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The Quest for a great dance

The chant starts on
the right side of the dance

floor, “Juniors! Juniors! &=

Juniors!” which is joined
by junior class members
from all over the dance
floor for a rousing cho-
rus only a sporting event
junkie would love. Then,
from the middle of the

dance floor, the chat f
of “Seniors! Seniors!” f§

starts to take over as the

two large group of danc- |

ers make their presence
known.

This is Homecom-
ing 2004 in Paynesville,
Minnesota. Paynesville is
having their first Home-

coming dance in over 5
years.

Homecoming  dances
after football games are
a part of Americana. Yet,
many schools are strug-
gling to continue this

'l tradition as extenuous

factors cut into the dance

ol turnout and many schools

face the tough decision to
continue to lose money
on the dance or to pull the
plug on the final event of
Homecoming week.
Paynesville Senior High
was one of the schools
which chose to stop host-
ing Homecoming dances
because of poor turnouts

in the late 90s.

It often becomes an economic decision. If
only 50 students show up, even at $5.00 per
person they are not generating much funding to
cover the event’s expenses.

Paynesville looked at possible reasons for
the poor turnout. Students suggested the dance
be moved to EARLIER in the week, not over
the weekend. This would allow those with part
time jobs, those involved with weekend tourna-
ments or those with weekend family obligations
to still attend the dance.

So, Thursday night after Coronation, the
students moved right from the auditorium to the
dance floor.

“I love it! More people come to dances on
a week night,” explained Paynesville Senior
Ashley. “Everyone was here because they could
come to the dance and not have to work or any-
thing else.”

Paynesville’s new model for mid week
dances may become a trend as more schools try
new things to reach the students effectively.
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Getting Into The Groove...The Right Way

By Dude Walker

Have you ever heard, “You made HOW
much from this show? Wow, you must be RICH
making that much! I wanna be a dj too!”

This statement has been uttered for years
in shows performed across the country. It has
been uttered by the young (high school event)
the seasoned (at a wedding or in a night club).
Many look at the disc jockey industry as a quick
way to make extra money to pay the bills. Yet,
things have gotten tighter and tighter for the
disc jockey industry over the past few years and
many who have been successful in the past now
are finding it an up hill battle to stay in business.
The question is, why”

As of fall 2004, there were 17,414 high
schools operating in the United States. Every
year each high school, on average, produces
one new potential disc jockey. That’s 17,414
new competitors each year. These new disc
jockeys enter an uncertain and saturated disc
jockey market making it more difficult for these
new disc jockeys to survive. If you are among
the luckiest to survive their first year as a mobile
disc jockey company, by June 1st next year you
will have thousands of established disc jockeys
still in operation ahead of you and 17,414 new
competitors working for the same bookings you
seek.

Most prospective disc jockeys enter the
arena with the idea that they know music “better
than the last guy we had at the dance” and these
disc jockeys believe that with a computer full
of songs, a decent CD collection, and some
PA gear they’ll be able to carve their niche in
the industry. The unfortunate reality is most

of these new disc jockey companies don’t last
long enough to have a listing in the next phone
book.

Most people love the thought of owning
their own company rather than establishing a
solid company and they forget the part about
building a profitable business. The “homework”
of this industry is continual research, sales,
marketing and bookkeeping. That is far from
the glamour of the cool sound system and the
wild lights while being the life of the party. The
entertainment portion is a very small part of
running a successful disc jockey company. The
fun and glitz might be the motivation in why
you get hired, but how you invest in growing
yourself business-wise is the key to your
success.

The Stark Reality of Numbers!

Currently (2004) there are approximately
60,000 mobile disc jockeys in the United States.
At the current rate of expansion by 2010 there
could be close to 100,000 mobile disc jockeys
in the United States. How much business is
there and will there be enough to go around?

The two major types of dances most disc
jockeys perform are weddings and high schools.
In 2003, there were approximately 2,300,000
weddings in the United States. Approximately
half (1,150,000) of those weddings did not
have a wedding dance. There are 17,414 high
schools in the United States. On average each
high school will have approximately 3 dances
during a school year. (52,242)

1,150,000 wedding dances + 52,242 school
dances = 1,202,242 dances. If each of the
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60,000 disc jockeys in the United States has an
equal share in these dances, each disc jockey
will net about 20 dances annually. In 2010 the
average number of dances could drop to as little
as 12 dances annually.

Keep in mind that the national poverty level
in 2003 was $9,573 and most established mobile
disc jockey businesses have overhead expenses
which can be 50-90% of total revenue collected.
Even if everything is paid for, running your disc
jockey business as a real business means you
have expenses involved with anything you
do. Hobbyist view disc jockey work as “easy
money” rather than a true profitable business.
These individuals are simply proving how little
is known about running a business and the
mobile disc jockey industry in general.

20 dances x $1,000/dance = $20,000 - 50% expenses = $10,000
USA 2003 Poverty Level $9,573 a year

20 dances x $900/dance = $18,000 - 50% expenses = $9,000

20 dances x $700/dance = $14,000 - 50% expenses = $7,000

20 dances x $500/dance = $10,000 - 50% expenses = $5,000

20 dances x $300/dance = $6,000 - 50% expenses = $3,000

How many disc jockey companies out there
can average $900 per show? Many potential
customers feel that $350 (including mileage)
for mobile disc jockey entertainment is fair
compensation. A mobile disc jockey would
need to do 55 dances (many of these may be
high school dances which have the highest
production costs) to make $52 more than the
2003 poverty level guidelines.

It is all about knowing your expenses. Each
show costs money to produce. You live, you

Mixers
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St. Paul, MN
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After hours by Appointment

Ph: 651-298-0821
Stands

www.djsofmn.com
Microphones

eat, you wear out your pants. Each show has
expenses and to not know what it costs to do
business or to choose to ignore the fact that it
costs you money to do business is a horrible
dis-service to yourself and your company.

The mobile disc jockey industry has hit a
proverbial wall. Slashing prices and offering
large “book it today” discounts to get more
events doesn’t net the same results as 10-20
years ago. Disc jockeys that continue this
practice without the knowledge of actual
expenses are closer to bankruptcy than they
realize.

Today, the mobile disc jockey industry has
changed. The rough pioneer disc jockeys that
have paved the way for the next generation have
created the necessity for savvy business sense
and self aware individuals. Tomorrow’s mobile
disc jockey will most likely need a degree in
Business and Economics to compete in the
marketplace.

The best advice any experienced disc jockey
could offer is the suggestion of working for an
established company for 2-3 years. Working for
an established company gives the opportunity
to learn and observe how a mobile disc jockey
company operates. Newer disc jockeys will
have the chance to observe where the successes
are made and the pitfalls to avoid. Many may
discover during their training that they don’t
like the unglamorous grunt work of mobile
entertainment. Discovering this fact before
investing thousands of dollars into music, gear
and advertising may prevent several costly
mistakes other disc jockey hopefuls have made.

VOV VSOXVDOT
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Who do you want to be when you grow up?
By Harvey Mackay

I’ve always been fascinated by the
Japanese carp, otherwise known as the
koi. It’s a fish with seemingly unlimited
growth potential. If you put the koi in
a small fish bowl, it will only grow to
be two or three inches long. In a larger
tank or a small pond, it will reach six to
ten inches. A bigger pond, and it gets
to be a foot and a half. But if the koi is
placed in a large lake, where it can re-
ally stretch out, it can grow up to three
feet long. The size of the fish is propor-
tional to the size of its home.

