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Chapter 1: The Only Problem is Obscurity

Introduction

Most photo booth businesses don’t fail because their service is bad. They fail because no one
knows they exist. Period.

You can have the sharpest DSLR setup, a beautiful booth, custom overlays, premium props,
perfect lighting, and a slick website—but if the people in your city don’t know about you, then
you don'’t exist in their world.

This chapter is about solving the single biggest threat to your photo booth business: obscurity.
You are not getting booked because you are not being seen. And until you fix that, no amount of
rebranding, upgrading your gear, or changing your pricing will matter.

We are going to walk through what obscurity looks like, how it shows up in your day-to-day
business, and how to destroy it with consistent, strategic action.

What is Obscurity?

Obscurity is simply a fancy word for "no one knows you exist."

If you’ve ever posted a special deal and gotten zero responses...

If you've ever gone a week without an inquiry...

If you’ve ever scrolled Instagram and seen some low-quality booths getting tons of likes and
comments...

That’s obscurity at work. Not because your service isn’t better—but because they’re visible
and you’re not.

Here’s the simple truth:
"The best known business beats the best business."

You can have the best booth in town. But if you're not on people’s minds when they plan a
wedding, corporate event, or birthday party, you will be passed over.

Visibility = Trust = Bookings.




The Booking Formula (And Why You’re Stuck)
Here’s the fundamental booking equation:
More Attention — More Leads — More Conversations — More Bookings

Obscurity chokes the pipeline before it even begins.
You can’t generate leads if no one is seeing you.

Ask yourself:

e How many people in your city know you offer photo booth services?
e How often are new eyes seeing your business each week?

e What platforms are you visible on, consistently?

If your answer is:

"l post on Instagram sometimes..."
"l run Facebook ads occasionally..."
"l rely mostly on referrals..."

Then you're probably stuck in a low-awareness trap. You're whispering in a stadium full of
people with headphones on. No one hears you. No one books you.

Case Study: The Quiet Genius vs. The Local Hustler
Let’s take two fictional photo booth owners.
Quiet Genius:

e Custom booth design

DSLR camera setup

e DSLR photo booth with online gallery, prints, custom overlays
e $1,200 per event

e Posts once a month on Instagram

e Relies on word-of-mouth



Local Hustler:

e Pad booth

No prints

e $700 per event

e Posts reels every other day

e Tags venues, vendors, clients

e Runs ads weekly

Guess who books 3x more events?
The Hustler.

Not because their product is better. Because they are not obscure.
They are visible. They are known.

And in the eyes of the market, being known beats being perfect.

Visibility is a Skill
You can learn visibility. It's not a gift. It's not charisma. It's a system.
You can build habits and processes that make you discoverable:

e Post local content 3-5 times a week

e Engage with local wedding groups

e Run ads to your website or booking funnel
e Collect and post client video testimonials

e Optimize Google My Business and collect reviews

This isn’t about becoming an influencer. It's about being known by the right people at the right
time.

That’s the real flex. Being known locally.

You don’t need 10,000 followers. You need 300 locals who book events.




The Death of "Post and Pray"
Most photo booth owners fall into the trap of posting once and hoping it brings leads.
They think:
"l posted my new backdrop setup... why didn't | get any DMs?"
Here’s the hard truth:
Social media is a river, not a billboard.
If you’re not posting and engaging consistently, you don’t exist.
You have to:

e Post often

e Comment on others' posts

DM people who like your content

Show up in stories

Tag vendors and clients

Obscurity is broken by repetition and presence.

You Can’t Automate What You Haven’t Earned
Many booth owners ask: “How can | automate leads?”
Here’s the brutal truth:
You don’t get to automate attention until you've earned it manually.
You have to manually generate attention at first:

e Comment on local posts
e DM past clients

e Attend vendor events

e Run giveaways

e Film BTS content from gigs



Once you've built that base, then you can scale it with:

e Running paid ads online to generate inquiries
e Retargeting Ads

e Automations in Overbooked

But you can’t automate obscurity. You can only earn visibility and then automate follow-up.

Action Plan: Destroying Obscurity
Here's your starting point:
1. Audit Your Presence
o How many platforms are you visible on?
o When was the last time you showed your face, your work, or your clients?
2. Pick Your Channels
o Choose 2: (e.g., Instagram + Google)
o Post and engage daily on them
3. Commit to Visibility Activities (5x/week)
o Running 1 Ad Campaign
o Testimonials
o Before/after booth setups
o DMing leads
o Commenting in local groups
4. Set a Visibility Goal
o “10 new local people see my brand every day.”

o “DM 5 people after every event.”

5. Track Visibility, Not Just Bookings



o Page visits
o Social interactions

o Leads generated (even unconverted ones)

Final Thought

If you’re struggling to book events, it's not your pricing. It's not your competition. It's not your
prop table.

It's obscurity.
Fix that, and bookings will follow.

Because people don'’t hire the best booth.
They hire the one they see first and remember most.

Let’s make sure that’s you.

Chapter 2: The Photo Booth Offer Stack

Introduction

Most photo booth owners think leads are their biggest problem. But leads are just the symptom.
The real root issue is your offer.

Why? Because even when someone sees your business and clicks to learn more, they're still
deciding whether or not it's worth their time or money.

You don’t just need attention — you need conversion. And conversion starts with the right offer
stack: a mix of pricing, bonuses, scarcity, and messaging that makes your booth feel like a
no-brainer.

This chapter is about building a photo booth offer so good people feel excited to say yes!

What Is an Offer Stack?



An offer stack is not just your price. It's everything your client gets when they book with you:

e What the client thinks they’re getting (perception of value)
e What's actually included (core package + bonuses)
e How it's presented (urgency, scarcity, anchoring)

e What makes it different (positioning)

Think of it like a sandwich:

e The booth rental is the meat.
e Add-ons like prints, props, or an attendant are the cheese and lettuce.
e Bonuses like a free memory book or custom overlay? That's the secret sauce.

e How you describe it is the bread that holds it all together.

Why Most Offers Fail

Let’s be real. Most photo booth offers sound like this:
"3 hours. Unlimited prints. Online gallery. $399."

That’s not an offer. That's a menu item.

There’s no reason to act now. No clear benefit. No excitement. No difference between you and
anyone else.

And when you sound like everyone else, the only way to compete is lower your price.

We’re going to flip that.

The Core Framework: Value > Price
Your goal is to make the perceived value far outweigh the actual price.

If they see $1,500 of value and you’re charging $899, it feels like a win.
If they see $400 of value and you're charging $799, it feels like a ripoff.

Perception drives the decision.



Here’s how to shape that perception.

Step 1: Anchor With Premium

Start by showcasing the "full value" of your services:

e What would they pay for each part of your service separately?
o 3-hour booth rental ($500)
o Prints + props ($150)
o On-site attendant ($200)
o Online gallery ($100)
o Custom template design ($100)

o Free scrapbook or guestbook ($100)

List this as a "Value: $1,150" package.

