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The National Asso-
ciation of Mobile Enter-
tainers held their annual
“Building for the Future”
conference on May 2nd- |8
4th just outside of Phila-
delphia. [

The conference was f
three days of seminars,
training, and networking. |\
The focus on the 2005
conference was on the
importance of network-
ing and improving sales
skills.

The N.A.M.E. Confer-

Conference in Philly

our members in providing
them with education. Ev-
ery year, this conference
has provided me with
knowledge to bring my
business to another level,
and our members agree.
The people who attended
were serious about learn-
ing more about the busi-
| ness of mobile DJing.”
| -Rob Peters; N.A.M.E.
| Director of Media Rela-
tions, Rob Peters Enter-
tainment, Boston

ence is different than the larger disc jockey
conventions. It featured many more hands
on experiences and a lot of small group
interaction opportunities.

“I found the NAME conference to be
another great educational opportunity for
my own business, as well as a success for

“Even after 3 years I
found new and interesting people to net-
work with.” - Jamie Simpson - Houserock-
ers; Clarion, PA

“I enjoyed meeting new faces, seeing
some old faces and always picking up a bit
of new information that can be applied to
our company. It is in our opinion the best

part of the N.A.M.E. conference. Looking
forward to next year.” - Jeff Siegel; The
Spencer Daniels Agency; Monticello, NY

“I was going back and forth via email
with someone planning a party in a major
city in my area, and based on what their
needs were, | was going to charge them
$1500, but I continued to shut up and let
them tell me how to sell to them and when
it came to price, they said they wanted to
be under $3000! I told the prospect, how
about if I keep you well within your bud-
get and take care of you for $2495? Now
I have a new client and think I have a new
best friend!

“FAST training + NAME conference
+ Lagoon’s + hotel + bar tabs = $600 +/-

One great sale with larger profit based
on new knowledge, priceless! (well, ok,
$1000)

Thanks again, just wanted to say even
though I had already been practicing a lot
of what you preached in your seminars,
I did pick up at least one very profitable
thing and that’s what makes it so worth go-
ing to training, and foolish if you don’t.”
- Brian Fligg; Sonic DJ - Fitchburg, MA

For more info on upcoming confer-
ences, visit http://www.djkj.com.
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2006 Scheduled Speakers Include:

Bryan Flanagan: Zig Ziglar Training: “Now go sell somebody something!”
Brian Dodge: Corporate Sales Trainer: “Selling to the emotional side”
Ron White: Memory Expert: “Strengthen your sales pitch”

Mike Hennessey: Interactive Corporate Trainer: “Actions speak louder than words”
Todd Mitchem: Disc Jockey Trainer: “The next generation of interaction”

Mike Walter: Multi System Specialist: “Running a successful multi system company”
Scott ‘Game Master”” Faver: Marketing and Game Guru: “Game Master,” “Marketing to corporate clients” and “Building your referal base”
Kyle McPeck: DJ Sales Trainer: “Making more sales”
Bill Hermann: MAPDJ Past President: “The Entertainment Experience”
Aaron Foster: Marketing Guru: “Why Mondays Don’t Suck”
Randy Bartlett and Marcello: “Bar Mitzvahs, Big and Small”

Other topics: Latin Music, Karaoke shows, Digital DJing....

Featuring the Extreme Marketing Makeover!

[F@E

Southern Disc Jockey Convention 2006
April 23, 24, 25 » American Airlines Training & Conference Center

Ft. Worth, TX
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Users Think..

Mepasens inlerface is well thought oul, direct amd elegant,
I have heen wsing, Mega ";I"!'_ o poing on three years nosw,
andd i's far mare reliablie than a CD plaver.

Charlie Wilson, At Your Service [jays

I have lo say how impressed | am with vour soflware,
Mepaieg i= higillianl, Every th;ll],: abiaiit il = from the wav it
lieisks B b il |I|_'r'l-|||"ll1'\-| is excellent, 1 puts P n;lp!ie -
Bigrans Din shuarme. Il'.-l'r|:- ug thee |'||1|1F winrk!?

