to show
me anyway, and he probably will! But, now
my perception is that he's showing me a car
that fits my needs, rather than his commis-
sion structure.

How do you relate that to ZAP Insecti-
cide?

You must show them that you want to
learn about their company so you can give
them a service that fits their needs. First you
call them and tell them you have an un-
usual service to offer and you would like to
find out what types of business meetings
they have every year.

OK, the National Sales Manager tells you
about their annual summer golf outing for
clients. Also there's a marketing meeting
for sales reps to get them motivated and
introduce them to new products and pro-

grams.

Now you can come back to them saying
you have a special after-dinner show doing
magic with golf balls for their summer golf
outing, and that magic may also be the per-
fect tie-in for their sales meeting, because
their bug spray makes insect problems dis-
appear... like magic! You must position
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what I need to know without them realiz-
ing it.

What types of questions do you ask?

What do you do? What do you make!
Was it a good or bad year? Has there been a

major shift in management recently? Are
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without a doubt, turn down the
opportunity to be famous.’

magic as a perfect fit to the goal of their
company's meeting or product.

The Sales Manager says, “Really, how
would you illustrate that?”

Now you stop with the description. You
must get in and show them. Don't tell
them. Show them. People don't have
imaginations. He's hooked. He's clearly in-
terested. Get an appointment. Say, “Instead
of telling you, I'd like to demonstrate it for
you next week. Would Tuesday morning be
convenient!” You have to show them the
magic. A client cannot feel the impact that
magic has by listening to a verbal deserip-
tion. They must see it.

Do you still visit clients to demonstrate
the impact of magic!?

You bet!

And what goes on at these meetings.

| find out what [ need to know about the
company in order to create a program that
will be irresistible.

How do you do that?
1 ask questions. And | pet them to tell me

people worried about their jobs? Is the
mood good or bad? Questions that give me
a pulse of the company. | can then custom-
ize a show to meet their needs.

How do you develop scripts for corporate

programs!
I sit down with them, find out the objec-

tive they wish to communicate to their sales
force or employees and | put it together. I've
gotten to a point where | can knock out a
script pretty quickly.

Do you have standard scripts?

Mo. But | know what they're looking for.
| can fit any trick with any business situa-
tion. In fact I often play this game with
magician friends of mine. Have you heard
of Vernon's "Card Trick That Can't Be Ex-
plained ™

Yes.

We play “The Business Situation That
Can't Be Explained." They name a trick
and a business sitvation and | find a way to
put it together. As in Vernon's trick, my job
is to find an “out.” It's greatr practice for
those initial client visits.



I watched you do a meeting in Chicago a
few years ago and before your presenta-
tion you did a lot of crowd mingling
without performing close-up, and you
walked out on stage in full view of the
audience while they were eating lunch.
Isn't that breaking the first rule of per-
forming, “Thou shall not let the audience
see thy face before the show™!?

Ar corporate meetings, nobody makes a
grand entrance. And usually, everybody

business suit. Dress so that they can identify
with you, bond with you, trust you. This is
as important when you're selling your act to
them, as in the performance itself. You
could be the greatest magician in the world,
but if you walk into their boardroom in a
sequined twxedo with a punk hair style,
they won't touch you. You'd be better off
wearing Topsiders and khakis. That's what
they are familiar with. That's a world that
they know.

‘y marketig
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of a psychological approach,
| don‘t want to go to them,

| want them to come to me’

chnique

knows everybody to some degree. Since |
am a relative stranger, | want as much of the
audience to be familiar with me as possible.
Then they're on my side. In a sense, I'm
warming them up without them knowing it.
If | hadn’t had a cold that day, I'd have

eaten with them too.

You're kidding.

Mo. It makes the executives more com-
fortable if you accept their hospitality. |
want to be considered one of the guests who
does tricks. | always try to eat, and chat and
socialize with the group.

What other “rules” do you break?

Ever hear the rule, “Dress like a million
bucks whether you have it or not." That
really bothers me, because I chink it's miss-
ing the whole point. For the corporate
world, | would rewrite that as, “Dress the
way your audience dresses." Meaning if
they're in business suits, you should be ina

True or false! A Corporate VP, who has
to hire a magician to fit the theme of his
meeting, is more afraid of hiring a bad
magician and being embarrassed than con-
cerned about hiring someone who may be
terrific?