Well, it works that way with people
too. We grow according to the size of
our world. Not physically, of course,
but mentally. You too can be a mental
giant!

They say you learn something new
every day. I would take that statement
one step further and say that you need to
learn something new every day.

Waiting for someone to teach you a
lesson, (translation: the hard way), is a
poor way to get an education. You have
to make the effort to learn and grow so
that you are worth more to your em-
ployer, coworkers, friends and family.
Your potential is unlimited.

The beautiful part is that you can
grow as much as you want. Your mind

has plenty of room to hold information.
In fact, I recently read that we typi-
cally use only 10 percent of our brains.
Would you be satisfied to get that little
service out of any other part of your
body?

My guess is that most folks fall into
some comfortable habits and are content
with the status quo. When anything has
been done the same way over a long
period of time, sometimes it’s a good
sign it’s been done the wrong way.
Now don’t go changing things just for
the sake of change. Try something new
because the result could be better.

Is it up to your supervisor to prepare
you for a promotion? Maybe a little,
but the real responsibility belongs much
closer to home. You have to let your
boss know that you’re always ready
for a new challenge and will do what-
ever it takes to prepare. You want to be
qualified before the next job opens up,
not disappointed after. You want to be
interesting at the office and after hours.
Your coworkers and friends can only
hear the same stories so many times.

I'm a big proponent of lifelong
learning. You don’t go to school once
for a lifetime; you are in school all of
your life. That’s why they call gradu-
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ation “commencement” --
beginning.

There are growth opportunities
everywhere for both work and leisure.
Take a class. Get a library card -- and
use it. Learn to play a musical instru-
ment. Study a foreign language. Visit
an art museum. Sign up with a Toast-
masters group. Drive home a different
way. Taste a new food. Surf the net on
a topic you’ve wanted to know more
about. Coach a team. Read a different
section of the newspaper. Volunteer
for a job that nobody else wants. Cut
your apple in half horizontally instead
of vertically and look for the star in the
middle.

Grow. Stretch. Transform yourself.
A simple bar of iron is worth about $5.
Made into horseshoes, the value rises to
about $50. Transform it into needles,
and now you’re talking $500. But if
you take that bar of iron and make it into
springs for a Swiss watch, it could be
worth a half million bucks. You started
with the same raw material; the value
grew as the material was formed and
developed. It’s the same with people.

My friend Zig Ziglar challenges his
audiences: “Go as far as you can see
and when you get there, you will always

it’s just the

be able to see farther.” Christopher Co-
lumbus took his advice and didn’t even
know it!

We live in the information age, the
space age, the dawn of the new millen-
nium. Technology has given us access
to facts and figures and people and
places at the touch of a button. We have
every opportunity to learn and grow at
any hour of the day. Today is the right
time to start
expanding
your mind.

Mack-
ay’s Moral:
The largest
room in the
world is the
room  for
improve-
ment.

Reprint-
ed with per-
mission from
nationally
syndicated columnist Harvey Mackay,
author of the New York Times #1 best-
seller “Swim With The Sharks Without
Being Eaten Alive,” and the new book
“We Got Fired!...And It’s the Best Thing
That Ever Happened to Us.”

VidDisc™ monthly DVD Music Videos complement
our PrimeCuts music service. You can choose from an
assortment of 7 different series of DVDs including:
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Hits, Dance, Club, Country, Urban, Latin & Rock.
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Starting From Scratch
By Jeff Richards

Starting From Scratch is a monthly article
that will help those who are just starting out in
the DJ business. Each article will cover what
it takes to operate a successful mobile disc
jockey service. Start-up information for small
businesses is available free of charge from
the Small Business Administration at http:/
www.sba.gov/mn. The Minnesota Department
of Employment and Economic Development
offers information and assistance at http:
/Iwww.deed.state.mn.us.bizdev.smallbus_
assist.htm.

Today’s subject is choosing a name for
your business, and what you will need to do
with that name to get it established.

It may sound simple, but over the years
I've learned the importance of choosing
the right name. Your business name can go
several different ways. Some people like to
use their own name in the title, such as “Bob’s
DJ Service,” while others use an assumed
name, “Party Time Productions.” Which ever
direction you may go is up to you.

Whatever name you choose, your business
name should do several things for you. 1) It
has to tell people what you do. Are you a DJ
service, lawn maintenance guy or music store.
2) It has to grab people’s attention. A dull name

won'’t attract potential clients to your name in
a phone book or web listing. 3) It has to be
memorable. What good is a name if people
don’t remember it? 4) It has to be clear and
simple. A name that is too long, complicated
or has made up words can confuse people.

These guidelines are very important when
it comes to an internet listing. Start by making
a list of possible names you would like to use,
five to ten names should do. Narrow it down to
three by showing these names to friends and
family and have them select the best three.

Now take those three and do a little
research to make sure that those names are
not already being used, and be sure to look
at business names other than just DJ services.
“Bob’s Music Central” could be many things,
including a DJ service or a music store. Start
with your local phone book or internet yellow
pages.

‘When you have the top two or three names
that you like, you will need to research the
internet to see if your name has already been
taken for a web site domain. This is very
important to the success of your business. You
might not need to have a web site at this point
in time but I will guarantee that with in one
year you will want and need to have a web site

to advertise your business.

When you find the one name that isn’t
taken by an established business or as a web
site domain, grab it right away. Pay the money
necessary to own the domain name. Normally
this is around $150.00 to $200.00 a year to
own the name. Make sure that you in fact
own the name and not the organization or web
master that established it for you. This can hurt
you later in life if you are not the sole owner of
the name. There are some unethical company’s
out there that will actually own your name and
let you use it. Then they will raise the monthly
or yearly price or sell it outright to another
consumer. I will get into more details about
web sites in a future article when your ready to
set one up.

Next you need to list your company name
with the state you live in. Some states require
a license to be purchased, some just need some
forms filled out and sent back. You need to do
this as quickly as possible so that the state will
recognize you as the owner of the business
name. Hundreds of new business start every
year in every state, so if you think your name
is a good one, chances are someone else may
think the same.

Now that you have your business name

listed with the state and the world wide web,
you may want to go national.

You can also register your name nationally
so that no one in America can use your name
without your consent. A business law firm can
make this happen, but it could be expensive.
This will cost you more money but it may be
important enough to you to take this step.

When you decide on that perfect name,
remember that you will use this name for
twenty years or more so make sure it is the
name you want to use. Once you have yourself
established with one name it can be very
challenging to change names, so expect to use
this name for a very long time.

You may now want to get a graphic artist
involved to design the perfect logo of your
name for you to use on your business cards,
pamphlets, web site, vehicle graphics, phone
book ad listings and anything else that you
would want your name to show up on. I will
talk more about this in a later article about
advertising.

Until next time, keep on rockin’!

Jeff Richards: Owner/Operator of Party
Time Productions. Comments and questions
can be directed to Jeff at jeffrichardsptp@
yahoo.com.