Then show your price: "Today: $799"

This anchors their brain around the higher number first, so your offer feels like a deal.

Step 2: Stack Bonuses That Feel Tangible
Bonuses should be:

e Relevant
e Easy to understand

e Emotionally desirable

Some examples:

e Free guestbook for weddings
e Free themed overlay for kids' birthdays

e |Instant access to gallery QR code
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e Early arrival/setup at no extra cost

e Animated GIFs or boomerang feature

You don’t have to kill your margins. Most of these cost you nothing or very little. But to the client,
they feel custom and premium.

Step 3: Create Scarcity

Scarcity triggers action. Without it, people stall.

Example copy:

"We only book 3 weddings per month to keep service quality high."
Or:

"Summer weekends are 90% full — claim your date before it's gone."
Scarcity can be:

e Time-based ("Book by Friday for bonus add-on")
e Capacity-based ("Only 2 booths left for June")

e Seasonal ("Fall promo ends this month")

Step 4: Guarantee It
Most booth owners don’t offer guarantees. That's a mistake.
Even a simple one like:
"If we’re late or something breaks, we refund 10% of your fee."
Or:
"Satisfaction guaranteed or we stay an extra 30 mins for free."

Reduces risk. Increases trust. And almost no one will ever invoke it.

Step 5: Frame the Offer With Emotion

11



People don’t book booths. They book memories.
So don't just sell hardware. Sell emotional outcomes:

e "Capture the laughs, the kisses, and the chaos."
e "The one thing guests remember after the cake."

e "Turn your event into a story they talk about for years."

You’re not a vendor. You're a memory maker.

When your offer reflects that, it lands harder.

Offer Stack Example
"The Celebration Package"

e 3-hour booth rental

e Unlimited prints + custom overlay

e On-site booth attendant

e Private online gallery within 24 hours

e FREE themed prop kit (birthday/wedding/corporate)

e FREE guest scrapbook ($100 value)

e BONUS: Animated GIF feature + digital sharing station
e VALUE: $1,150

e TODAY: $799

e Only 3 openings left for the month. Satisfaction guaranteed.

12



Action Plan: Build Your Offer

1.

2.

List all deliverables in your core package

Assign value to each (even if you'’d never charge separately)
Add 2-3 bonuses that feel fresh or exclusive

Craft a scarcity line based on your actual capacity

Add a simple guarantee

Write a headline that speaks to emotion, not equipment

Example:

"Don’t just rent a booth. Give your guests a reason to remember your party.”

Final Thought

When your offer is clear, valuable, emotional, and low-risk, you don’t need to be a sales expert.

You just need to show up with it consistently.

And when you do, people won’t ask, "Why so much?"
They'll ask, "How do | book?"

Chapter 3: Lead Magnets That Actually Work
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Introduction

Once you have visibility and a strong offer, you need to start turning attention into leads. That
means capturing information—usually name, email, and phone number—from people who show
even a small interest in booking you.

That’'s where lead magnets come in.

A lead magnet is a simple freebie you give in exchange for contact info. It should feel easy to
say yes to and be valuable enough to make someone stop scrolling and raise their hand.

In this chapter, we’ll break down what works for photo booth businesses, what to avoid, and how
to set it up so you can consistently build a list of warm leads who are easier to close.

The Wrong Way to Do Lead Gen
Here’s how most photo booth owners try to collect leads:

e Post "DM me to book!"

e Say "Click link in bio" with no reason

e Ask for an email address on a generic website form
It doesn’t work. Why?

Because it puts all the friction on the customer. You're asking them to do something with no
immediate value.

Instead, we flip it.

You give them value first, then ask for their info.

The Anatomy of a High-Converting Lead Magnet
Your lead magnet should be:

e Simple: Takes less than 5 seconds to understand
e Specific: Tailored to your ideal customer
e Fast: Delivers value immediately (no 24-hour delays)

e Relatable: Tied directly to events, memories, or stress points

14



Photo Booth Lead Magnet Ideas
Here are tested lead magnets that work in this niche:
1. Event Planner Checklist (PDF)

Title: "10 Things Most Hosts Forget (But Regret Later)"
Use: Perfect for wedding and party planners
CTA: "Grab your free checklist before your next event!"

2. Overlay Design Template (Preview Offer)

Title: "Claim a Free Custom Overlay Preview for Your Event"
Use: Works well with birthday parties, sweet 16s, or corporate events
CTA: "Drop your name + event date and we’ll mock one up."

3. Monthly Photo Booth Giveaway

Title: "Win a Free Photo Booth Package This Month"
Use: Great for building buzz and viral shares
CTA: "Enter your event date and we’ll contact winners monthly"

4. Booth Style Quiz

Title: "Find Your Perfect Booth Style (Takes 30 Seconds)"
Use: Make it fun and lead to booking suggestions
CTA: "We’'ll text your match + bonus offer inside"

5. Budget Calculator

Title: "Estimate Your Event Photo Booth Cost in 2 Clicks"
Use: Helps budget-conscious leads self-qualify
CTA: "Enter event details and get instant estimate by SMS"

Where to Promote Your Lead Magnet
Once your lead magnet is created, don’t just hide it on your homepage. Push it everywhere:

e Facebook, Instagram and Google ads
e Stories with swipe-up or link stickers
e Linktree or bio links

e Facebook Groups

e Email signature
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e Overbooked popups or website forms

e Post-event text follow-ups: "Enjoyed the booth? Grab our checklist for your next one."

The goal is to create dozens of "entry points" for your brand.

Setup: Tools That Make It Easy
Use Overbooked to:

e Build landing pages for your magnet
e Trigger workflows when someone opts in
e Automatically assign leads to your pipeline

e Start SMS/email nurturing sequences

Example Flow:

1. Lead opts into "Free Custom Overlay"

2. They enter name, email, event date

3. Overbooked sends confirmation + asks one more question
4. You send preview or mockup

5. Overbooked sends follow-up sequence

What NOT to Do

e Don’t ask for too much info up front (keep it light)
e Don’t delay delivery (instant gratification wins)
e Don’t use generic titles like "Join our newsletter"

e Don'’t hide the magnet deep in your website
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Action Plan: Launch Your First Magnet

1. Choose your audience (e.g., brides, parents, planners)
2. Pick 1 simple lead magnet from this chapter

3. Build a landing page with a headline + form

4. Connect it to a Overbooked pipeline and automation

5. Promote it in stories, groups, ads, and your bio

6. Seta goal: 10 new leads per week

Final Thought

Your lead magnet isn’t just a way to get names on a list. It's the start of a relationship.
Give value first, follow up second, and you’ll never struggle to generate leads again.

Because when people raise their hand for help, they’re a lot more open to hearing your offer
next. Let’s get people raising hands daily.