True, absolutely! You have to realize
that in the corporate world, executives are
afraid of making mistakes. People are tense
about their jobs. Why take a chance on hir-
ing somebody who could be a goon? The
last thing they want is for the boss to come
down on them. Executives are terrified of

looking bad in front of the boss.

So if you're a hit and their boss likes you?

You're home free. Nobody's going to dis-
agree with the CEO and say “] hated the
magician.” Once the CEO loves you, you
can do anything; ask for more money, en-
tertain at their private as well as business
events, marry their daughter... Seriously, at
your initial meeting, you've got to put them

at easeand then follow through.

What do mean by “follow through™?

There are people who give great presen-
tations but cannot deliver. You must deliver
what you say you're going to do. Don't pro-
duce rabbits if you said you were going to
produce elephants.

So this "pul‘.llng them at ease™ process,
includes personal grooming and conserva-
tive business attire in your opinion. It's
really all about first impressions, isn’t it!

You bet it is. They want to know that
you speak their language. And [ think it's
true in any field. | suspect thar if you were
playing the collepe market, a business suit
wouldn't work.

Unless you were wearing Nike's with it.
Exactly. But then it isn't business attire
anymore.

Your feelings about tuxedos!?

| have just one, and 1 only wear it to
black tie events.

Do you think that executives are as un-
comfortable presenting magic tricks in a
business meeting as a magician would be
presenting a business speech in a business
mecting!

Probably. But that's exactly why it's so
successful. The audience is used to seeing
the CEO get up and present stern lectures
all the time. The performance of a magic
trick humanizes him. It bonds him with his
group because he has the “guts” to step out
of his role for a moment. And even if his
performance of the trick is not stellar, who's
going to boo, heckle or call him a jerk?

Since the audience is on your side does
that mean a less-talented performer could
be more successful in the corporate arena
than working for the general public?

Not necessarily, it's a completely differ-
ent mentality. To be successful anywhere,
you have to be a good performer to begin
with, then you have to focus on one area.
You can't be everything to everybody. |
have the highest regard for the people in
magic who take this approach. For example,
Paul Gertner. He's the trade show king. He
goes after that market, he does a good job
and makes sure his clients are satisfied. It's
very rare to find a great illusionist, stand-up,
and close-up performer all rolled into one.

Do you think that attempting to be every-
thing to everybody is why many magicians
don't succeed?

Yes, because they spread themselves too
thin. The quality of their act suffers. Also,
the expense involved to promote two or
three different types of acts doesn't make it



as profitable as just doing one act and doing
it well. Look around, the really great acts in
magic have risen to the top by committing
themselves to one performing style and
honing it until it was truly great. It's easier
to rise to the top if you find your niche and
specialize rather than being a jack-of-all-
trades and master-of-none.

Wait a minute... How about Karrell Fox
or Johnny Thompson!?

Look, of course there are exceptions. But
Karrell Fox doesn't have to rely on magic
tricks. He could just entertain by telling
jokes. | didn't say it was impossible to shine
in more than one area, but | believe that
most magicians are better off approaching
the business knowing that they can't do
every kind of show in every type of venue.
Look at Lance Burton or Siegfried and Roy
in Vegas. John Ferrentino is great in com-
edy clubs. Doc Eason is terrific as a magic
bartender. Eddie Tullock has made his liv-
ing doing trade shows and only trade shows
since World War I1. Irv Weiner was king of
the college market in the 60's and 70'.
Charlie Reynolds is the Broadway special
effects consultant. Ross Johnson, who ['ve
never seen, supposedly has the hottest
mindreading act on the corporate circuir.
Each performer has picked his niche and
carved out his presence until he's become a
permanent fixture in it.

One thing that will strike any magician
that reads your book, is that you are very
tapped in to the psyche of the executive,
his day-to-day trials and tribulations, and
the politics of corporate America.

You just said a key word. Politics. To be
successful in the corporate world you have
to be aware of the politics. | can walk intoa
room and not only tell you who the boss is,
| can put them in pecking order, by seeing
who's laughing loudest, who's moving most
easily about the room, who's watching the
room... | can spot it a mile away. You've got
o know the politics, what to mention,
what not to mention. You can't go into a
meeting blindly saying, ¥ I'm the greatest
magician in America, and I'm going to
make your sales meeting great!” You have
to know what's going on with the company.

Is this as true for the county fair, blue and
gold dinner, or company Christmas party
as it is for the corporate boardroom!

