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Magic Moments is a themed phofography project designed for events
where we bring creafive, sfory-based phofo sefups drectly fo the party
We create ful environments with props, costumes, makeup, and characters
so guests can sfep info a fun and magical scene instead of just taking a regular
picture. Our goal is fo furn every phofo info a small story or memory, whether
i's for kids” parties, baby showers, weddings, birthdays, or any special celebration
in San Diego County.

We quide each quest through the experience from choosing a
theme and helping with poses fo adding small makeup fouches
and keeping the afmosphere relaxed and enjoyable. Every sefup
has ifs own personality, inspired by fantasy worlds lke
Fairy Garden, Witch’s Studio, Harry Potfter, or holiday themes
Magic Moments was born from a love of creative phofography
and the desire To gve people something unforgettable to look
back on we mix imaginafion, color, and style fo turn simple
moments info something Truly magical

Company DescripTion




For the first few months, our man goal af Magic Moments is prefty simple:
we want To book atf least 3 themed phofo events per week Each event wil
have a small team of fhree people, a phofographer, someone helping with
makeup/props, and a set coordinafor. As we sfarf getfing more affention and
people begin recommending us, our goal is To grow fo 5-6 eventfs per week
within The first 3-4 months. That amount of work would give us a steady rhythm
and help The business feel sfable.

To get those bookings, we're focusing mostly on online promotion. About 60/
of our clenfs should come from Instagram ads, social media posts,
behind-the-scenes videos, and special discounts for first-fime cusfomers

The other 40/ will hopefully come from word-of-mouth, because once people see the
themed photos at events, they usually get excited and tak about it We'l dlso leave a
few flyers in event-related placesparty halls, wedding shops, baby-shower planners,
anywhere people are already planning celebrafions.

We'll Track our progress by counfing how many people confact
us each week, how many actually book, and how many come
from recommendations By the end of the year, our goal is o
be handing around 20 fo 24 evenfs per month, which would
give our Team sfeady work and help The business grow nafurally

without feeling rushed
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Sales Objectives




Primary Persona: Families Planning Gelebrafions

This group includes adults befween 25 and 45 years old, usualy in a middie-income
range, who are geffing married, expecting a baby, or have young chidren They
offen organize birthdays, baby showers, family parties, and seasonal celebrafions
They enjoy adding creative and themed elements fo their events and want somefhing
that looks unique without requiring extra work from them. They look for services that
make thelr celebratfion feel special whie keeping things simple and stress-free

Overall Customer Description

Our ideal customer is someone who loves creatfing memorable and visually unigue events.
This person enjoys adding special fouches fo celebrations, whether it’s a birthday,
baby shower, wedding, or famiy gathering, and wants an experience that guests wil
remember. They value creativify, enjoy themed setups, and appreciate services that
make Thelr event stand out without requiring extra work from them

Customer Persona

This customer is active on social media, especially Insfagram and
Pinferest, where they look for inspiration and new ideas. They
are drawn fo services that feel fun, magical, and phofo-worthy
They want reliable vendors who show up prepared, guide guests
through the experience, and deliver high-quality photos. Overall,

they choose [Magic Moments
because it brings a ful themed

experiencellprops, makeup,  NMAGIC @
cosfumes, and creafive drection,
drectly fo fheir evenf, making 2/

everyfhing easier and more
excifing for them and their guests




Sales Strategy

Online Strafegy

Our man sales focus will be Instagram, since
iT’s where our ideal cusfomers look for ideas
and inspiration. we'l use our page fo showcase
past events, themed sefups, behind-the-scenes
videos, and creafive concepfs to spark inferest
Al pofential clients will be directed o an online
form where they can share what themes
they lke, the fupe of event they're planning,
and any ideas They want us o include. With
fhat information, we cancreate a personalized
proposal and send 1T back Through Instagram
chat or emal This makes the whole process
simple, visual, and very convenient. Insfagram ads,
reels, and sfories wil help us reach new clienfs
consistently