Chapter 4: Paid Ads for Booth Bookings

Introduction



Organic methods build brand and trust over time. But if you want leads this week, nothing beats
paid ads.

Done right, Facebook, Instagram, and Google Search ads can generate warm leads for less
than the cost of lunch. Done wrong, they’ll just burn your budget.

In this chapter, we’ll cover how to build paid campaigns that work specifically for photo booth
bookings. This isn’t about becoming a media buyer. It's about understanding what to say, who
to target, and how to spend smart.

Why Paid Ads Work for Booth Businesses

Most event bookings are emotionally driven but logistically filtered. People want something
fun, memorable, easy, and within budget.

Paid ads work because:

e You control the message
e You target people based on event intent (birthdays, weddings, etc.)

e You can run 24/7 while you sleep

If you run local ads with a good offer and strong visuals, you’ll get leads.

What to Promote: Offers > Services
People don’t respond to vague ads like:
"Book our photo booth for your next event!"
Instead, promote specific offers like:
e "Claim Your Free Custom Overlay Design This Week"

e "Win a 2-Hour Photo Booth Package (Just Enter to Win)"

e "Only 3 Booths Left for July Bookings - Reserve Yours Now"

Offers drive curiosity, urgency, and action.

Option 1: Facebook & Instagram Targeting

18



Use Meta Ads (Facebook + Instagram) and target:
Core Audiences:

e Location: 15-30 mile radius around your city
e Age: 22-45 (brides, party planners, parents)

e Interests: weddings, event planning, party rentals, venues

Lookalikes:

e Upload past client list to create a Lookalike Audience

Retargeting:
e \Website visitors
e Instagram engagers

e People who clicked but didn’t convert

Option 2: Google Search Ads for Bookings

Google Search Ads work when intent is high. These are people who are actively searching for
what you offer.

Why they work:

e You capture leads already in booking mode

e You can dominate local searches like "photo booth near me" or "wedding photo booth
rental [city]"

How to set them up:

1. Choose keywords with local buying intent:

o "photo booth rental [your city]"
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o "wedding photo booth"

o "event photo booth near me"

2. Set a geographic radius around your service area

3. Write ad copy that highlights your best offer:

4.

o "Affordable Wedding Photo Booths | Free Guestbook Bonus"
o "Book Now — Limited Summer Dates Left"

Link to a focused landing page, not your homepage

Pro Tip: Use ad extensions to add phone number, location, reviews, and sitelinks.

Budget: Start with $15/day to test top local keywords

Measure:

CTR > 5%

Cost per conversion <$20

In general Google works better than Meta ads—catching people who are actively searching, not
just scrolling.

What to Show: Ad Creatives That Convert (Meta)

Your ad needs to stand out, stop the scroll, and tell the story visually.

Best-performing creatives include:

Pro Tip: Don’t over-polish. Raw footage often performs better than staged content.

BTS (behind the scenes) footage of the booth in action
Guests laughing, posing, or interacting with prints

Video montages with upbeat music (Reels format)

Text overlays: "Weddings | Birthdays | Corporate Events"

Time-lapse booth setups

20



Example Ad Scripts

Ad Headline:
"Get a Free Guestbook With Any Booking This Weekend Only"

Primary Text:

"Planning a party, wedding, or event? Our photo booth brings the energy and creates lasting
memories your guests will love. This weekend only, get a free keepsake guestbook with any
3-hour package. Must claim by Sunday. Click below to check availability."

Call-to-Action:
e Learn More

e Get Offer

e Book Now

Budgeting: Start Smart, Then Scale
You don’t need $1,000/month to win with ads.
Start with:

e $10/day for Meta ads

e $15/day for Google Search ads

Test 2-3 creatives + 1 landing page.
Watch for:
e CTR (click-through rate) > 1% (Meta), > 5% (Google)

e CPL (cost per lead) <$15 (Meta), <$20 (Google)

If it's working, double down. If not, tweak creatives or targeting.

Where to Send the Clicks

Send traffic to:



A dedicated landing page (not your homepage)
Include ONE offer
Short, punchy, mobile-first

Clear headline, form, social proof

Example landing page layout:

1.

2.

Headline: "Win a Free Custom Photo Booth Overlay!"
Subheadline: "Perfect for weddings, birthdays, and more."
Form: Name, Email, Event Date

Testimonials or event gallery

CTA button: "Claim Your Free Design"

Follow-Up: What Happens After the Click

This is where most businesses drop the ball.

Every lead should go into:

A Overbooked pipeline (tagged with source: FB Ads or Google Ads)
An SMS follow-up sequence
A manual or auto booking link

An offer recap email

You paid for the lead — now work it until they say yes or no.

Advanced: Retargeting & Offers That Scale

Once your ad has 500+ clicks or 50+ leads:
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e Retarget website visitors with a stronger offer
e Exclude converters

e Rotate seasonal hooks (e.g., fall promo, graduation, holiday events)

You can also build segmented campaigns:

e Weddings vs. corporate
e Birthdays vs. community events

e Low-budget vs. premium clients

Action Plan: Run Your First Ad Campaign

1. Choose an offer from Chapter 2

2. Record a 10-15 sec video ad on your phone (for Meta)
3. Build a Overbooked landing page + form

4. Launch your Meta campaign at $10/day

5. Launch a Google Search campaign at $15/day

6. Track CPL and optimize weekly

Set a simple goal: 10 leads in 7 days

Final Thought
Paid ads turn attention into leads on demand.

If you learn to write a great offer and run simple ads to the right people, you can build bookings
like clockwork.

This chapter wasn’t about becoming a marketing wizard. It's about building a simple, repeatable
machine that fills your calendar.

Paid ads are the lever. Your booth is the reward.

Let's move people from scroll to sold.
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Chapter 5: Follow-Up That Actually Closes

Introduction

Most photo booth owners work so hard to generate leads, but then let them fall through the
cracks.

Leads don’t become bookings on their own. They need to be followed up with, reminded,
nurtured, and pushed to a decision.

In this chapter, we’ll show you exactly how to follow up without being annoying, how to automate
it inside Overbooked, and how to close more bookings without chasing people endlessly.

The Real Problem: Follow-Up Failure
You don’t have a lead problem. You have a follow-up problem.
Here’s how it usually goes:

e Alead opts in from your ad or website

e You get excited, maybe send one message

e They don't reply

e You move on

That’'s money walking away.

You already paid (or worked) for that lead. And in many cases, they were actually interested.
They just got distracted.

You need to stay in their inbox, on their phone, and on their mind until they book or tell you
no.
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The Fortune is in the Follow-Up
Industry stats show:

e 80% of sales happen after 5-12 follow-ups

e Most photo booth owners stop after 1-2 messages

This is your chance to win just by showing up more consistently.

