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HOW ONE DETERMINED
FAERIE SAVED HER SMALL
BUSINESS BY OVERHAULING
HER ENTIRE OFFER
The COVID-19 crisis has impacted millions
of businesses, and many of them are facing
closing their doors entirely.
Fae Gershenson, founder of the children’s
entertainment company Happily Ever
Laughter, came close to that fate herself.
As an in-person entertainer, Fae’s ability to
work was rapidly changed when shelter-inplace orders were set in California:

“

On March 1st we got our first cancellation due to
COVID-19 fears.
By March 12th, we had lost everything.
On March 13th I faced the reality that we were
not going to be able to perform in person with
children for a very, very long time.”
- Fae Gershenson
But by completely overhauling her offer
and strategically changing her marketing
message, Fae was able to save her business.
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THE ORIGINAL OFFER
Her original offer consisted of in-person entertainers hosting parties or keeping children
happy at larger events.

With public events and private parties off the table, they turned to online events.
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THE PIVOT
Fae herself started on all the tech side
(building the changes into the website,
teaching her employees how to book the
shows with all the new software involved,
etc.).
Meanwhile, her partner Meadow rewrote all of
the scripts for their in-person shows and adapted
them to work on a screen. She also trained the
performers and handled all communication
between them and the office.
Some of the biggest challenges were making
sure the show was still highly interactive, after
all, Fae said,
“We know how important it is to feel different
than just another show on Netflix.”
Now, the script encourages children to
participate virtually, and the show now
involves a physical gift being mailed to the
child in advance. The entertainers magically
make an identical gift “appear” on-screen,
and then lead the child to discover it in their
own home (that is Fae’s favorite part).

Her offer had to be different than many of
her competitors, because her employees
were not contractors. She told us about the
struggle she faced with her pricing:
“I’ve been hearing about a lot of live streaming
sessions that have options to tip, but I have
no idea how they are actually paying their
performers hourly to do that.
One big issue in my industry is that a lot of
entertainment companies skirt around the
‘employee’ rule, which makes it easier for them
to quickly shift pricing because they don’t have
the overhead of payroll taxes, workers comp, or
liability insurance.
All of our staff are employees, so I have to be
careful about pricing. They are trusting me to
take care of them, and I’ll fight to the end to
do it. That means everything we put out has to
be of incredibly high quality, so the pressure is
pretty intense. That’s ok though. I love my job.
I’m an incredibly lucky person to have it.”
But as any marketer knows, changing an offer
(seemingly) overnight doesn’t cut it if nobody
knows about your new offer.
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THE NEW MARKETING EFFORTS
Most of Fae’s marketing efforts for the new
offer have been through organic traffic, email
blasts, and some paid spend on her video.
She filmed a new video ad for her new offer,
and posted updates on social media to drive
curiosity and awareness of her business’s shift.

By the time she got her announcement video
out, her current audience was primed and
ready for the new offer.
https://www.instagram.com/p/BpUkE8gdlS/?utm_source=ig_web_copy_link
She then posted the video ad on her website
and social media and put some money
behind the video to reach more viewers.
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She then went through and changed her
messaging on her website and added in a
new section for the offer.
This is the new pop-up when you visit her site:

And this is new page for the online parties.

Her page addresses the biggest pain point for her customers: being overwhelmed by
being stuck in the house all the time with no break. And she clearly explains how the online
playdates work and drives her viewers to action with a repeated, single-action CTA.
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Throughout all of her new marketing efforts, she was incredibly careful about the tone of her
messaging. She made sure that all messages were uplifting and positive. After all, her offer
was supposed to be a positive break from all the doom and gloom.
But it took more care to make sure her normally playful copy was not flippant and took into
account the seriousness of the global situation (and the state of mind of the parents she was
looking to help).
Luckily, she had a foundation of good copy
skills to help her out:
“The framework that DM builds its content
around was incredibly clear in our minds.
Each time we’d write a piece of copy, or pick an
image, we knew exactly what questions to ask
of ourselves. We knew exactly when we were off
track.
Basically, our Slack was filled with messages
of us saying “IT IS TOO MUCH ABOUT US AND
NOT ABOUT THEM”—followed by many gifs of
furniture being thrown at one another.”
Once her offer was launched, she posted
testimonials and stories to social media.
This one in particular shows how some
parents are return customers and also
exemplifies how adaptable her performers
are (which is a great trait with kids normally,
but especially now).
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A FEW MISSTEPS
Like with any new venture, not everything
went well on the first time. And as expected
when so much is on the line (i.e. her
whole business and the livelihoods of her
employees), she tried to do too much too
fast.
One misstep in particular is that Fae and her
team started working on new lead magnets in
the hopes of getting leads and opt ins.
While this may not be a bad call for some
businesses, Fae quickly realized that they
were simply not worth her time and decided
to ditch them all.
“We should have just remembered that we are
starting with a warm audience, which makes it
easier to go straight to this new product.”
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THE RESULTS
Fae saw quick and impressive results from
her changes in just the first few days.
FACEBOOK RESULTS:
•
•
•

Ad cost: $75
Return on Ad Spend: 68.5X
Stats on her announcement video on
Facebook (just 1 post):

AMOUNT SPENT

$75

45,955
ESTIMATED REACH

68.5

RETURN ON
AD SPEND

20,503

3-SECOND
VIDEO VIEWS

2,356 4,478
REACTIONS,
COMMENTS, & SHARES

POST CLICKS
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EMAIL RESULTS:
For just 1 email that she sent to 7,500 people
via Mailchimp, she saw
•
•

67% unique opens
12.3% clicked through

WEBSITE TRAFFIC RESULTS:
Her site was used to about 250 visitors per
day (though after shelter in place, it was
down to 10 per day).
But traffic skyrocketed in the 7 days after she
launched her new offer:

67% 12.3%
UNIQUE OPENS

CLICKED THROUGH

FROM 250...
TO 10...

TO 3,239
VISITORS PER DAY...
IN 7 DAYS!
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Fae was simply overcome by the results of
her new offer.
She told us
“It has only been 3 days since we launched
the new product (Online Parties + Playdates
- Hosted by Fairytale Performers), and the
announcement video has 45,000 organic views,
400 shares, and we’re up to 65 total bookings
for online shows.
It’s overwhelming to see something we worked
so hard on actually work.”
Needless to say, while Fae would never have
believed she would be offering online parties
as a service, when her business was on the
line, she made the pivot and made it work
“Now that I was forced to make it, well, I
couldn’t put out something subpar.
So here we are.
Party on!”

45,000 400
ORGANIC VIEWS

65

SHARES

TOTAL
BOOKINGS

IN 3
DAYS
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