-"‘
e
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Burger demonstrated the adult trikes during the show. 3. Lisa Kasberg was one of the featured speakers. 4. The exhibit hall had eye candy for the djs. 5. DJ
Games were demonstrated during one of the seminars. 6. Don’t forget the unique tee shirts.
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The Q Corner, Where Quality Meets Quantity

By Mike Walter

Casting the Net

Two millennia ago, Jesus Christ told his
early followers, “I will make you fishers of
men.” He was confident he could teach his
disciples to “recruit” successfully and today,
two thousand years later, about a third of
the world’s population counts themselves as
Christian. That’s approximately two billion
folks. I'd say they did a decent job!

Our goal’s are a lot easier to attain. After
all, as many leads as we get, I doubt I could
book two billion DJs!

Most of us would be happy finding one
or two quality people from any recruitment
push. When I start to “cast out the net,” which
I do twice a year, I set my goals at finding five
good music mixers of which one or two would
make potential emcees. I’ll be discussing the
advantages of using a two person package and
how it is a win-win for any multi-op in a future
article, but for now, suffice to say that I recruit
with an entry level position in mind which we
call “music mixer.” Our criteria is not that
demanding for this position and the training is
much easier than the intensive work that goes
into emcee training, so we have much more
success bringing in newbies.

Which brings us to that oft asked question:
Where do you look? Or As I put it, Where do
you cast your net?

To return to that “dream list” we drew up
last month, we are looking for young people. I
start with placing ads in a few local high school

papers and also two local college papers.
These ads are very inexpensive (in fact one
school gives us free ad space since we do their
school dances at a reasonable price.) We get a
half page ad for less than I pay for a classified
ad in the local paper and with that size ad, we
can jazz up our look. We are trying to attract
the young hip person so we throw in pictures
of speakers and lighting and sometimes a
packed dance floor. I want to attract the kid
who is going to clubs on the weekend, not the
math club on Wednesday afternoon.

To augment the school ads we also place
bathroom ads. These are ads we’ve been doing
with great success for the last ten years. There
are a number of clubs in our area that sell ad
space over the urinals in the Men’s Room. And
as any guy will tell you, when you are standing
in a crowded men’s room doing your thing,
you pretty much keep your attention focused
straight ahead of you. So viola! There we
are. A nice inviting ad that says, “Stop being
just another guy at the party. Start being the
center of attention!” As the Heineken ads say:
“Brilliant!” Think about it, people that go out
to clubs are night people. They like to dance
and have a good time. And they are probably
more into music then your average person. So
we’ve already narrowed the field by filtering
out all the guys that DON’T go to clubs. And
now, we’ve got their undivided attention for a
minute or two. The only downside is you hope
they haven’t had too many of those Heineken’s
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and can remember your phone number in the
morning.

No recruitment push would be complete
without the dreaded classified ad. I say dreaded
because anyone who’s ever put a help wanted
ad in a newspaper knows it’s like trying to take
asip of water from a fire hose. Your phones will
ring off the hook and no matter what qualities
you claim to be looking for in your ad, you will
get calls from the absolute dregs of society.
Our ad says we want “outgoing personalities”
yet we get calls from the walking dead. We
list “Energy and Enthusiasm a must!” yet we
get calls from people with no pulse. We also
claim that a “driver’s license is needed” yet
we get calls from 14-year olds. Suffice to say
that whatever “filters” you put in your ads will
be ignored by the masses. So it falls to you
to chat with these people and weed out who
you want to invite in and who you don’t. Ican
normally spend about forty-five seconds on
the phone with someone before I know if they
have even the barest of potential.

So why bother you ask? Because hidden
among all that rabble are some sparkling
gems. When I look over my roster, I can pick
out the emcees that I found by placing ads
and bringing total strangers into my office
and offering them a job. In fact one of my
key people, Dominic Sestito, who is not only
a top emcee performing at 100 events a year
for Elite but also one of two sales people who
work for me in my office and books hundreds

of events a year, he came from a simple 4
line classified ad that I placed 8 years ago. I
probably answered forty calls that day and
blew twenty of them off in the first minute.
But I heard something in Dominic’s voice, a
spark of enthusiasm that screamed “potential,”
and I invited him in. And the rest, as they say,
is history.

If you’ve never done a recruitment push of
any sort, start small. Decide how many people
you’d like to bring in, how many people you’d
eventually like
to hire, and
if it’s a small
number, start
with one or
two ads. No
need to cast
that net too
wide. But
go for it and
you’ll be
surprised how
it can motivate
you. Finding
a new recruit
with potential
to be an emcee always invigorates me and
motivates me to get that person trained and
started as soon as possible. I think it’ll have
the same effect on you.
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Upcoming Events ¢ Upcoming Events ¢ Upcoming Events

Red River MAPDJ Meeting
First Tuesday of Month
http://www.mapdj.org

Central Illnois ADJA Meeting
First Tuesday of Month
http://cidja.com

Kansas City ADJA Meeting
Second Tuesday of Month

http://www.mapdj.org

Midwest Disc Jockey Convention
November 7,8,9
http://www.mapdj.org

WeDJ.Com Cruise
January 9, 10, 11, 12
http://www.wedjcruise.com

Mobile Beat DJ Convention

http://www.kcadja.org February 22,23,24
Chicago AJDA Meeting http://www.mobilebeat.com
Second Tuesday of Month .
http://www.chicagoadja.com Building For The Future Conference
May 2-4, 2005
St. Cloud MAPDJ Meeting http://www.djkj.com

Third Monday of even Month
http://www.mapdj.org

Twin Cities MAPDJ Meeting
Third Tuesday of Even Month
http://www.mapdj.org

M.A.P.D.J. Annual Meeting
November 7

Midwest Disc Jockey Convention
November 6-8, 2005
http://www.midwestdjconvention.com

Have an upcoming event or meet-
ing? Email the information to us at
djnews@meltel.net

Sign up today for the FREE search
engine and test drive the online
event planner for FREE!!

djfinder

bringing together dj’s and event planners
http://www.djfinder.com

The original easy to use online event planner!!
Easy Website Intigration * Secure Client and Staff Access

Event Tracking e Financial Reports ¢ Online Request Information Forms

SLDJxs

The ULTIMATE DJ Resource

ALL NEW 2005 EpITION...category by category listings of every
manufacturer and distributor of DJ gear, including sound, lighting and

services, plus retailers, novelty companies and more. Everything you
need to run and operate your business. Qver 18,000 listings.

Midwest DJ News Special:
SAVE $10 by mentioning THIS SPECIAL when ordering either the
2005 SLDJ print version or the SLDJ CD-ROM. Only $4.95 plus S&H

FREE Unlimited Access to the SLDJ Directory

www.SLDJYellowPages.com

Plus Sign-up for our FREE NEW PRODUCTS E-NEWSLETTER
Get the latest information on newest products, product upgrades
& other releases.

Call (516) 489-6514 to order your discounted copy today.
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The Digital Revolution is Here

K&D Systems Inc. unveils the biggest
step forward for DJs since the turntable

Handicap accessibility is now a reality;
employers have ability to become equal
opportunity.