Follow-Up Framework: The 4-Part Formula

1. Speed: Respond within 5-10 minutes of lead submission
2. Persistence: Follow up 7+ times in the first 14 days
3. Variety: Use text, email, and phone (not just one)

4. Value: Every message should offer something useful, not just "Ready to book yet?"

Example Follow-Up Sequence (First 7 Days)
Day 0 (within 10 min)

e Text: "Hey {{name}}! Just saw your request come through. What kind of event are you
planning?"

e Email: "Excited to help with your event! Let me know your date + venue so | can check
availability."
Day 1
e Text: Send a short video walkthrough of a past event

e Email: Case study or gallery link with client testimonial

Day 2

e Text: "Would you like us to mock up a custom overlay for your event to preview? Free of
charge."
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Day 3

e Email: List 3 package options + booking link

Day 5

e Text: "Just checking in! We still have your date open. Want me to lock it down for you?"

Day 7

e Email: FAQ-style email + special offer (limited time)

Follow-Up Tools in Overbooked
Use Overbooked to automate the heavy lifting:

e Workflows:
o Trigger messages based on form submissions or ad leads
o Alternate between SMS and email
e Pipeline stages:
o New Lead
o Needs Follow-Up
o Ready to Book

o Booked

e Manual tasks:

o Overbooked can assign you reminders to personally text or call if someone hasn'’t
responded in 3+ days

e Booking calendar:

o Send automated links so leads can self-schedule discovery or booking calls
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How to Sound Like a Human
Avoid robotic templates.
Use casual, friendly tone:

e "Hey! Just making sure you got my last message :)"
e "Can | help you pick a package?"

e "Any questions before | open that slot to someone else?"

Always:

e Use first names
e Reference their event details ("wedding in June" or "Sweet 16")

e Keep it short

Booking Incentives That Nudge People
Some people just need a reason to commit. Use these nudges in your follow-up:

e Limited availability: "Only 2 booths left for that weekend"
e Bonuses: "Book this week, get a free guestbook upgrade”
e Deadlines: "Offer ends Friday at 5PM"

e Social proof: "We just did one at [venue] and it was a hit!"

When to Stop Following Up
You follow up until they:

1. Book
2. Sayno

3. Go dark after 14+ days and 7+ messages
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Then you tag them as cold and send them back into a long-term nurture sequence (monthly
check-ins, seasonal promos, etc.)

The Long Game: Reactivating Old Leads
Every quarter, pull a list of leads that:

e Never booked

e Didn't unsubscribe

Send a reactivation message:

"Hey {{name}}, not sure if you're still planning your event, but we'd love to offer you
a bonus package if you're still looking for a photo booth!"

You'll be surprised how many respond after weeks or months.

Action Plan: Set Up Your Follow-Up Machine

1. Build a 7-day SMS + email sequence in Overbooked
2. Set up a booking calendar link

3. Assign leads to pipeline stages

4. Add a long-term nurture campaign

5. Reactivate old leads every 90 days

Final Thought

Follow-up isn’t spam. It's a service.

If someone showed interest, it means they need help. Your job is to keep showing up with value
until they say yes.

If you do this better than your competitors, you will win more bookings.
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They stop at "let me know if you're interested.”

You keep going until the deal is done.

Chapter 6: Building a Booking Funnel That Converts

Introduction

At this point, you know how to attract leads and follow up. But where are you sending those
leads?

The answer is your booking funnel.

This isn’t just a website. A funnel is a structured path designed to convert attention into
action—in this case, a paid booking or a sales call. It guides people step-by-step toward
becoming a customer.

In this chapter, you’ll learn how to build a photo booth funnel that:

e Captures leads
e Qualifies prospects
e Showcases your offer

e Books more events

Funnel vs. Website: What’s the Difference?

Your website might be full of tabs, menus, galleries, and distractions. A funnel removes the
clutter and focuses on one action.

A funnel page:

e Has one purpose (e.g., get a lead or book a call)
e Is optimized for mobile (since 90% of traffic is mobile)

e Has clear headlines, offers, and CTAs

The Core Booking Funnel (3 Pages)
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Here’s a simple, high-converting funnel for photo booth owners:
1. Landing Page

e Headline: Hook that grabs attention ("Win a Free Custom Photo Booth Overlay")

Subheadline: What they'll get and why it matters

Form: Name, email, event date (optional phone number)

CTA Button: "Claim Your Free Design"

Visuals: Show the booth in action + past event success

2. Thank You Page

e Confirmation message: "We received your request!"
o Next steps: What they can expect ("We’'ll text you a preview in 24 hours")
e Bonus CTA: Offer to book a quick call or download a checklist

e Optional upsell: Early bird bonus if they book today

3. Booking Page

e Short pitch video: Who you are, what makes you different
e Calendar embed: Let them choose a time to talk or book
e Testimonials: Social proof that builds trust

e Urgency: "Limited July dates remaining"

Funnel Best Practices

1. Mobile-first: Design for phone screens
2. One CTA per page: Don’t confuse people
3. Use short videos: You on camera is more powerful than a polished ad

4. Add timers or urgency: Limited spots, bonus deadline, etc.
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5. Test headlines often: Swap 2-3 variants and track conversions

Tools to Build Your Funnel
Use Overbooked to:

e Create landing pages and forms
e Set up follow-up automations
e Embed calendars and video

e Split test pages

With Overbooked, you have everything in one place to launch, test, and optimize your funnel
fast.

Example Funnel: "Free Overlay Preview"

Let’'s say you want to run ads offering a custom photo booth overlay preview. Here’s how the
funnel would flow:

1. Google Ad: "Want a custom overlay mockup for your wedding? Grab yours free."
2. Landing Page: Collect name, email, event date

3. Thank You Page: "Thanks! Watch for your mockup tomorrow. Want to hop on a 10-min
call?"

4. Booking Page: Video + calendar + testimonials

You now have their info, they’re impressed by your mockup, and they’re more likely to book a
call.

What to Avoid
e Too many steps: 3 pages max

e Asking too much info too soon
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e Slow page loads
e Generic templates with no personality

e Sending leads to your homepage

Action Plan: Build Your First Funnel

1. Choose a lead magnet or offer

2. Create a 3-page funnel in Overbooked

3. Add video, testimonials, urgency

4. Connect it to your workflows and pipeline
5. Test traffic (organic or paid)

6. Optimize based on lead-to-booking conversion

Final Thought

A great funnel does more than collect leads. It pre-frames your value, builds trust, and creates
momentum toward a decision.

Don’t overcomplicate it. Focus on one goal per page, speak like a human, and guide your leads
to the next step.

Your photo booth business deserves a booking machine.

Now you have the blueprint.

Chapter 7: Automation That Books While You Sleep
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Introduction

You're running a business. You're handling events, answering calls, prepping booths, and
managing bookings. The last thing you need is more manual tasks.

The solution? Automation.