Malthew Wiebb, Head of Music, Flava F&

I hawve Djed over 70 events without any problems, Segaseg
saved mry D life - befere | would ever go back to shufiling
Cs, | swould sosener l;ll,l;l‘ 1he: 1] business,

— Mike Farlv, Mike Earlv's Pro Sownd

W Ereed numeroars [ programs but found Segases 1o be
far and away the best solution. Unlike other programs it is a
rical world solution concentrating on what a ) actwally
nieeds during a live |;u'r'l'ur|'|r:||1|: . We can concenirale on
entertaining the crowd in a way nof possible using vinygl or
CI's. Megabeg is definitely the way forward,

— Do Crwen, AP [hgital

I've been working as a K] and [ for 10 years now and |
can'l el yvou how knocked oul | was with the MegaSeg
|'|ru~r|!|,n:1 Evervone knows the Fln,-l'nin;-r |'|I.r|rr'|:|rm for pro
audio is Mac fand this is coming from a bemg time PC guy)
amdd this product Dves up to thal regaiation for Ds | iried a
comple of ether prodiects bul MegaSey just breaks the mold
on what a [} program should e,
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bilieve But it cven better. | just wanted te let vou folks
knovw what a greal job vow are doing,.

= Cireg Poweers, Greg Powers Enterfamment

Ever since | started [3'ing with MegaSep, my buesiness has
picked up! People love 1o peck over my shoulder when
searching for sOngs, ard are amared al how r||,|i|,LI'. I can
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a supserh product,

— Anpus L Sichalson 1, Starsiruck VIP H.Ir.lul\.r-!:l_l

I pust wanied (o bedl you how much | appreciate SMegaseg, |
did a 7.5 hour gig this past weekend and it was a breces,
The interface is Liid oul legically and i1 works.

Bruce Mishkit, Deva Productions

Wie have heen tryving 1o switch to a digital system for some
Lirmee oy ared have Bried seseral PO programs, howewer
thary wiere nadl sucoessful. Megaseg s definddely the say 1o
g 1015 smoadth and 1 can wse i withou! worrying alsl any
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Jarmses Broswn, JAR Productions
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urdsubbedly the best system | have sorked with and 1 hasve
tricel plenty. Mo other syslem comes close,

Lrarren Cave
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Success Can Be Pure Speculation Part 2
By Dude Walker

The saying goes: “hindsight is 20/20,”
which refers to the desire to know after
the fact, what you wish you could have
known before hand.

Take a good hard look at the calendar.
The page that is filled with dates. This
is quite possibly one of the most used
clerical tools for the past 6000 years. The
calendar is so profoundly intertwined
with our industry that to ignore it’s impact
is reckless. Most mobile disc jockeys can
recall at least one date that they’ve turned
down several possible events due to
having already been booked. Knowing
full well that another mobile disc jockey
is going to cash in because the demand
begins to outpace the supply. There are
several dates throughout the year where
we receive 20 to 50 calls for a popular
date. However, having a limit of 10
systems forces me to turn away potential
clients to other mobile disc jockeys. The
silver lining in that cloud is the ability
to send the events to other respected
members of MAPDJ in the form of
networking. Knowing that my testimonial
will help another MAPDJ member land a
better gig.

Date speculation is not for the faint of
heart. It takes time and understanding to
develop a working model. The countless

variables that can effect the calendar
quickly start to stymie the thought
process. So where does a person even
begin? It’s a matter of playing the odds.
Statistically, during the slowest times of
the year a potential client has the most
supply at their disposal with mobile disc
jockeys eager and waiting to charge the
least for what they are supposed to be best
at. Whereas, during the busy times of the
year mobile disc jockeys can command
a higher rate due the lack of supply on
the most popular dates with the highest
demand.

Mobile disc jockeys approach their
pricing in various ways. Some offer
discounts for off season events, whereas
others charge the same all year long.
Some systematically charge (X) dollars
less than the next, whereas others
pride themselves in commanding the
highest rates. Sensible business owners
understand that covering their production
costs and earning enough to make a living
is the goal. So there you go, you have 52
weekends to make it all work. Do you
take whatever the first caller offers, or
do you set a price that will cover your
production costs and make the most of
the busiest dates?

There’s an old saying: “make hay

Defining the
Industry Standard.
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when the sun shines!” Apply that to the
mobile disc jockey industry. Simply put,
you need to maximize your revenue when
the dances take place. There will always
be dates without dances but never dances
without dates.

When it’s the dead of winter, your
gear is gathering dust and you have
more money going out than coming in,
having revenue generated by savvy date
speculation can bridge those lean times to
keep your company financially healthy.

Think about it...

What value does a raincoat, umbrella
or lightning rod have on a sunny day?

How much value would these items
have if you knew what day it was going
to storm?