K&D Systems Inc. is proud to announce
that we have made a breakthrough that
makes the DR.DJ® 1200 System compliant
with the Americans with Disabilities
Act (ADA). We will be unveiling the
system and debuting the worlds first
disabled professional disc jockey’s public
appearance* at the upcoming MAPDJ
convention on November 8, 2004 at the
Bloomington Holiday Inn Select. We
will demonstrate proficient operation at
basic skill level, and extended ability into
advanced functions. In addition we will
show the ways the DR.DJ® system enables
its’ user. There will be a special private
preview Thursday 10/28/2004 5:00PM-6:
00PM, please inquire about an invitation
to this affair. Our goal is to educate the
public, specifically the disc jockey and
handicapped communities.

The DR.DJ® 1200 model (Digital
Revolution Disc Jockey®) is the ultimate
one, two or three-piece, fully integrated
system designed for simplistic set-up, and
stable efficient operation. The trademarked
system is a computer-integrated audio,
video, and lighting performance machine.

The DR. DR.DJ® 1200 system, which

took, over five years to design and build
is broken into three manageable pieces:
the amplification, processing, and control
sections. The three components can
be then used separately with additional
equipment, or join to form a bigger more
powerful machine.

K&D Systems Inc. has identified the
second goal for the 1200 model is to make
the system easy to use for the beginner
without offending the experienced
professional. The DR.DJ® 1200 model has
a familiar feel and an intuitive ergonomic
design. The control section features a
K&D Systems Inc. patent pending rack-
mount touch-screen monitor, and a full
powered rack mount computer embedded
into its wing-top design. You must see this
system to fully believe it.

DR.DJ® is produced by K&D Systems
Inc., and is part of the company’s new
and original line of Digital Integrated
Systems (D.L.S.) and accessories. K&D
Systems Inc. is a joint venture of Chaz
Charles Enterprises Ltd. and D.M.R. The
rack-mount monitor design was developed
by K&D Systems Inc. Custom design
services are available. The monitor,
computer system, case and components are
also available for sale separately. Please
see our web page at http://www.DRDJ.net
for photos and product information.

*The worlds first is unconfirmed

K&D Systems, Inc.

1S PROUD TO WELCOME YOU
TO A SPECIAL PRESENTATION...

date: 11-9-04 Time: 1:30-1:45PM

that concerns the future of
your disc jockey business.

Experience the Digital Revolution
with the DR.DJ* computer
integrated, multifunction DJ/K]
high performance machines.

“It"s the best thing
since electricity!” \ ﬁ'

ol

-

Locatlom: mAPD) Convention, Main Presentation Room,

Holiday Inn Select, Bloomington, MM

Topic: Learn the benefits of becoming an equal opportunity
employer with the help of the DR.DJ® system.

(B7T)E5T=-2567

www . DRDJ .net (G122 i BEGE=-3T702
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DCD PRO1000

Scratch it up like a pro with the DCD-
PRO1000 dual CD player. This is an
impressive addition to any DJ system.
The controller unit features two touch
sensitive interactive jog wheels (patent 5 aan :
pending) with two scratching modes: B Biso00cesn
digital scratch mode & beat juggle m— .
mode. The nine on-board effects in-
clude scratch, filter, echo, trans, skid,
phase, pan and bop.
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Denont! DENON DN-D6000

This Brand New MP3/CD player from Denon has all the trimming plus more! It’s
advanced MP3 functionality include hot start, looping, scratching and can en-
code files up to 320kbps. With features like 7 on-board effects, a shock proof
memory, CD text support, 2 of each hot starts, seamless loops & 2 stutter points
per track/CD and it plays CD-R/RW media, the DN-D6000 give you all you could
ask for and more from a rack-mountable MP3/CD player!
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SHURE SM-58 g 7
This legendary Shure vocal mic, tuned o
to accelerate the warmth and clarity of
lead and back-up vocals, is the leader

in hand held unidirectional cardoid dy-
namic vocal microphones.

$1 0-00 rebate (limited time only)

LT-99B

Versatility is key with the LT-99B lighting i

trees from Ultimate Support. The single

tier lighting tree package includes one

tall TS-90B speaker stand with one 4’

crossbar (other T-bars and T-bar pairs

sold separately). The crossbar is thick

walled tubing for use with C-clamps

(not included) and has holes drilled for = |

mounting hardware (included) to attach 3

lighting equipment. Extra T-bars and DENON DN'X4OO

vertical extension bars available upon The DN-X400 is an affordable Pro mixer that borrows from the technology

request, just call our friendly sales and construction of our Industry leading mixer, the DN-X800, including 2

staff for more information and digital outputs. With functions like Track Mark, X-Effect and simple fader-

pricing! 1-888-660-6696 start trigger both compatible with the DN-D9000, DN-S5000, & DN-S3000.
(lights not included) Easily rack mountable and perfect for the traveling DJ!

E ]




We’re proud to be one of the nations top
suppliers of professional sound & light-
ing. We’re even more proud to be based
in the heartland of America.

Call us, visit our showroom, or visit our
website today to start enjoying the pric-
es and customer service you DESERVE!

Visit Club NorthernLightFX
at the 2004 MAPDJ Convention.

November 7 - 9, Minneapolis

2 |

iy 4

CHAUVET DIRECTOR PACKAGE

This new controller and dimmer from Chauvet is a must have!
The controller has 2 4-channel zones, each with 8 separate on
off buttons, black-out controls and built in fog control. Paired
with the LCR-2005 relay pack which contains 8 duplex sockets
and can daisy chain up to 3 switch packs you will never need to
look at another lighting controller/relay pack package again!!

F - -t

wwwinorthernlightix'com'1-888-660~6696

The MX-4 offers not only a revolutionary, trend-
setting design, but increased effect possibilities

with an expanded arsenal of color and pattern
combinations thanks to individual rotating color and
gobo wheels. It can be controlled via any standard
DMX 512 controller, function totally self-contained,
react in time with the music or operate in stand-alone
mode, without the need for external control signals.

It is extremely compatible with the new Martin MC-1
controller.

want!

ROBE SPOT 160 XT

This bright compact moving head spot from
Robe features a manual focus 11 dichroic
colors + open, a rotating gobo wheel with

3 metal gobos, 4 glass gobos and an open
place for spot lighting. The dimmer/shutter
has both full dimming and variable strobe
speed capabilities for any effect that you
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Building Your Music Library

Mannix Clark, Music Mix Entertainment

The music we play at our events is one
of the many ways that we keep the dance
floor full. Our clients expect that we will
stay on top of what’s popular, much like
we expect that our tax advisor keeps up to
date about the new tax laws and how they
might benefit us. They put their confidence
in us to help make their event successful.
In 2004 there are many ways to build a
music library, this article will focus on an
inexpensive and effective way to build and
maintain a music library.

Do your homework. One of the reasons
that a person hires a professional DJ is
because of the wide variety of music
we have or should have in our music
library. In a professional DJ’s arsenal,
there should be music from all genres.
Each year Mobile Beat magazine does a
Top 200 list, this is a great list to use as
a guide to build and maintain your music
library. There are also several books that
talk about popular songs over the past 60
years. Many of these books are inspired
by the Billboard top 200 chart and can be
found at your local book store or library
in the music section. Look at your target
audience and start building your library
with them in mind. If your initial plan is
to do weddings, you will need a variety of
music with a high concentration on the all
time favorites that never seem to go away.
If you are doing school dances or the club
scene you might want to start with more
recent music.