This chapter is about setting up your business so that leads are followed up with, booking
requests are processed, and calendar slots get filled without you lifting a finger.

This is how photo booth owners scale without burnout.

What You Should Automate
Let’'s break down what you can—and should—automate in your business:

1. Lead Capture
o Every time someone submits a form or clicks an ad, they’'re added to your system
2. Lead Follow-Up
o Automated texts, emails, and voicemails sent on a schedule to convert them
3. Appointment Booking
o They can choose a time to talk or book directly through your calendar
4. Reminders and Confirmations
o Event reminders, confirmations, and checklists are sent automatically
5. Pipeline Updates

o As leads take actions, their status is updated so you know where they stand

Why Automation Matters

e |t saves you 10+ hours a week

e It makes sure no lead slips through the cracks
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e |t responds instantly, which massively improves conversion

e It creates a professional, consistent experience

Bottom line: it helps you close more deals without needing to hire staff or work overtime.

How to Automate It All with Overbooked

With Overbooked, you don’t need to be a tech expert to set up powerful automations.
Here’s a typical automation setup for a lead coming from an ad:

Step 1: Lead Opts In

e Triggered by ad form or landing page form

Step 2: Immediate Response

e Text: "Hey {{first_name}}! Just saw your request come through—excited to help with your

event. Got a date and venue yet?"

e Email: Welcome message + event checklist PDF

Step 3: Ongoing Follow-Up (over 7 days)

e Day 2: Overlay preview offer
e Day 3: Package options email

e Day 5: Final reminder + bonus incentive

Step 4: Booking Automation

e CTA to book a time on your calendar

e Once they book: confirmation email + prep checklist

Step 5: Post-Booking Sequence

e Reminder emails/texts leading up to the event
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e Satisfaction survey after the event

e Ask for a Google review or testimonial

Templates to Get Started
Here are 3 automation templates you should build inside Overbooked:

1. New Lead Nurture Workflow

o Includes: SMS, email, calendar CTA, pipeline tags

o Purpose: Turn a cold lead into a scheduled call or deposit
2. Abandoned Lead Reviver

o Trigger: No reply after 5 days

o Includes: A last-chance offer or alternative CTA
3. Post-Event Testimonial Request

o Trigger: 2 days after event date

o Text: "Thanks again for letting us be part of your day! Would you mind leaving a
quick review?"

Set It and Forget It (Sort Of)

Automation doesn’t mean you disappear. It means you're freed up to focus on what only you
can do:

e Run the events
e Answer high-value questions
e Create awesome offers

e Build new referral relationships

Let the automations handle the rest.
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Check in weekly:

e Review stats (open rates, replies, bookings)
e Tweak messages and timing as needed

e Add new leads to sequences

Action Plan: Automate the Essentials

1. Build your New Lead Nurture workflow in Overbooked

2. Connect your calendar to your booking page

3. Create reminders and confirmations for every booked event
4. Set up a post-event review request sequence

5. Test everything before going live

Final Thought

Every minute you spend manually chasing leads or sending reminders is time lost from growing
your business.

With the right automations, you can:

e Respond instantly
e Follow up automatically

e Book while you sleep

Let Overbooked be your assistant that never takes a day off.

Automation isn’t optional—it’s your unfair advantage.
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Chapter 8: Scaling Bookings with Local Partnerships

Introduction

Once you have a funnel and follow-up machine working, it's time to scale beyond ads and
inbound traffic.

One of the most underused growth levers in the photo booth industry is local partnerships.
This chapter shows you how to build referral pipelines with vendors, venues, and event planners
so you’re not just hunting for leads—you’re receiving them.

This is how you turn your business into a local brand.

Why Partnerships Work So Well

Think about this: who'’s already talking to your ideal customers before they look for a photo
booth?

e Wedding planners

e DJs
e Florists
e \enues

e Photographers

e Caterers

These professionals already have trust and access. If they recommend you, you’re instantly
pre-sold.

Here’s what makes local partnerships so powerful:

e Built-In Trust
e Ongoing Referral Flow
e Additional Lead Flow Channel

e Long-Term Value

Step 1: Build a Local Hit List
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Start with your zip code. Create a list of 20+ local businesses in the wedding, party, and event
ecosystem.

Use:

e Google Maps
e Wedding directories (The Knot, WeddingWire)

e |Instagram hashtags (e.g., #/egasWeddings)

Group them into categories:

e Planners
e \enues
e DJs

e Other vendors (photo/video, décor, etc.)

Step 2: Reach Out with Value

Don’t open with “Can | pick your brain?” or “Can | get referrals?”
Instead, lead with a collaboration angle:

e Offer to feature them in your content (IG reels, blog, newsletter)
e Propose a styled shoot together
e |nvite them to a vendor-only networking night

e Offer their clients a custom discount (with co-branded marketing)

Sample DM:

"Hey! | love the work you do at [Venue]. | run a photo booth company here in town
and would love to team up on something fun—maybe a vendor spotlight or even a
content collab. Want to connect?"

Step 3: Create a Referral Engine

Once you've built the relationship, make referrals frictionless:
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e Share a short brochure or link they can text to clients
e Give them a discount code or tracking link (optional)

e Send thank-you gifts when they refer

Most importantly: keep them updated

e Let them know when a client books

e Make them look good to their clients

This builds loyalty fast.

Step 4: Add Partners to Your CRM

In Overbooked, tag these contacts as Local Partner

e Send quarterly updates or specials
e Invite them to events or pop-ups

e Keep your name top of mind

You can even build a workflow that sends automatic thank-yous and tracks how many leads
came from each partner.

Step 5: Feature Them Publicly
Make your partners feel valued:

e Share behind-the-scenes collabs
e Tagthem in event recaps

e Shout them out in client stories

This public reciprocity builds goodwill and strengthens the relationship.

Bonus: Join Local Groups & Events



Don't just be online—get visible:

e Chamber of commerce
e Local wedding expos
e Facebook groups (brides, vendors, etc.)

e BNI or other networking events

The more people who know you, the more opportunities flow in.

Action Plan: Launch Your Partnership Strategy

1. Make a list of 20+ local event vendors

2. DM or email 5 per week with a collab idea

3. Track them in Overbooked and tag as Local Partner
4. Send thank-you gifts for every referral

5. Host a partner spotlight or networking event

Final Thought

You don’t just need more leads—you need quality ones. And the best leads come from people
who already trust you.

With local partnerships in place, you’re no longer just a business—you’re a brand trusted by the
entire local event ecosystem.

Ads can generate leads.
Automation can book them.
But partnerships?

They build a referral machine that runs for years.

Start local. Go big.

Chapter 9: Lead Tracking, Metrics & Dashboards
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Introduction
You can't improve what you don't measure.

If you're running ads, collecting leads, following up, and booking gigs—but not tracking the
numbers—you're flying blind. And blind businesses burn out fast.