What days are you most likely to sell
your services for?

That’s what prompted last month’s
contest to speculate the 16 busiest - highest
revenue grossing date for 2006. Our
winner is Valerie Ruste, from Brookings,
SD. Valerie most closely chose 9 of 16
dates for 2006 as being premium dates.
Valerie wins a dozen Krispy Kremes & a
$20 gift certificate to the Outback Steak
House or the Olive Garden.

The basis for premium dates was
compiled by over 7,000 responses from

C0J-200

NEW! $399.00

registered wedding planners compiled
by KVLY-TV in Fargo, ND and school
calendar schedules from MN, SD and
ND.

2006 premium dates in the upper
Midwest include:

April 22 & 29; May 20 & 27; June 3,
10, 17, 24; July 15 & 22; August 12 &
16; September 16, 23, 30; October 7 and
December 31.

Several responses were submitted.
Here is a list of the pooled premium date
speculations:

January 1 & 21; February 11, 14, 18;
March 4, 11, 18, 25; April 1, 8, 15, 22,
29; May 6, 13, 20, 21, 27, 28; June 3, 10,
15, 17, 24; July 4, 22, 29; August 5 & 26;
September 2 & 9; October 7, 14, 21, 28,
31; November 4, 11, 21, 25; December 2,
9,16, 31.

Now, the premium dates in the upper
Midwest might not be the same as
premium dates in the warmer southern
states that see a busier time during the
winter. Take the time to figure out what
the premium dates are in your area. If you
do not have a history of past busy dates,
make friends with the local catering
managers. They know what dates they
will book out and which will be slower!

Good Luck & Happy Booking!
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Bring in the 20-mule team
By Harvey Mackay

An old farmer had been plowing
with an ox and a mule teamed together.
One day, the ox said to the mule, “Let’s
play sick today and take it easy.”

But the mule said, “No, we need to
get our work done.”

The ox played sick anyway and the
farmer brought it fresh hay and corn
and tried to make it comfortable.

When the mule came in from
plowing that day, the ox asked how
it went. “We didn’t get quite as much
done,” the mule said, “But we did a fair
stretch.” Then the ox asked, “What did
the farmer say about me?”

“Nothing,” the mule replied.

Thinking he had a good thing going,
the ox decided to play sick again the
next day. When the mule returned from
the field, the ox asked, “How did it go
today?”

“All right,” the mule said, “but we
didn’t get much done.”

“Well,” the ox continued, “what did
the farmer say about me?”

“Nothing to me,” the mule answered,
“but he did stop and have a long talk
with the butcher.”

You’ve probably worked with an
ox at some point in your career. They
don’t start out lazy; they just get bored

Contains all the

radio edits that

crack the Top 30

of AC, Hot AC,

CHR, Urban, Country,

Rock, Dance, and Christian charts.

Delivered EVERY week, 52 weeks a
year... all on one disc! If it’s a hit, it’s on
PrimeCuts!
Pripy

PrimeCuts Latin J/ ﬂ I
was created with ¥ ut
our DJ and Club \ ?/

i . o r
clients in mind.
Many have been B e
asking for the
hottest new Latin music to complement
their other PC music, and add some
spice to their repertoire. We’ve listened
and here it is... PrimeCuts Latin!
PrimeCuts Latin will be offered every

other week with music from multiple
formats.

.. . burned out . . . comfortable enough
to take advantage of the company’s
absence policy to the point where their
coworkers are stuck picking up the slack
and working harder than they should.
And make no mistake, the coworkers
know the score. No doubt they know the
butcher, too.

And if you think the mules in your
company are the clock-punching, grunt-
work drones who sit in generic cubicles,
I’ve got news for you. Everybody from
the president on down needs to think
like the mule. Being there counts for

something. Accepting responsibility
counts for more.
Companies need dependable,

committed employees who can talk
themselves into getting the job done even
when they don’t feel like working. Some
employees use all kinds of tricks: check
out the new car in the driveway and think
about the next payment . . . imagine the
next promotion and the corner office that
goes with it. . . calculate the expected
cost of college tuition for the rugrats
at home. A little reality check is a good
start. But payday shouldn’t be your chief
motivation.

The real pros know how to motivate
themselves before they start having bad

days. They look at work differently,
not just as a means of making a living,
but as a significant part of a quality
life. Their particular mix of attitude,
responsibility,  cooperation  and
accomplishment make them a valuable
commodity in any organization.