If you are not able to buy an entire
music library at one time, a used CD store
is a great way to begin collecting CD’s for
your music library. After you complete
your homework this is a great outlet for
building and maintaining a music library.
There have been several good music
compilation CD’s over the years and many
of them can be found at used CD stores.
Once you frequent the stores, you will get
to know the staff and they will keep an eye
out for those hard to find CD’s that you
need for your music library. You will also
find that when you build a library, you will
end up getting the same song on several
CD’s. A used CD store will provide you
an opportunity to trade them in to get other

CD’s for your library.

One DJ once said that a good DJ should
have at least 95% of the music requested at
an event and that some of the other 5% are
things you really wouldn’t play anyway.
There will be a time that a person at one
of your events will ask you for a song that
you do not have, you should keep a list of
those songs and do some evaluation as to
whether or not you want to add those songs
to your music library.

To stay on top of current music, I would
recommend that you subscribe to one of
the many DJ only compact disc series.
Your selection of which series to choose
depends on the types of events that you do.
If you do lot of club/dance type events, you
might want to choose some of the remix
series. For traditional events, there is 3
series that I recommend, Promo Only, TM
Century Prime Cuts and ERG — Nu Traxx.
Promo Only has a variety of different
series including the Mainstream radio
series that provides you with the clean
versions of popular top 40 songs each
month. TM Century-Prime Cuts is another
company that provides current music.
This is a weekly series and each disc has
popular songs in Adult Contemporary,
Top 40, Urban, Country, Rock, Dance and
Christian Contemporary. Entertainment
Resources Group sponsors the other DJ
only collection with its Nu Traxx series.
The current Nu Traxx series is produced
two times a month.

The above companies along with
several others produce several other
compilations of different types of music
from dance remixes to jazz. 1 would
encourage you to check out their web sites
to get more information.

This month we highlighted a few
ways to build your music library. In the
next few issues we will focus on ways to
use traditional television, radio and retail
magazines and web sites to help shape
your library and provide a good musical
background for you to use as you work
with your clients as well as look at various
ways, techniques, etc. to keep track of your
music library.
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Ask The Tech

By Phil Frank

“How are speaker wires measured?
What size of wire is good for different
applications? What is the difference between
shielded and non shielded.”

To answer your first question, I’ll assume
you are referring to the diameter of the speaker
wire, and not the length. This diameter is the
gauge of the wire. The most common sizes
for pro audio speaker cables are 16 gauge
(.0508”), 14 gauge (.0641”), and 12 gauge
(.0808”). As you have probably noticed, as
the gauge number decreases, the diameter of
the wire increases.

When choosing your speaker wire gauge,
the most important factor is how much power
you intend on pushing down the line. For pro
audio applications, you will want to use at
least a 16 gauge wire, but most likely a 14 or
12 gauge will be appropriate. If you are using
200 watts or less, 16 gauge wire can be used.
For applications of 500 watts or less, 14 gauge
wire will work fine. For anything over 500
watts, I would recommend a 12 gauge wire.

As for the difference between shielded
and non shielded wire, non shielded is the
most commonly used and works in most
mobile applications. Shielded wire, which
has a foil wrap between the two conductors
and the outer jacket, is used primarily in
installs where it is necessary to run speaker
wire next to lines that are carrying AC power.
The shielding keeps the speaker wire from

Al Ewnta at tha
STARDUST

developing a 60 cycle hum that is generated
by the AC line.

“What type of flood lights and bulbs are
the best for my light tree?”

When dealing with PAR 38 cans that have
a standard screw-in base, my experience has
been that you are best to just get a standard
flood bulb for a couple of reasons.

First of all, availability. When your bulb
decides to go, it doesn’t give you a warning,
it just goes out. It’s nice to know that, if
necessary, you can go to your local hardware
store or WalMart and get the bulbs you need
when you need them.

Secondly, cost is a factor. Flood light
bulbs from your local hardware store are going
to cost you the same or less than what you get
from a specialty lighting store.

The only reason that I can think of where
you might want to get PAR 38 bulbs from a
stage lighting retailer is if you needed a bulb
with a medium or narrow beam. This is
something that your local hardware store isn’t
going to have.

I would recommend staying away from
DYS and reflector systems as well. The bulbs
are more expensive, have shorter operating
life, and have little practical application in a
mobile DJ rig.

Submit your audio or technical question to
“Ask The Tech” at tech@discjockeynews.com
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Self Improvement, Part 2
By Dr. John C. Maxwell

Did you make any New Year’s resolu-
tions this year? More importantly, have
you kept them?

I once heard an amazing statistic about
such annual goals: 91 million Americans
make a New Year’s resolution each year,
and—here’s the startling part—70 million
of them break those commitments by the
end of the first week.

I can’t point to a scientific study that
explains why so many people fail in this
regard. But if
I had to make
an educated
guess, I'd
say it has
something to
do with the
measurabil-
ity—or lack
thereof —of
the  resolu-
tions. Let’s
say your goal
is to read
more  books
about leader-
ship and career development this year.
Which resolution are you more likely to
keep: “I'm going to read more this year
than I read last year,” or “I’m going to read
two chapters every day?”

When you attach a measurement to an
intention, you’re not just blindly shooting

F€1
3

for some ambiguous goal. You have a real
way to gauge your progress, which makes
it much more likely that you will actually
have some progress to gauge.

This is a key principle to remember as
you start tackling the self-improvement
projects I talked about in the last issue of
Leadership Wired. You cannot manage
what you cannot measure. If growth in a
certain area is essential to your success,
you have to find a way to measure your
improvement in that area. Otherwise, you
won’t improve.

Here are six other insights about
improvement that will help you to de-
velop—and stick to—a blueprint for your
own personal growth.

1. Set realistic expectations for your
improvement.

Ian MacGregor says, “I work on the
same principle as people who train horses.
You start with low fences, easily achieved
goals, and you work up. It is important in
management never to ask people to try to
accomplish goals they can’t accept.” In
other words, set realistic expectations for
yourself. Think about what you can tackle
in a day, because whatever you tackle to-
day, you also need to tackle tomorrow and
the next day.

2. Continual change is essential for
continual improvement.

This is one of the great paradoxes of
success: The things which got you there

are seldom the things which keep you
there. There’s no way around it. If you
want to improve, you have to change.

3. Motivation gets you started; habits
keep you going.

You can only stay fired up about work-
ing out at 5 a.m. (or learning to speak Ger-
man, or teaching yourself how to build an
internet site, or whatever you’re working
on) for so long. After the novelty wears off,
the daily discipline you established early in
the process will spur you to continue.

4. We overestimate what we can do in a
month, and we underestimate what we can
do in a year.

As a society, we are infatuated with big
and fast. We’re always looking for a short-
cut or a quicker way. But as anyone who
has ever lost weight and kept it off will tell
you, the improvements made over time are
the ones that last.

5. Focus.

Notice what well-known psychologist
William James said about this: “If you
would be rich, you will be rich; and if you
would be good, you will be good; and if
you would be learned, you will be learned.
But wish for one thing exclusively, and
don’t at the same time wish for a hundred
other incompatible things just as strongly.”
His point? You can’t achieve everything.
You have to decide what is most important,
and focus on that.

6. Spend 80 percent of your time work-

ing on your strengths.