Yes. Whenever you encounter more that
one decision-maker, there is politics to deal
with. It can be as simple as a Mom who has
o consult with her husband over the
magician’s fee for their daughter's birthday;
or as complex as negotiating a long term
contract for a Vegas show.

So does that mean it is more important to

know how to sell magic than actually per-
form magic?

No, | think they are both equal. You
have to deliver and you have to be ethical.

Ethical? What do you mean?

Just this weekend | got into a major ar-
gument with a magician who | believe
made a big business error. And I'll tell you
why. He told me that he just sold 2000 sets
of “Three Card Monte” to his trade show
client for $9000.

Over $4 each?

Yes. He looked at me as if to say, “Aren't
you impressed with my profit margin?” |
said, “I think that’s horrendous! That's rip-
ping off your client. Not only is it bad
because if they find out you're going to lose
a client; it's bad for all other magicians.
More important, it's ethically wrong.”

What is the appropriate markup on an
item like this which you just buy and re-
sell?

| go by the standard advertising agency
markup which is 17.5% If | have to hire an
artist to customize it, I'd add on to their fee
because I'm supervising the project. But a
client expects that. Nobody expects you to
work for free. But they do expect you to be
fair. We have an ethical responsibility with
corporate America to be fair, honest and
deliver what we promise at a competitive
price. We also have a responsibility to other
magicians. Once this company finds out
that the magician overcharged them—and
they will find out eventually—not only will
they not use this magician again, they're
going to stayaway from all magicians.

What else do you think drives people
away from selecting magic or magicians as
an entertainment or a promotional ve-
hicle!

Mediocre magic.

What do you mean by that?

I've always said “What kills magic is not
‘bad magic.' The general public can spot
‘bad magic.’ It's ‘mediocre magie."™

What's the difference!

Let's take the world of music. Everyone
can tell the difference between a mediocre
singer and a bad singer. We are exposed to
singers and music constantly. On TV, ra-
dio, movies, and nighrclubs. If we see a
mediocre singer, we know that she is me-
diocre because we have lots of other
experiences with singers to compare it to.

But the general public doesn't see as
many magicians as they do singers, and they
are more likely to generalize their first im-
pression of a magician, to all magicians. If
they are experiencing a bad magician, their

impression might be, “Oh, this guy is bad, |
could see that extra coin in his left hand
and he was wearing one of those fake
thumbs. My kid's as good as him.” That's
OK, because this person knows he's seen a
bad magician and knows that better ones do
exist.

But, if they watch a "*mediocre magician”
work, for example at a trade show, perhaps
they won't be able to figure out how he does
any tricks, but they may leave feeling, “1
don't know how he did it. And | don't know
why that company had him in the booth. It
had nothing to do with the trade show or
their product. What was he trying to sell
anyway!" In other words, the “mediocre
magician” had a numbing effect on the
passers-by. He didn’t move them emotion-
ally, wasn't memorable, and he didn't make
his company or their product memorable.

The sad part for the “good magicians” is
that, *So, this is what experiencing a magi-
cian in a business setting is like."
Unfortunately, when they are looking for
entertainment or a sales motivator, they
will remember their experience with “me-
diocre magic” and hire a comedian, or
motivational speaker instead.

Your publicity packet is very impressive.
You have ten times as much press as any-
one; quotes from Johnny Carson, Gregory
Peck and very big names in business, as
well as testimonial letters from corpora-
tions whose policy it is not to write them.
Tell us about how you market your act.
What technique works best to make a cor-
porate magician’s phone ring!

Nothing works as well as publicity. The
problem is, that it's extremely difficult to
get. Once you're in the Wall Street Journal,
everybody wants you. I got 40 calls the day
the article appeared in the Joumal. | include
reprints of all the articles in my packert.
There are so many that [ don't think any-
bedy reads them. They page through them,
“Oh, he was in Forbes; oh, he was in the
Wall Street Jowrnal; oh, the New York Times
did a piece on him too.” | don’t think they
read them, but the articles validate me. The
decision-maker is now more comfortable to
make the decision to hire me to do their
meeting, because they figure, “If this magi-
cian screws up, | can say to the boss, ‘Hey,
don't blame me—even the New York Times
said he was great!"*

So your packet helps make the decision-
maker feel comfortable... he or she knows
that they are doing the right thing when
they hire you?