Joan is a busy realtor with an active
family who also manages to organize
a sizable silent auction for her church
and spends time helping at her kids’
school as well. Joan’s willingness to
get the job done, no matter what the
job happens to be, has earned her the
respect and awe of everyone who
has ever worked with her. Does she
have boundless energy? No. She’s
not even a “morning person.” Her
secret? “I have exactly twenty-four
hours to make life better than it was
yesterday.” Joan would probably
laugh if I told her she was a mule.

Mules, by the way, like their jobs
and perform well as a result. If they
find themselves getting in a rut, they
stubbornly haul themselves out. That
quiet determination is a huge asset in
business. The ability to get over the
bumps is frequently the difference
between success and chapter 11.

The mules -- the steady, willing,

get-the-job-done employees are
worth their weight in gold. Don’t
confuse the reliable, day-in, day-out
dependability with a lack of creativity.
It’s usually the mules, the folks who
are there, who find creative solutions
to everyday problems. They know how
things work.

Mackay’s Moral: Woody Allen said,
“90 percent of life is showing up.”
The mules don’t take chances with
the other 10
percent.

Reprint-
ed with per-
mission from
nationally
syndicated
columnist
Harvey
Mackay, au-
thor of the
New  York
Times #1
bestseller
“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.”
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This service is delivered 50 weeks per year.

Just the thing for
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need just the right
music to create a
mellow atmosphere.
Perfect for dinner
music, cocktail hour music,

weddings, restaurants, and other venues. We
created this service to meet an overwhelming
demand for new Smooth Jazz music.
PrimeCuts Smooth Jazz will be similar to our
other recurrents with a guaranteed release of at
least six issues per year. The disc is formatted
by tempo - slow, medium, and fast.
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972.406.6800

TMCI@TMCentury.com

www.TMCentury.com

Service only available to mobile/club DJ’s, non-broadcast professionals or ASCAP/BMI compliant public performance venues.
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Online Tools
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Starting From Scratch
By Jeff Richards

Starting from scratch is a monthly pro-
gressive article that will help those of you just
starting out in the disc jockey business. Each
article will cover what it takes to be a success-
ful mobile disc jockey.

Today’s topic is MUSIC SELECTION.
Every disc jockey brings to each event a selec-
tion of music to fill the dance floor and keep
it going all night long. The age of guests at a
wedding will range from one to one hundred in
age. You really need to be able to please every-
one in attendance. Have a few songs ready for
the kids (Hokey Pokey) and a few songs for the
grandparents (Sentimental Journey). I person-
ally bring 1600 discs with over 20,000 songs
for my clients and their guests from which to
choose.

On one occasion a client bet me that I
wouldn’t have a song that he was the drummer
on back in 1962. You should have seen his reac-
tion when I played it for his guests. He had not
heard the song in over twenty years and didn’t
know it was on CD. Sure there are those songs
that you know will get the people up to dance
at every wedding, but wait till you see the faces
of those guests when you play the songs they
love to dance to.

When you’re just starting out it may be
difficult to know what music to purchase and
where to buy it. Here are a few tips to help you
put together the best selection to keep everyone

happy. . _
1) Keep to the mainstream “Billboard Top

Upcoming Events

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

Central Illnois ADJA Meeting
First Monday of Month
http://cidja.com
Kansas City ADJA Meeting
Second Tuesday of Month
http://www.kcadja.org

Chicago AJDA Meeting
Second Tuesday of Month
http://www.chicagoadja.com

Northern Wisconsin MAPDJ Meeting
Second Tuesday of Month
http://www.mapdj.org

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

40.” You want songs that everyone knows. The
more familiar the songs are to the audience, the
more they will relate to it and will get up to
dance. Try to stay away from songs with offen-
sive language or questionable subject matters.

2) Have music from every style, genera,
category and decade. This would include music
from the Big Band Era to today’s top hits. You
will need pop, rock, country, adult contempo-
rary, R & B, blues, alternative, reggae, polka,
waltz, rap, hip hop, sound tracks and heavy
metal music.

3) Use compilation cd’s. Best of, Great-
est Hits of, Songs of The.... With these discs
you can bring the biggest selection without the
huge numbers of discs. Compilation discs will
typically have the songs of the artist that are
the most popular and the most requested by the
guests. You don’t want to waste space with a
disc that only has a “one hit wonder”.