Offline Strafegy

For offline sales, we’ll use printed
maferials like flyers, business cards,
and posfers placed In event-related
locations such as parfy venues,
wedding shops, and baby-shower planners.
Every printed piece will include a QR code
that sends people directly To our Instagram
page so They can see our work instantly
This allows anyone who finds us offline fo
quickly explore our past events, get ideas,
and wafch behind-the-scenes content
Even though the maferials are physical,
the goal is To quide people back o our
onine space, making it easy for them
fo contact us and book a session

MAGIC %



To successfully sell Magic Moments services, the sales Team needs a mix of creafive,
communicafion, and organizafional skills Since most client inferactions happen onling,
especially through Instagram and messages, the abilify o communicate clearly, warmly,
and quickly I1s essential Responding on fime, answering questions in a friendy way, and
quiding customers through the process helps build frust from the first interaction.

Another impor tant skil is listening o the customer’s ideas and needs. Clients often come
with a vision or Theme in mind, and the sales feam must know how fo ashk the right
guestions and suggest creative ideas that fit thelr event Being able to explain the value
of themed photographywhy it’s more than just pictures, but an experiencellis key fo
helping customers understand what they're paying for.

Sales SKills

Honding objections is also part of the sales role. The feam should feel comforfable
responding To concerns about price, Timing, or logistics by explaining the benefits, flexibilify,

ond full-service nafure of Magc Moments Finally, strong organizational skils
are imporfant fo frack inquiries, follow up with pofential clients, confirm
bookings, and make sure everything is ready before the event Together, These
shills help creafe a smooth sales process and a positive experience for every

cusfomer.
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Mogic Moments finds new prospects mainly Through Insfagram, where potential clients
discover us Through posts, reels, ads, and behind-the-scenes confent. Addifional prospects
come from referrals, past clients, and people who find us through prinfed flyers that lead
them 1o our social meda. Inferested clients are encouraged fo fill out an online form where
fhey share details about their event, preferved themes, and general ideas

To qualify leads and avoid spending Time on cold prospects, we use a simple filfering process
We look af whether The client has a clear event date, a defined Type of celebrafion, and a
realistic budget We also consider how engaged they arellsuch as completing the form,
responding fo messages, and showing inferest in receiving a proposal Leads that meet these
criteria are prioritized, whie those with no timeline or low engagement are folowed up lafer
or placed on hold This process helps the team focus on clients who are most likely To book




Magic Moments uses a simple and clear sales pipeline fo Track potential clients from first
confact o final booking Most leads enfer the pipeline through Instagram or referrals and
move Through several stages before becoming confirmed events. This process helps the
feam stay organized, folow up correctly, and focus on The leads most likely fo convert

On average, we expect that out of every 100 leads generated, about 40 wil show real
nferest by messaging us or filing out the form From those, around 20 will request a proposal
or pricing defails, and approximately 10 will book an event, resuiting ina 10/ final conversion
rafe. This pipeline alows us fo redlistically forecast bookings and revenue while improving
follow-up and communicafion.

Sales Pipeline

Annual Projection

— B | Slage # of Opportunities  Expected Close # Estimated Value
AGIC M()M Eg ' | Leads Generafed 1,200 oor e
Contact Made 480 Yo/
. : Proposal Sent 240 07 e
,‘4’;- |-~ ii Booked Events 120 107 Based on event pricing

‘“ This pipeline helps Magic Moments

undersfand how many leads are
needed 1o reach booking goals and ‘

ensures fthe team focuses on fhe

right stage at the right time. MAGIC @

As Dbrand awareness grows and 2/

referrals increase, we expect
conversion rafes To improve over fime




jection Handing & Customer Service

S Obj

When pofenfial clients express concerns, the Magic Moments feam responds in a cam,
friendy, and helpful way I a customer says “It’s foo expensive,” we explain the value
behind the experience, including The full setup, props, cosfumes, creafive direction, and
on-sife support. We focus on the fact that it’s not just photography, but a complete
themed experience thaf becomes part of the event enfertanment. When someone says
‘| need to think about if,” we respect their fiming and follow up lafer with helpful visuals,
past event phofos, or behind-The-scenes confent To keep the idea fresh without pressure
f a clenf is unsure about quality, we share real examples from previous events,
festimonials, and behind-the-scenes videos To show The level of care and professionalism
behind every setup.