This chapter will show you exactly what to measure, how to read your funnel performance, and
how to use simple dashboards inside Overbooked to make smart decisions.

Why Metrics Matter

Tracking your metrics helps you:

e Know what’s working (and what’s not)
e Optimize your funnel and follow-up
e Spend money wisely on ads or promotions

e Scale confidently

Without numbers, you're guessing. With numbers, you're growing.

The Metrics That Actually Matter
There are hundreds of vanity metrics. Ignore most of them. Focus on these 5:

1. Cost per Lead (CPL)
o What it costs to get one new lead from ads or outreach
o Example: $150 in ad spend gets 15 leads = $10 CPL
2. Lead-to-Call Rate
o What % of leads actually book a sales call
o Target: 25% or more
3. Call-to-Booking Rate

o What % of calls turn into paying events
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o Target: 50% or more
4. Total Funnel Conversion Rate

o From cold lead to booked client

o Example: 100 leads — 10 bookings = 10% conversion
5. Revenue per Lead

o How much each lead is worth to your business

o Total revenue + total leads

If you're running paid ads, CPL and revenue per lead are your most critical KPls.

How to Track Everything in Overbooked

Overbooked has built-in pipeline and dashboard tools that make it easy to track lead flow in real
time.

Here’s how to use it:
1. Pipelines
o Set up stages like "New Lead," "Reached Out," "Booked Call," "Paid."
o Move leads manually or with automations
o See bottlenecks instantly
2. Tags and Sources
o Tag leads by source (Google Ads, Facebook, Referral, etc.)
o Helps track which channel brings the best leads
3. Dashboards
o Set up a dashboard that shows:
m Total leads this month
m Calls booked

m Events confirmed
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m Revenue from each source
o Review weekly to make informed decisions

4. Custom Fields

o Capture event date, location, and type right in your CRM

o Use filters to segment leads (e.g., weddings vs. birthdays)

How to Know If Your Funnel Works
Ask these 3 questions:

1. Are leads coming in consistently?

o If not, your offer or ads need work
2. Are you booking at least 25-35% of them?

o If not, your follow-up or sales pitch needs tuning
3. Are you profitable after ad spend?

o If not, raise prices, improve conversion, or lower CPL

Red Flags to Watch For

e CPL is rising but leads are dropping
e Lots of leads, but very few calls booked
e High call volume, but low close rate

e Clients ghosting after confirming

These are all fixable—but only if you catch them early.

Action Plan: Build Your Metrics Dashboard
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1. Create a lead pipeline inside Overbooked
2. Add stages: New — Followed Up — Call Booked — Closed Won
3. Tag leads by source
4. Set up a weekly dashboard to review:
o CPL
o Booking rate
o Revenue per lead

5. Adjust your strategy based on data

Final Thought

Most photo booth owners run on hope. Hope that the leads show up. Hope that bookings will
come.

You're not most owners.

By tracking your data and understanding your funnel, you're building a business that scales on
purpose—not by accident.

Know your numbers. Trust your tools. Make smarter moves.

Data isn’'t boring—it’'s your secret weapon.
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Chapter 10: The Million Dollar Offer for Booth Owners

Introduction

Your marketing works.
Your funnel is running.
Leads are coming in.

Now comes the most powerful lever in your business: the offer.

In this chapter, you’ll learn how to craft a photo booth offer so good people feel excited to say
yes.
This is how you raise your prices, close more deals, and stand out in any market.

What Is an “Offer” Really?

Most people think their offer is “2 hours of booth time for $500.”
But that’s just the price and service.

A real offer is the entire value package:

e What they get
e How it helps
e What makes it unique

e What bonuses or urgency are added

Great offers are stacked with value and framed in a way that speaks to emotion, not just logic.

Elements of a High-Converting Offer

1. The Core Service

o Photo booth hours, setup, breakdown, digital gallery

2. Differentiators
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o Custom overlays
o On-site attendant
o Themed props
o Backdrop upgrades
o Instant sharing station
3. Bonuses
o Free guestbook
o Highlight reel video
o Extra 30 minutes if booked this week
4. Urgency / Scarcity
o "Only 3 dates left this month"
o "Bonus ends Friday"
5. Risk Reversal
o Money-back guarantee
o Pay later option
6. Testimonials or Social Proof

o Screenshots, video clips, tagged client stories

Example: Basic vs. Irresistible Offer
Basic:

2-hour photo booth rental — $500
Irresistible:

Book a luxury booth experience for your event:
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e 2 hours of coverage

e Unlimited prints

e Custom overlay design

e On-site host

e Free guestbook ($79 value)

e Only 2 June dates left
All for $500 this week only

See the difference?

It's not about adding random stuff. It's about packaging and positioning it for maximum
perceived value.

How to Craft Your Offer in Overbooked
Use Overbooked to:

e Create an offer landing page

e Add timers and urgency banners

e Insert testimonials

e Add an upsell step (e.g., premium backdrop)

e Test multiple offer variants (A/B testing)

You can even embed your pricing calculator and CTA button right on the page.

Pricing Strategy Tips
e Don’t race to the bottom. People will pay more for better perceived value.
e Test premium offers. Try bundles at $800, $1,000, or $1,500.
e Use anchors. Show a high-end package first to make the core offer feel like a deal.

e Use round numbers ($700, not $699)

47



People don’t buy the cheapest—they buy the clearest and most compelling.

Action Plan: Create Your Million Dollar Offer

1. Write out your base package

2. List 3-5 value boosters or bonuses

3. Add urgency (deadline or limited spots)

4. Choose your risk reversal

5. Launch a new landing page in Overbooked

6. A/B test two offer stacks for a week

Final Thought

In a competitive market, the best offer wins.

Your goal isn’t to beg for bookings. It's to show up with a value-packed, confidence-driven offer
that makes people excited to pay.

Stop selling booth time.
With the right offer, you don’t chase leads—they chase you.
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Chapter 11: Organic Content That Pulls In Leads

Introduction

You don’t need to dance on TikTok to get photo booth clients.
You just need to show up strategically and consistently online.

In this chapter, we’ll show you how to use short-form video, social proof, and content storytelling
to attract leads organically—without needing a huge following or viral views.

Why Organic Content Works
People don’t book strangers. They book people they trust.