4) Become a member of every cd club
available. They offer specials like buy one get
twelve free. Then a couple times a year they of-
fer blow out prices on over stocked discs. Use
these clubs only for buying the older discs from
2000 or before. If you’re smart you can buy
several at a time cheaper (per unit) then you
would find them in a local music store. (ship-
ping costs lower in bulk)

5) Buy new discs the first week they are
available (new music Tuesdays). Stores will
offer discs at a sale price that ends after a few
days. Look in the Sunday paper for the differ-

Southern Wisconsin MAPDJ Meeting
Last Wednesday of Every Month
http://www.mapdj.org

DJ Night Out -Metro Sound & Light
June 21, 2005
http://www.mapdj.org

Mobile Beat DJ Convention
June 27-29, 2005
http://www.mobilebeat.com

DJ Times DJ Expo
August 15-18, 2005
http://www.djtimes.com

Midwest Disc Jockey Convention
November 6-8, 2005
http://www.mapdj.org

Disc Jockey News Southern DJ Convention
April 23025, 2006
http://www.discjockeynews.com

Have an upcoming event or meeting? Email the informa-
tion to us at event@discjockeynews.com

ent store ads, find the cheapest, and then go to a
location that will offer to beat the competitor’s
sale price.

6) Pick up the book “The Billboard Book
of Top 40” hits by Joel Whitburn. They publish
anew edition about every five years to keep the
charts current. This book is a must have for any
disc jockey. It lists every song that ever made
the charts, the artists, dates, and information
you will need to learn about the history of
music. I keep mine with me at every event as
a quick look up reference book. These are the
songs you will need to have in your collection
to be successful.

7) With thousands of new discs produced
every year you need to be aware of what your
audience is asking for, what is hot and what is
not. I have request forms that the guests fill out.
At the end of an event I look them over for
songs that keep getting requested and purchase
them. Flip around on your radio and listen to
what new songs are continually getting played
and which ones would be fun to dance to. Get
good at picking the next big hit.

8) Check the internet for imports. Many
times you will find collections by a favorite
artist that are made in a foreign country long
before they are available here in the U.S.A.
Some of these collections will have a better
selection or a larger number of songs in them
then the American counter part. Example: the
“NOW” That’s What I Call Music, collection
is up to #18 here in the U.S. but is at #68 in the

U.K. and are two cd sets.

9) Time/Warner music offers a fantastic
collection of discs called “Sounds of the...”
“Sounds of the 50’s, 60’s, 70’s, 80’s.” You
might have seen them advertised on T.V. late
at night or on Sunday afternoon during an old
black and white movie. They break down each
decade by the years and have only the biggest
selling, greatest hits of that year. There are
many other music producers that offer collec-
tions like these.

10) Another great venue for purchasing
music is the “USED” compact disc store. You
can pick up most any disc at about half the
price of new. Many stores will offer the service
of putting your name on a list for a particular
disc and/or song and when it comes in, they
will call you. Be cautious of the quality of the
discs, look for scratches and warping to make
sure you’re not sorry later. Most locations will
allow you to listen to the disc before buying.

Some disc jockey’s don’t believe that you
will ever need a large collection of music. They
like to use the same twenty or thirty songs and
just keep playing them over and over. If your
client wanted that, they would have hired a
BAND! “If you play it, they will dance.”

Until next time, keep on Rockin’! Jeff
Richards: CEO- Chief Entertainment Officer
for Party Time Productions. To ask Jeff a ques-
tion or respond to his column, just e-mail him
at jeffrichardsptp@yahoo.com

PRO S

DIRECTORY

Formerly known as SLDJ Yellow Pages
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Midwest DJ News Special:

Over 19,000 listings.

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

dijfinder

bringing together dj’s and event planners

http:// www.djfinder.com

The original easy to use online event planner!!

Easy Website Integration ¢ Secure Client and Staff Access
Event Tracking ¢ Financial Reports ¢ Online Request Information Forms

SAVE $10 by mentioning THIS SPECIAL when ordering either the
2005 PRO SL print version or the PRO SL CD-ROM. Only $4.95 plus

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

FREE Unlimited Access to the Pro SL Directory
www.ProSLDirectory.com

Call (516) 489-6514 to order your discounted copy today.
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The Q Corner, Where Quality Meets Quantity

By Mike Walter

Some wise person once said “You
never get a second chance to make a first
impression.”