As I often say, people don’t pay for av-
erage. Rather than trying to improve weak
skills, devote most of your energy to devel-
oping your gifts and abilities. This might
sound like a strange bit of advice, but think
about it. If, on a scale of one to ten, your
marketing abilities are about a two, hard
work might bring you up to a five, but
that’s still average. If you want to succeed,
you must figure out what your strengths
are and grow in those areas. (When I talk
about strengths and weaknesses, I'm refer-
ring to skills. Two weaknesses that must be
addressed are a lack of self-discipline and
a bad attitude. You could have all the skills
in the world, but if you have a poor attitude
or you lack self-discipline, you will liter-
ally sabotage yourself.)

Finally, as you formulate your strategy
for self-improvement and begin to work
on areas that need refinement (or perhaps
even a complete overhaul), ask this ques-
tion continually: Is what I am doing today
getting me closer to my goal tomorrow?

If so, you’re on the right track. If not,
there’s no time like the present to regroup
and start moving in the right direction once
again.

Dr. John C. Maxwell he has authored
over 30 books, including such New York
Times best-sellers as “Failing Forward”
and “The 21 Irrefutable Laws of Leader-
ship.”

Technical Support
Accreditation Program

Bimonthly Magaozine

& & & & » & B @

DJs & KJs,

Do you want more of this

in your wallet 7?7
It's as simple as picking up the phone!
Start saving on the benefits and services you want and need.

24/7 Emergency Hotline Number

Free Website Listing and mini website
rReferals, Member Networking and so much more....

The larges! association for professional mobile enferfainers n the United Stales

Call N.A.M.E,, the National Association of Mobile Entertainers today and begin reaping the benefits.

i =
» Insurance - the best coverage and lowest rates available

on Liability, Property & Casualty, Health and Building & Contents
Merchant Card Services
Music & Equipment Discounts

N.A.M.E. offers FULL TIME staff, service & benefits
Call toll free for a free membership package

1-800-434-8274

www.d|k].com

Mational
Awssociation of
Motile
Emtartainars
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Desigried by DdJs.
Foxr DJs.
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Redefining Promotional
Music Since 1992

407-331-3600
www.promoonly.com
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Monthly Music Charts

CHR
She Will Be Loved Maroon 5
My Happy Ending Avril Lavigne
Pieces Of Me Ashlee Simpson
Let’s Get It Started Black Eyed Peas
On The Way Down Ryan Cabrera
Goodies Ciara Feat. Petey Pablo
Sunshine Lil’ Flip
Breakaway Kelly Clarkson
Lose My Breath Destiny’s Child
If T Ain’t Got You Alicia Keys
Leave (Get Out) JoJo
I Like That Houston Feat. Chingy
Lean Back Terror Squad
One Thing Finger Eleven
Dip It Low Christina Milian
1985 Bowling For Soup
Breaking The Habit Linkin Park
Broken Seether Feat. Amy Lee

By Promo Only
19 Move Ya Body Nina Sky 5 Lean Back Terror Squad
20 My Boo Usher & Alicia Keys 6 WhylJada kiss
7 Locked Up Akon Feat. Styles P
. . ROCK 8 Headsprung LL Cool J
1  American Idiot Green Day . . .
. . S 9 Nolia Clap Juvenile-Wacko-Skip
2 Breaking The Habit Linkin Park 10 No Problem Lil’ Scra
3  So Cold Breaking Benjamin PPy
4  Vitamin R Chevelle COUNTRY
5 Somebody Told Me The Killers 1 Live Like You Were Dying  Tim McGraw
6 Just Like You Three Days Grace 2 Girls Lie Too Terri Clark
7  Getting Away With Murder Papa Roach 3 Suds In The Bucket Sara Evans
8 Cold Crossfade 4 Here For The Party Gretchen Wilson
9 Duality Slipknot 5 She Thinks She Needs Me Andy Griggs
10 (Wake Up) Make A Move Lostprophets 6 Too Much Of A Good Thing  Alan Jackson
URBAN 7 Stays In Mexico Toby Keith
. . 8 That’s What It’s All About Brooks & Dunn
1 Goodies Ciara Feat. Petey Pablo . .
. - : 9 IHate Everything George Strait
2 Diary Alicia Keys Feat. Tony! Toni! Tone! 10 Feels Like Toda Rascal Flatts
3 My Boo Usher & Alicia Keys y
4 My Place Nelly Feat. Jaheim

The DJ Swap Shop

The DJ Swap Shop

For Sale: 2 High End System Original Data

Buy ¢ Sell  Trade

Flash Strobe Lights $500 OBO. 612-387-1900

Disc Jockeys...

Advertise your used item ad for free!

Non-used items, ads for services, or employment are charged
Mail your ad to: Disc Jockey News, 29442 120th St., Grey Eagle, MN 56336
email your ad to: swap@discjockeynews.com
Classified ads deadline is the 20th of the month.

For Sale: 14x7 cargo trailer, white, dual axel,
side door, ramp, $3400. 218-886-7846

For Sale: (2) Peavey FH2 subs, good condition.
913-706-8546

For Sale: (5) Martin MX-1 intellegent lights,
$350 each. 218-886-7846

For Sale: Mackie 2600i power amp, $575. 218-
886-7846

ooSPECIAL OFFERe®e*

t the Exhibit Hall at the
Holiday Inn Select, Bloomington
For only $20
See the newest sound and lighting gear,
get great deals on everything you need!!

November 8-9, 2004

isi

\")
Midwest Disc Jockey Convention

Mackie, JBL, American DJ, Chauvet, Martin,
Robe, Denon, Shure, Numark, American

Audio, Rane, Pioneer, Elation, Community
Gemini, Books, Music, Videos, Web Services,

Convention Discounts, Digital Systems,
Novelties, Hats, Props, Beads

Clip this coupon and save
$15.00 per exhibit pass with the

Midwest Disc Jockey News

For Sale: 1 Data Flash Strobe Light
controller $250 OBO. 612-387-1900

For Sale: 2 cargo vans, $1000.00 each. ‘91
Dodge or ‘87 Ford. Not real pretty but runs
great. 701-772-0455

For Sale: (2) Peavey SP2 speakers, good condi-
tion, 913-706-8546

For Sale: 1 Martin 2308 controller (pro-
grammed for 218’s currently) $250 OBO.
612-387-1900

For Sale: 3 Complete DJ sound and light sys-
tems (turn key). If you are looking to expand or
just getting started, this is the deal for you. 701-
772-0455

For Sale: Vestax PMC 15MKII mixer, 4 chan-
nel, 3 mic, XLR outputs, $200. 320-285-5263

For Sale: Stewart 2.1 power amp. Many
consider these amps equivalent to a QSC
powerlight. 181b, 2100 watts at 4 ohms bridged
mono. 701-772-0455

For Sale: Numark EM 360 mixer, 4 channel,
one mic, Kaos scratch pad, XLR outputs, $200.
320-285-5263

For Sale: Speakers. Cerwin  Vega, Sunn,

Yamaha, Yorkville, JBL, EV, Peavey. We'’re
downsizing. The bigger they are the cheaper
they will get. 701-772-0455

For Sale: Furman Mixer. This mixer is as good
as any Rane mixer out there. $200. 701-772-
0455

For Sale: Over 5000 LP’s and 45’s of most re-
quested songs, includes catalog of songs, some
rare and collector items. 612-722-2016