Social content builds that trust.
When someone sees your face, hears your voice, and watches you show up at events—they
start to feel like they know you.
Organic content helps you:
e Stay top-of-mind with your local audience
e Build familiarity and authority

e Convert cold leads into warm ones

e Get DMs and inquiries without spending on ads

What Kind of Content Works for Photo Booths?
Here’s a breakdown of content types that drive results:

1. Behind the Scenes
o Setup at events
o Packing up, travel, or load-in
o Candid moments with guests
2. Client Reactions

o First time they see the booth
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o Laughter, dancing, interactions

o Photo strips being printed
3. Before/After Showcases

o Venue without the booth vs. fully set up

o Plain backdrop vs. fully themed overlay
4. Quick Tips for Event Planners

o “How to get more guest engagement”

o “3reasons to hire a booth for your wedding”
5. Testimonials / Story Highlights

o Clips from past clients

o Overlaid text with client reviews
6. Owner POV

o Your voice, personality, humor

o Day in the life of a booth operator

Platforms to Post On
Focus on where your local audience hangs out:

e Instagram (Reels + Stories)
e TikTok (Local hashtags + trends)
e Facebook (Groups + page posts)

e Google Business Profile (Post photos + updates weekly)

If you serve weddings or corporate events:

e Post to Pinterest (gallery + ideas)

e Build a basic YouTube Shorts archive



How to Stay Consistent

Use Overbooked’s content planner and reminder system to:

e Schedule posts
e Store template captions

e Repost your best content every 90 days

Plan 1 week at a time:
e 3 Reels or TikToks
e 2 Stories
e 1 Testimonial

e 1 Tipor FAQ

Batch content in one shoot and post throughout the week.

CTA Ideas That Don’t Feel Salesy

Every piece of content should lead somewhere.
Try these CTAs:

e “Want a custom overlay preview? DM ‘overlay”
e “Booking 2025 weddings now—dates go fast!”

e “We're testing a new guestbook—want one free?”

Use Overbooked to tag leads who respond and start an automation.

Action Plan: Build Your Content Machine
1. Pick 3 content themes (BTS, reactions, tips)

2. Shoot 7 pieces of content this week
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3. Schedule posts using Overbooked
4. Track which posts get DMs, saves, or replies

5. Repost high-performers every 6—8 weeks

Final Thought

Organic content isn’t about going viral.
It's about being visible and valuable to the right audience consistently.

You don’t need a million followers. You need the right 10 people in your town to see your reel
and DM you.

Show up.
Be human.
Give value.

Then let Overbooked do the rest.
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Chapter 12: Referrals, Reviews & Repeat Clients

Introduction

Want to double your bookings without doubling your ad spend?
Then you need to activate the three most overlooked sources of revenue:

e Referrals
e Reviews

e Repeat business

In this chapter, we’ll show you how to make every event you do turn into 2 or 3 more—without
cold outreach or constant content.

Why These 3 R’s Matter

Most booth owners move on after an event.
Big mistake.

That's when people are the most excited, satisfied, and likely to refer you—if you give them the
nudge.

Referrals and reviews lower your cost per lead and shorten your sales cycle. Repeat clients
drive long-term growth.

This is how you build a compounding business, not just a hustle.

#1: Referrals That Actually Happen

Most people are happy to refer to you—but they forget.
Make it easy and immediate.

How to systemize referrals:

e Send a post-event message: "Know someone else planning a wedding or party? Send
them this link to get $100 off."

e Create a referral code that unlocks a bonus for both the referrer and the new client

e Offer a thank-you gift (e.g., $25 gift card, free prop upgrade)

Overbooked setup:

53



e Tag each client as "Referral Eligible"

e Trigger a text and email 2 days after the event with their unique referral link or code

#2: Reviews That Build Trust

Every great event is a chance to collect proof.
How to ask for a review:

e 1-2 days after the event, send this:

"Hey {{first_name}}, it was awesome being part of your event! Would you mind leaving
us a quick Google review? It helps us grow more than you know [Link]"

e Include a photo or clip from their event in the message

e Make it easy: send them directly to the review link

Overbooked setup:

e Trigger a review request workflow after each event
e Send SMS + email with direct Google review link

e Tag reviewers so you can highlight them later in content

#3: Repeat Clients (Especially Corporate)
Weddings are usually once. Corporate events? Yearly.
Birthday parties? Annual.

Photo Booths work for:

e Grand openings

e Holiday parties

54



e Employee appreciation

e School dances

How to stay top-of-mind:

e Schedule a "check-in" text or email 9 months after an event
e Add them to a holiday marketing campaign

e Offer returning client perks: priority booking, upgrades

Overbooked setup:

e Create an "Event Anniversary" automation
e Send re-booking offers with preset reminders

e Run an annual email blast to past clients

Action Plan: Activate the 3 R’s

1. Build a post-event automation in Overbooked
o Review request
o Referral offer
o Thank-you message
2. Create a Google Review link shortcut
3. Make a simple referral rewards flyer or page
4. Set reminders to re-engage past clients at 6 and 12 months

5. Highlight reviewers and referrers in your content

Final Thought

Your best future clients are already in your network.
They’ve seen your booth. They’'ve had the experience. They trust you.



But they won’t act unless you ask and remind them.

Referrals. Reviews. Repeat clients.
That’s your flywheel.

Spin it hard. Let it roll.

Watch your calendar fill itself.

Conclusion: Your Six-Figure Photo Booth Plan Starts
Now

You’ve made it through all 12 chapters — each one packed with real, tactical strategy.

Let’s recap what you've learned:

Chapter Recap

Chapter 1: You discovered that your biggest enemy isn’t competition — it's obscurity. If
people don’t know about you, they can’t book you.

Chapter 2: We built out a compelling offer stack — not just services, but an irresistible
value-packed experience.

Chapter 3: You learned how to attract leads with value-first magnets that start the
conversation.

Chapter 4: You launched your paid ad strategy — finally putting real fuel behind your
funnel.

Chapter 5: You followed up like a pro — staying top-of-mind until the booking is made.

Chapter 6: You created a booking funnel that guides leads step-by-step into your
calendar.

Chapter 7: You automated everything that can be — freeing up your time and increasing
conversions.

Chapter 8: You built a referral machine through local partnerships.
Chapter 9: You stopped guessing and started tracking the metrics that actually matter.

Chapter 10: You leveled up your offer into something people feel stupid saying no to.
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e Chapter 11: You began creating organic content that attracts leads — without needing to
go viral.

e Chapter 12: You activated referrals, reviews, and repeat business — so one event turns
into three.

The Business You’ve Built
You now have everything you need to:

e Get consistent leads

e Turn those leads into bookings

e Automate the process

e Track your growth

e Create offers that command higher prices

e Build a brand that lasts

Whether you're just starting or already doing 15+ events per month, this blueprint can take you
to six figures and beyond.

But reading isn’t enough.
Execution wins.

Let Us Help You Implement It

If you've been thinking, "This sounds amazing but | don’t have time to set it all up myself" — we
getit.

We built Overbooked to help photo booth owners like you implement everything you've learned
in this book — fast.

If you want:

e Help setting up your funnel, follow-up, and ads
e Automation that books leads while you sleep

e Templates, tools, and a support team that’'s done this before
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Then we’d love to help.

7 Book a free strategy call at: www.overbooked.io

We'll audit your current setup, show you what’s missing, and help you launch a plan that works.