I think I heard that line for the first
time in a mouthwash commercial. Or
maybe it was deodorant. And my re-
search has led me only to find out it’s
listed as an “Anonymous Quote” (that
guy Anonymous said a lot of cool
things!)

But whether anyone can ever take
credit for uttering it originally or not is
beside the point. It is universally true.
You have one shot in life, one moment,
to open up your mouth and make a first
impression. And when you are deal-
ing with one-to-one communication,
that first impression is significant. So
when you are dealing with One-to-One
Hundred and Fifty that first impression
becomes even more important.

It’s for this reason that everyone of
my training sessions begins with Bridal
Party Introductions.

We are a “wedding company” and
so my emcees do a higher percentage of
weddings than of any other type of event.
And here in the North-East, our wedding
receptions are structured to begin with
Bridal Party Introductions (immediately
following a cocktail hour.) So the very

first time our guests hear us and see us
in action, we are walking onto the dance
floor with our cordless microphones,
welcoming everyone and then introduc-
ing that all important Bridal Party (cul-
minating of course with the Bride and
Groom!)

In addition, I’ve always felt that if you
can slam bridal party introductions, that
kicking off a corporate event or opening
a Birthday party with a smooth introduc-
tion should be pretty simple. The only
exception I’d make to this is Bar and Bat
Mitzvahs which have their own unique
style. If your company does a lot of
Mitzvahs, I'd suggest you emphasize the
opening (Family Introductions, Candle
Lighting etc) in your training as much
as I work on Bridal Party Introductions
in mine.

I begin with my trainees the very
first week of training by having them
read from a script. I created the script
years ago by recording myself at four of
five weddings and then transposing my
Bridal Party Introductions and keeping
the best lines in. As fate would have it,
“Scott and Margaret” were a Bride and
Groom I performed for back then and
it’s their names that have stuck. I only
mention that because now, a dozen years

later, we still use the same script so I’ve
heard “Good Evening and welcome to
Scott and Margaret’s wedding recep-
tion...” about a million times in my life!

After two or three weeks “on the
script” I give them a list of the same
names they’ve been using (the now fa-
mous Scott and Margaret’s bridal party)
and then as we progress we start chang-
ing the list week to week so they get used
to different names. I also start getting
into how to bring in divorced parents, the
difference between a Maid and a Matron
of Honor and so on.

But going back to week one, I initially
look for the very basic of emceeing po-
tential. I want to hear a good clean voice
with a bit of natural inflection. I expect
to see a nervous, unconfident person so I
look passed that. And I’m never critical
that first week. I leave them with a few
basic pointers and build up their confi-
dence by highlighting anything positive
that I heard or saw.

As the weeks go on, Bridal Party
Introductions are the place where I
work with them on their vocal quality,
their presence on the dance floor, their
gestures and animations, anything and
everything that will make them a better,
more dynamic emcee and entertainer.

At points during training I'll video tape
their introductions also so we can go
back and watch them together. It’s one
thing, for example, to tell someone they
need to smile more. It’s another thing
altogether when they see themselves on
TV not smiling. That can be the real dif-
ference maker in terms of their growth
and improvement.

Bridal Party Introductions can be a
great platform to use to teach your em-
cees many
of the finer
points of
public
speaking.
All the ele-
ments  that
you want
and need in a
smooth em-
cee are right
there for
you to work
on. Plus, if
through rep-
etition and practice your trainees become
experts at opening the night, they will
always make a great first impression.

? Combining Business
,\ Conferences and
Networking With DJ

Cruise Preview DVD sent to you!

Check out hitp://www.djcruise.com
for more info or to get a copy of our

of hiip:fwes.nosthernlghiiecom for @ way 16 ¢ the creise for NELL!
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N.A.M.E. Building for the Future Ill Conference

1. Creative Imagineering hosted an eve-
ning party with game show contests. 2.
Rob Smith led a group of disc jockeys
in a round of improv. 3. Marc Burgress
gave sales tips while simulating an of-
fice meeting with a potential bride and
groom. 4. Attendees practiced their
phone sales skills during a “hands on”
seminar. 5. Rob Smith of FA.M.E. dem-
onstrated some networking skills and
tips. 6. Rob Peters of N.A.M.E. shared
profitable networking tips to use with
wedding vendors.

v’ Lowest Prices in the Nation
v’ Great Customer Service

We’re open fewer hours to bring you LOWER prices!
Mon-Wed & Sat: Noon-6 pm ® Thur-Fri: Noon-8 pm

We compete with mail order and internet stores to bring you the lowest prices in
the nation on dj gear, effect lighting, remix, pro and semi-pro sound systems!