Customer service confinues even affer the event is booked and complefed After each
event, we follow up with a thank-you message and confirm that the client is happy
with The experience and the photos If any adjustments or concerns come up, we hande
them quickly and professionally When applicable, we clearly explain our policies regarding
changes, rescheduling, or cancellations before the event takes place Finally, we encourage
safisfied clienfs fo leave a review, share their experience on social media, or provide a
short festimonial This helps buld frust, aftract new clients, and sfrengthen long-term

relafionships.
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Magc Moments keeps a simple and confrolled budget focused on markefing, operafions,
and basic sales Tools. Since this is a growing business, the priority is investing in areas that
drectly help generate bookings and visibiity Most of the budget is alocated o dgifal
marketing, especialy Instagram ads and content creafion, because social media is the main
source of new leads.

Monthly expenses include social media advertising, basic design and editing tools, and small
costs related fo online forms or scheduling platforms. We also budget for printed materials
such as flyers and business cards, which are placed in event-related locations and always
direct customers back o our Insfagram page through QR codes These materials support
our offline presence without requiring a large investment .

Operational costs include props, costumes, makeup supplies, set decorations, fransporfation
fo events, and smal equipment mainfenance. Since the team is scheduled per event, labor
costs are managed carefully fo match the number of bookings. By keeping the budget
flexible and focused on sales-driving activities, Magic Moments ensures Thaf expenses
stay aligned with revenue while alowing room fo grow as demand increases.

BUDGET _
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DIGITAL PRINTED
MARKETING MATERIALS

@ MAGIC | @
J

(0]

p




Magic Momenfts uses a simple and susfanable sales compensation plan designed To mofivate
fhe Team while keeping the business financially healthy Since this is a service-based business,
compensation is sfructured around per-event performance, clear quofas, and commissions
fied directly To booked events.

Sales Roles

Junior Sales Representative: Handles Instagram messages, inifial inquiries, and form follow-ups
Senior Sales Representative / Lead: Manages proposals, confirms bookings, and coordinafes
client communication before the event

Pricing & Sales Quota

Average price per event: S1,200

Monfhly sales quota per salesperson: & events
Monthly sales target value:

g events x 1,200 = $9,600
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To meet quota, each salesperson needs To book 2 events per week, which is realistic based
on The sales pipeline and lead volume.

SALES COMPENSATION Gompensation Structure
Wil ‘ Base pay (monthiy): $1,500

# OF TOTAL INCOME

oy Commission: 107" per booked event
f A 100/ quota MAGIC [ ©
et $9,600 < 10/ = $960 commission J
O ‘ Total monthly income: $2,460

COMMISSION SALES QUOTA




Income Projections by Performance Level

Performance level Fvents Booked Sales Value Commission Tofal Income
70/ 6 events §7,200 3720 32,220
80/ o-1 events $7.680 $768 §2,268
90 / 7 events 38,640 3864 32,364
1007/ 8 events 59,600 5960 52,460

Sustainabilify % Incenfives

This plan is designed fo be affractive for both ful-fime and part-fime sales feam members
The combinafion of base pay and commission provides income stabilify, while performance-based
earnings encourage mofivafion and growth. As bookings increase and the business scales 1o
more weekly events, quotas and incentives can be adjusted upward fo reflect higher demand

The math supports long-ferm sustainability by ensuring that:

-Sales Targefs are achievable based on lead volume.

-Gompensation aligns with revenue generafed

-The business mainfains healthy margins whie of fering compefitive pay

This structure makes Magic Moments a desirable place To work while supporting consistent

growth and reliable service quality,
MAGIC | r%/
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