For Sale: *93 Chevy Astro AWD 7-8 passanger
loaded. New tires and exhaust. Four grand Kel-
ley Blue Book price selling for $2500.00. 701-
712-0455

For Sale: SR 4722 JBL speakers and SR4715
JBL dual 15” subs, new drivers in subs, never
used, $1000 for all speakers. 800-977-4248

For Sale: Digitech 128. Digital signal
processor. Reverb, Flange, echo, etc. 701-772-
0455

For Sale: Peavey 2 channel amp, Mackie 2
channel amp, (4) JBL 15” unpowered speakers,
cords cases, bags and stands available, call Tom
for details. 507-896-7510

For Sale: Yamaha Compressor/limiter. 701-
772-0455

For Sale: EQs, crossovers, BBEs, power condi-
tioners, SKB cases, Minidisc players, Sony CD
players. 701-772-0455

For Sale: CSL Pro 4. Four par cans with relay
pak all neatly assembled in a carpeted box for
easy setup and protection. 701-772-0455

For Sale: Lightcraft controllers, relay paks, dim-
mer paks. 701-772-0455

For Sale: QSC PLX 3002, very good condition.
320-760-1888
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Breaking out of the “I can’t make a sale” Doldrums

The Game Show

Entertainment

System...

Game Show Mania® is bigger
than ever, and now you can

offer your guests complete show

productions using our popular
games or inventing your own!

o Digital Scorekeeping

Creative Imagineering
4153 SW 47th Ave, #146
Ft. Lauderdale, FL 33314

800-644-3141

www.gameshowmania.com
954-316-6001 / Fax 316-6005

Ask about our
economical
Mini-Game
Show System,
too!

The Original

Fast Electronic Lockout
Zany Sound Effects
Rugged and Portable
Sets Up in Minutes

By Jeffrey J. Mayer

When I was selling life insurance for the
Northwestern Mutual Life many years ago I had
a very interesting experience one afternoon. I
was on the phone cold calling for business and
dialed Gary’s phone number.

Gary’s name and photo had recently ap-
peared in the local newspapers because he had
been promoted to a VP at his company. At that
time in my life - and sales career - I was search-
ing for prospects by combing the business sec-
tion of the Chicago newspapers for leads.

When I called and introduced myself, using
my Elevator Speech, he said, “I just got married
and was thinking about buying some life insur-
ance. When could you come over?”

I told him that I was in meetings this after-
noon, but could “squeeze” him in at 4:30pm.
(I really didn’t have any other meetings, but I
didn’t want him to know that. You know, ego,
pride.)

When I arrived at his office we talked about
his financial planning needs, his thoughts about
getting married and starting a family, and he
bought a life insurance policy from me right on
the spot. We filled out the forms. He gave me a
$1000 check, and I made a quick $500.

I 'was on top of the world - and full of myself
- because this sale was so easy. And I thought I
was just a superstar. (If only I could do this
every day. Five sales a week. Two hundred and
fifty sales a year. I would be a top producer.)

Unfortunately, the euphoric feeling didn’t
last long.

Within a few days I had returned to the
drudgery of calling the same people over and
over again, and not getting any results. In no
time at all I was back in the I-can’t-make-a-sale
doldrums.

What I didn’t realize - or know - at the time,
was that the joy and euphoria I was feeling
after my meeting with Gary was the same joy
and euphoria - and sales success - 1 should be
experiencing every day.

Solve Your Customer’s Problems.

During the past week I received some in-
teresting e-mail’s. Jean wrote me saying in part,
“... I keep hearing that it takes approximately 7
‘touches’ to gain a new customer, and in my
business this is usually the case.”

And when I wrote in a recent essay about
letting go of people who aren’t buying, Da-
vid wrote, “investing time in prospects that
may result in only small sales - or no sales at
all - may have a long term payoff in the form
of free word-of-mouth advertising or significant
future business from the same prospect.”

First, I would like to offer my thoughts on
Jean’s comments. I think we’ve all been brain-
washed. Why do we need to “touch” a prospect
7 times before she buys? We don’t!

Why can’t you do it in 1, 2 or 3 touches?
You can! If you think it takes seven touches. It
does. It becomes a self-fulfilling prophecy. If
you think you can close the sale in 1 or 2 in-
terviews, you will! It’s your attitude! It’s your
frame of mind!

If someone has a problem and you can
solve it, they’ll do business with you. But how
can you discover a prospect’s needs, wants and
desires if you’re talking about yourself, your

products and your company. You can’t!

When you’re making a sales call, you
should be asking great questions - and listening
to the answers. Asking questions isn’t about
Yes - No questions vs. Open - Closed ques-
tions.

Selling is about asking

* The right questions,

* To the right person,

* In the right order,

* At the right time.

And listening to the answer!

Then, based upon the answer, you ask a
second, third, or fourth follow-up question as
you drill down and get more specific.

Who does the customer care about? You,
the salesman? Or herself, the customer?

The only thing she’s interested in is if
you can give her a better future by saving her
time, money, energy, effort, or worry. If you
can make her life easier or better, you’ve got
yourself a customer. Give great service, and
you’ve a customer for life.

If you’re talking about yourself, your prod-
ucts and your company, you're boring her to
death.

Mark, one of my consulting clients, helps
people with their financial planning. He had
been in the habit of telling prospects all about
himself, his professional background, and the
products and services he offered. He was hav-
ing lots of client meetings, but wasn’t closing
many sales.

At my suggestion he stopped talking about
himself and started asking his prospect some
questions.

During a recent client meeting with Tom, he
asked, “What are you trying to accomplish with
your planning for yourself and your family.”

For the next 45 minutes Tom told him what
he wanted to do.

Mark sat there, asked more questions and
took detailed notes.

Tom finally asked Mark, “Do you think you
can help me with this?” Mark said sure, Ex-
plained the steps that had to be taken next, and
closed the sale in an hour.

When he told me the story, he was beaming
ear-to-ear with pride.

Regarding David’s comments about invest-
ing time with people who aren’t buying so
you can hope to get good word-of-mouth from
them, I feel that this is a terrible waste of time.
It shows a lack of focus.

One day I was sitting in the office of the VP
of Human Relations at a major accounting firm.
He told me - with a great deal of pride - that
he always sent letters to applicants telling them
that they weren’t going to be offered a job.

When I asked him why, he explained that he
wanted them to feel good about the accounting
firm because someday they may be in a position
to bring business to the firm.

At the time of our meeting, one of his
Chicago clients - a $100,000 year account
- was leaving because they weren’t getting
satisfactory service. I know because I was on
the company’s board of directors.

This guy’s focus was wrong. He’s hoping
that a recent college graduate will do business

with him 10 or 20 years from now, while a
$100,000 a year client is walking out the door.
Why wasn’t his firm focused on keeping its
clients happy? Your guess is as good as mine.

You’re in business to solve problems, find
solutions, sell products and make money. If
you’re spending your time with people who
aren’t buying, you’re not making any money.
Your company isn’t making money. And both
of you will soon be broke.

Think of selling as fishing.

1. Go where the fish are.

2. Look for BIG fish.

3. Have great bait.

Selling is a time management issue. You
must spend your time with people who have an
interest - and a need - for the product you sell.
It’s a mistake spending your time with people
who aren’t going to buy because you ‘hope’
they will say nice things about you at some
future time.