Thar's its primary function—to hold
their hand.

Do you make cold calls?



their politics, and the value and prices of
what I'm offering them it is stupid not to
give them a psychological edge to “win" the
negotiation. | only do this with clients with
whom ['ve worked. If the person who is ar-
ranging the meeting has a boss who he has
to look good in front of, everybody wins if
he can “ralk the magician down a few hun-
dred bucks.”

All these CEOs know each other and they
move around from company to company.
Do you ever get “caught” charging diffec-
ent prices for the same service?

I wouldn't dream of charging different
prices for like services. It's just death. And
it's not ethical. Your selling a service, and
the price shouldn't change.

Shouldn't?

Look, there's always negotiating and jus-
tifying any price. But | think the big
mistake is, “There's more money in the
budget so | can charge more.” That's only
true if you are giving them more. And there
are ways to find out how much money is
available.

How do you do that!?

It's really the same way you determine a
budger for a private party client. You may
ask, “Where wi Il the party be held? Are you
having a buffet or sit-down dinner? Meat or
chicken? How many guests are you having?™
The answers to these questions tell us, as
performers, if the client has a large or small
budget, and can usually give us an idea of
what they may have budgeted for entertain-
ment.

Is it the same set of questions for a corpo-
rate event!

Some are, some aren't. More important,
the answers will be different. | get a sense of
their budget by determining who will be
attending the meeting—clients, an internal
sales force or employees? The budpet for an
incentive meeting at the Ritz Naples is go-
ing to be more than a regional sales meeting
at the Airport Marriott. I'll say, “Tell me
about the three day flow of the meeting,
what are your plans? If they say “Well,
we're having three afternoon seminars. The
speakers will be Tom Peters (author of In
Search of Excellence), Lee lacocca, and we
thought you conducting a session about us-
ing magic in sales would be fun."” Then |
know that they are not going to have a
problem budgeting in my fee. But if they
say, “We're going to have a beach party and
a D, depending on budget,” that tells you
another thing. Now that doesn't mean I'm
going to change my price, in fact I'm not
going to change my price. It does tell you
not to bother trying to sell them more than
what they are asking for.

Do you ever give an introductory price?!

Mever. Although 1 do perform my share
of free shows for charity. The only justifica-
tion for reducing my price, would be if the
client says something like, "We've really
heard great things about you, and we know
that you're expensive, but our budget has
exactly such-and-such dollars." And they
tell you what they've got! If it's reasonable
whart I'll say is, “I'll do it, with the under-
standing that | can cancel up to two weeks
before the meeting.”

So are they left stranded?

Of course not. If [ have to cancel, I'll
find them a replacement who will do a good
job.

They're comfortable with that?

It's part of the original agreement. If |
have to cancel, I'll find them an approved
substitute.

So how many meetings are you doing a
year?

During meeting season, September
through the first week of December and
then again from the second week of Janu-
ary through the middle of June, | perform at
three to five meetings per week. Since |
have a few selected magicians doing other
things for me as well, Magicorp is probably
doing 250 to 300 events per year. To do
that, | have to make it work geographically.

What can you tell me about your “on re-
tainer"” arrangement with AT&T?

They pay me a certain salary and guar-
antee me a certain number of meeting
appearances per year.

Suppose they call last minute and you're
not available!

I have two approved substitutes—one of
which is doing a show for them in Florida
as we speak,

Last year you told me you did 30 meetings
for IBM in one month!?

Yes, that was IBM's 100% Club. It's their
recognition event where they fly in top
salespeople from all over the country. Last
year it was in San Francisco and Hawaii.
They have so many people working for
them that they can't reward them all at
once, 50 they have a series of meetings
back-to-back. IBM is so big. While [ was
doing the shows in California and Hawaii,
| had someone else doing the same exact
thing in Florida at another meeting site.

Is your business larpely repeat business?

Yes. Mext week's shows in California, |
have eight meetings over a ten-day period,
only one is a new client.

So does this mean you need to create new
material?

Mo, the audiences are different. When |
say “repeat business,” I'm referring to the
individual who conracts me and makes the
arrangements for me to appear at the
meeting.

What's on the horizon for Bill Herz and
Magicorp! Any new projects?! Goals?

A magic restaurant. We're just starting
to put the game plan topether. Also, Paul
(Harris) and | are developing a line of pre-
miums which are unusual and different.