Final Word

You don’t need to be the best photo booth in the world.
You need to be the best-known photo booth in your city — with a system that turns attention into
bookings.

You now have that system.
Let’s go build something great.

— The Overbooked Team

58


http://www.overbooked.io/

	 
	 
	Table of Contents 
	Chapter 1: The Only Problem is Obscurity — Page 3​ 
	Chapter 2: The Photo Booth Offer Stack — Page 7​ 
	Chapter 3: Lead Magnets That Actually Work — Page 14​ 
	Chapter 4: Paid Ads for Booth Bookings — Page 18​ 
	Chapter 5: Follow-Up That Actually Closes — Page 24​ 
	Chapter 6: Building a Booking Funnel That Converts — Page 29​ 
	Chapter 7: Automation That Books While You Sleep — Page 33​ 
	Chapter 8: Scaling Bookings with Local Partnerships — Page 37​ 
	Chapter 9: Lead Tracking, Metrics & Dashboards — Page 41​ 
	Chapter 10: The Million Dollar Offer for Booth Owners — Page 45​ 
	Chapter 11: Organic Content That Pulls In Leads — Page 49​ 
	Chapter 12: Referrals, Reviews & Repeat Clients — Page 52​ 
	Conclusion: Your Six-Figure Photo Booth Plan Starts Now — Page 63​ 
	 
	 
	 
	Chapter 1: The Only Problem is Obscurity  
	Introduction 
	What is Obscurity? 
	 
	The Booking Formula (And Why You’re Stuck) 
	Case Study: The Quiet Genius vs. The Local Hustler 
	Visibility is a Skill 
	The Death of "Post and Pray" 
	You Can’t Automate What You Haven’t Earned 
	Action Plan: Destroying Obscurity 
	Final Thought 

	 
	Chapter 2: The Photo Booth Offer Stack 
	Introduction 
	What Is an Offer Stack? 
	 
	Why Most Offers Fail 
	The Core Framework: Value > Price 
	Step 1: Anchor With Premium 
	Step 2: Stack Bonuses That Feel Tangible 
	Step 3: Create Scarcity 
	Step 4: Guarantee It 
	Step 5: Frame the Offer With Emotion 
	Offer Stack Example 
	 
	 
	 
	Action Plan: Build Your Offer 
	Final Thought 

	Chapter 3: Lead Magnets That Actually Work 
	Introduction 
	The Wrong Way to Do Lead Gen 
	The Anatomy of a High-Converting Lead Magnet 
	Photo Booth Lead Magnet Ideas 
	1. Event Planner Checklist (PDF) 
	2. Overlay Design Template (Preview Offer) 
	3. Monthly Photo Booth Giveaway 
	4. Booth Style Quiz 
	5. Budget Calculator 

	Where to Promote Your Lead Magnet 
	Setup: Tools That Make It Easy 
	What NOT to Do 
	Action Plan: Launch Your First Magnet 
	Final Thought 
	Introduction 
	Why Paid Ads Work for Booth Businesses 
	What to Promote: Offers > Services 
	Option 1: Facebook & Instagram Targeting 
	Option 2: Google Search Ads for Bookings 
	 
	What to Show: Ad Creatives That Convert (Meta) 
	Example Ad Scripts 
	Budgeting: Start Smart, Then Scale 
	Where to Send the Clicks 
	 
	Follow-Up: What Happens After the Click 
	Advanced: Retargeting & Offers That Scale 
	Action Plan: Run Your First Ad Campaign 
	Final Thought 

	Chapter 5: Follow-Up That Actually Closes 
	Introduction 
	The Real Problem: Follow-Up Failure 
	 
	 
	 
	The Fortune is in the Follow-Up 
	Follow-Up Framework: The 4-Part Formula 
	Example Follow-Up Sequence (First 7 Days) 
	Follow-Up Tools in Overbooked 
	How to Sound Like a Human 
	Booking Incentives That Nudge People 
	When to Stop Following Up 
	The Long Game: Reactivating Old Leads 
	 
	 
	Action Plan: Set Up Your Follow-Up Machine 
	Final Thought 

	Chapter 6: Building a Booking Funnel That Converts 
	Introduction 
	Funnel vs. Website: What’s the Difference? 
	The Core Booking Funnel (3 Pages) 
	1. Landing Page 
	2. Thank You Page 
	3. Booking Page 

	Funnel Best Practices 
	Tools to Build Your Funnel 
	Example Funnel: "Free Overlay Preview" 
	What to Avoid 
	Action Plan: Build Your First Funnel 
	Final Thought 
	Introduction 
	What You Should Automate 
	 
	Why Automation Matters 
	How to Automate It All with Overbooked 
	Templates to Get Started 
	 
	Set It and Forget It (Sort Of) 
	Action Plan: Automate the Essentials 
	 
	 
	Final Thought 

	Chapter 8: Scaling Bookings with Local Partnerships 
	Introduction 
	Why Partnerships Work So Well 
	Step 1: Build a Local Hit List 
	Step 2: Reach Out with Value 
	Step 3: Create a Referral Engine 
	Step 4: Add Partners to Your CRM 
	Step 5: Feature Them Publicly 
	Bonus: Join Local Groups & Events 
	Action Plan: Launch Your Partnership Strategy 
	Final Thought 

	Chapter 9: Lead Tracking, Metrics & Dashboards 
	Introduction 
	Why Metrics Matter 
	The Metrics That Actually Matter 
	How to Track Everything in Overbooked 
	How to Know If Your Funnel Works 
	 
	Red Flags to Watch For 
	Action Plan: Build Your Metrics Dashboard 
	 
	 
	 
	 
	Final Thought 

	 
	Chapter 10: The Million Dollar Offer for Booth Owners 
	Introduction 
	What Is an “Offer” Really? 
	Elements of a High-Converting Offer 
	 
	 
	Example: Basic vs. Irresistible Offer 
	How to Craft Your Offer in Overbooked 
	Pricing Strategy Tips 
	Action Plan: Create Your Million Dollar Offer 
	Final Thought 
	Introduction 
	Why Organic Content Works 
	What Kind of Content Works for Photo Booths? 
	Platforms to Post On 
	How to Stay Consistent 
	CTA Ideas That Don’t Feel Salesy 
	Action Plan: Build Your Content Machine 
	Final Thought 

	Chapter 12: Referrals, Reviews & Repeat Clients 
	Introduction 
	Why These 3 R’s Matter 
	#1: Referrals That Actually Happen 
	#2: Reviews That Build Trust 
	 
	 
	#3: Repeat Clients (Especially Corporate) 
	Action Plan: Activate the 3 R’s 
	Final Thought 

	Conclusion: Your Six-Figure Photo Booth Plan Starts Now 
	Chapter Recap 
	The Business You’ve Built 
	Let Us Help You Implement It 
	Final Word 