Find a prospect who has a problem that you
can solve, give them great service, and you’ve a
customer for life.

Then you can use her as a reference, she’ll
introduce you
to the people
she knows,
or maybe
she’ll just tell
her  friends
how wonder-
ful you are.
There is noth-
ing better than
great word-of-
mouth  from

a satisfied
customer.
Twenty

years ago I
developed my
One Percent Rule, which states: Only one of
every hundred prospects will do business with
me. Once I came to this realization life got so
much easier for me.

When I sold an insurance policy to Gary, or
when Mark sold a financial plan to Tom, these
were the One-Percents. The one of a hundred
that was going to buy. That’s why it was so
easy. We found prospects who were in the mar-
ket to buy at the time we called them up.

Spend your time looking for prospects who
have a need for your product or service, and
you’ll close a sale and have a new customer...
Today.

Ask great questions. Solve problems. Find a
need. And you’ll be much more successful.

It’s not about working harder or working
smarter.

It’s about working less!

Jeff is president of SucceedingInBusiness.
com, author of the Best-selling books include:
“Opening Doors with a Brilliant Elevator
Speech,” “Winning the Fight Between You and
Your Desk,” “Overcoming the Fear of Cold
Calling,” “Success is a Journey,” “Time Man-
agement for Dummies.”
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Veggie Platter Revisited

By Peter Merkle

of hard

Comparing
working DJ’s striving to gain the respect

the plight

of professional status to climbing
Mount Everest, Mark Ferrell says
this: “The highest peak, the pinnacle
of achievement, something to strive
for; Mount Everest. As DJ’s looking
to elevate our industry to professional
status, we are sitting on the couch at our
coffee table reading the travel brochures.
We have not even reached the base
camp.” I paraphrase of course. Yet the
image is evocative.

Therefore, to the Heartland and
Chicago, the Windy City, comes one of
the most controversial and influential
figures in the history of our industry.

If there was any indication that we
were beginning our approach to the
assault of a mighty peak, it was the chill
and bluster in the weather. As Mark and
Rebecca Ferrell hurried to their car after
dinner the night before the third stop
of their recent Worth Symposium tour
we felt the urgency that Mark had been
expressing at the other stops all week.

When you listen to the Getting
What You’re Worth CD series covering
Realizing, Believing, Communicating
and Being What You’re Worth you get
a sense of everyone joining in the party.
There is aliberating feeling of celebration
in the crowd response on those CD’s. It
is as if DJ’s are expressing their relief
after a challenging history of fulfilling
work ultimately paid for with the high
price of financial security. Now they
must steal themselves for the hard climb
to that ultimate peak by provisioning
with determination, confidence and
faith.

We do so much to hone the skills and
master the techniques, as Mark puts it in

his seminar. Being many things, such as, a
salesperson, counselor, referral network,
event planner, roadie, technician, board
operator, lighting operator, problem
solver, on-site coordinator, announcer,
master of ceremonies, disk jockey,
karaoke jock, music specialist, music
mixer, comedian, actor, dancer, singer,
entertainment specialist and crowd
motivator. We need all the power we can
muster to begin the trek to the higher
elevations of a full-time living as a
DIJ. It is this realization that we do so
much which should begin to set our feet
walking the trail.

A perceived fear factor can make
the heights dizzying. It’s what Mark
describes as the sphincter factor 9.4.
When you first quote a higher price for
your services and your butt cheeks are
clenched so tight you could turn coal
to diamonds. It is this fear that keeps
us from creating the success we so
desperately desire.

When you add in this fear factor, it
is no wonder that we might be grasping
for the oxygen tank. Mark delivers that
pure oxygenated air so well. It can be
had in the best quantities when you get
in a room of DJ’s supporting each other
to improve.

A number of attendees have not heard
Mark speak. However, for those that
have, when asked what they remember
the most they say: Veggie Platter and
Twelve Hundred Dollars!

It is interesting, listening to the
Getting What You’re Worth CD’s and
hearing the crowd repeat back the $1200
figure. Which, of course, Ferrell calls
an example of a national average and
that the price may vary in your area
based on multiple economic factors.

Each time someone in the audience on
the CD shouts out the figure; it rises,
as if in some raucous auction, to higher
increments.

Yet there is a difference in Mark’s
approach this time. His tone is not always
as convivial. There is a compassionate
exasperation, however, that says,
“Come on people.” It is reflected in
the music played after his introduction.
Gwen Stefani’s new release “What You
Waiting For.”

Mark has been an advocate
throughout a ten plus year span of our
young industry. Not always received
in some circles with the same jovial
celebration as on the CD’s, still the
message heard by thousands of DIJ’s
across North America has created
positive change. Erroneously called
an extremist, a price banger, and a DJ
Messiah, in truth DJs have elevated
the level of professionalism, the value
of their services, and their earnings
based on principles laid out in Mark’s

straightforward and enlightening
presentation.
Ben Miller, a national board

member of the American Disc Jockey
Association, introduces the second

half of the evening’s presentation. This
is a rare opportunity to ask Mark any
questions about everything from his
background to what he did specifically
to run his business. His wife Rebecca
joins in the conversation early, as she
had a great part in helping to implement
the Worth principles in their business.

Mark  discusses  bridal = show
strategies. He answers questions on
how his rate increases occurred and
how many events he did each year at
those rates. He talks about his belief
in relationship sales. He describes how
to read prospective clients in meetings
through body posture and defining their
personality types. He urges people to
avoid copying routines and concepts.
Rather he encourages everyone to create
and develop something that no one else
is doing.

This event was sponsored in part by
the American Disc Jockey Association
and the Chicagoland Chapter. Mark said
that we haven’t even left the coffee table
and are still reading travel brochures.
Well, certainly the base camps have
begun to be set up and provisioned.
Climb on!

BENEFITS AVAILABLE FOR MEMBERS-ONLY:

O Exdusive 204 page member manual online.
O Discounted LIABILITY & EQUIPMENT INSURANCE
O Legal Advice and Aritration service.
O National "GET-A-DJ-FAST" emergency hotline.
O Job leads from ADJA website sent directly to you.
O "DJ-IN-NEED" emergency equipment loan program.
O Exdlusive discounts with www.weddingchannel.com
O Discount offer on music subscription services.
O Low-cost merchant credit card processing service.
O PR campaigns (locally & nationally)
o increase public awareness and your profits.
O 4 color postcards and trifold brochure for members
to enhance their marketing efforts.
O Enhanced web based profiles help dients find our members
O Educational content available on DVD at local chapters.

THE AMERICAN DISC JOCKEY ASSOCIATION
INVITES YOU TO MAKE MORE MONEY!

www.adja.org
EDUCATION, NETWORKING AND SUPPORT!

Become a member today!

Visit our website for detailed information and membership application.

American Disc Jockey Association

20118 North 67th Avenue, Svite 300-605, Glendale, AZ 85308 & 888-723-5776

O Mobile Beat Magazine Subscription
O ADJA dient feedback response card!
O Quarterly Newsletter.

O Discount health benefit network.
O Networking with other DJs.
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“THE AREAS #1 SUPPLIER OF
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SINCE 19857

® GREAT SELECTION *
® GREAT PRICES *

® GREAT PEOPLE *
St. Paul, Minnesota

(651) 647-9342 Sates & Service!
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