AUDIO-DEPOT

For the lowest prices in the nation, call:

Check out our webiste at: http://www.audio-depot.com

608-251-2000 » 888-251-2002 » 708 E. Johnson St.» Madison, WI
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Computer: Investment or Expense?
By: Brian Kelm

The world of technology will always improve,
progress, and offer new ways to do things. The
problem is it moves so fast that it’s hard to keep
up. In business as mobile entertainers, we are
always looking for ways to make our businesses
more efficient, streamlined, and productive. How
we get to this understanding is by learning the dif-
ferent between an INVESTMENT and EXPENSE.
I consider technology similar to business; the more
you learn and have to offer, the better you will be
personally & professionally.

Every decision we make in our individual busi-
nesses can be enhanced or dramatically reduced by
its intended outcome. Every decision I make has
to be JUSTIFIED. The pros need to outweigh the
cons before a buying decision will be made. For
something to be justified, it has to show inherent
benefits like: productivity, efficiency, or stability
to name a few. Over the years, I've seen plenty
of computer systems and have seen 2 different
results. Keep in mind; the following are merely
observations from companies I’ve been exposed to
that have made the leap to a computerized system.
Which one best symbolizes how computer technol-
ogy works for you?

1. MORE INTERACTION - a computer sys-
tem can facilitate this by allowing you to be more
vocal, visual, and accessible among guests in your
audience. Or

2. BAD HABITS - due to the many conve-
niences of a computer system, music playback can

be taken out of the equation to some degree. Taking
these conveniences for granted can develop some
bad habits like: becoming lazy, wandering off, or
potentially leaving the room at an event.

To make the best educated decision regarding
computer technology you need to look at as an
INVESTMENT or EXPENSE. Investments are
those buying decisions that have been well thought
out, researched, and an Return On Investment will
be involved. A ROI for computer technology could
be efficiency, ease of use, or stability. This type of
decision has been justified with numerous benefits
and will be enjoyed. As opposed to an EXPENSE,
which could result from peer pressure, lack of
research, or planning to name a few. All of us at
some moment in our entertainment career have
experienced the difference between an INVEST-
MENT & EXPENSE; just look at the tools we use
on a regular basis and the one’s we had no reason
for purchasing.

Truly technology has come along way over
the past couple years and continues to make
progress. Much like the various manufacturers of
DI software, devices, and choices you have. Take
sometime evaluating what your business objectives
are and what BENEFITS you will receive from this
buying decision. For best results, ask yourself “in-
vestment or expense?” The choice is mine.

Brian Kelm is the Chief Entertainment Officer
of Boomin’ Beats Mobile Entertainment. Your com-
ments are welcome: info@boominbeats.com.

1-800-854-8490
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http://www.pintonovelty.com

WHOLESALER NOW IMPORTER

Of all your glow in the dark products and party goods giveaways

GET YOUR YMCA PARTY KITS TODAY!
JUNE SPECIALS

Glow Braclets 12 tubes $29.95 plus shipping
(600 pieces)

240 - 6” Glowsticks $119.99 plus shipping
Individually packaged with string

5 #
.‘-=#r T R

Any order over $100 receives 144
Glow in the Dark 2005 year glasses!

Great for Graduations and Proms!

It pays to call PINTO NOVELTY!
1-800-854-8490

Are you an IMPACT Player?

By Bryan Flanagan

The 1977-78 basketball season was
not kind to the Boston Celtics of the
National Basketball Association. Their
record was 29 wins and 53 losses.
However, the next season changed dra-
matically when they drafted Larry Bird.
The Celtics were hoping for an impact
player to turn things around. Larry
Bird was the impact player they needed.
Bird led the 1978-79 Boston Celtics to
an outstanding season of 61 wins and
only 21 losses. He was truly an impact
player! His team won 32 games more
than the prior year! He made all those
around him better! He strengthened his
team and his teammates.

How can we become IMPACT play-
ers in our companies, organizations,
churches, communities, and families?
Here are a few ideas:

I = Intensity

We must be focused on our goals
and dedicated to put forth the effort
necessary to achieve those goals. In-
tensity doesn’t mean being so serious
you aren’t enjoying the process. It does
mean being serious enough to overcome
obstacles that stand in the way. Re-
member: you are either intense ... or
you are past tense!

M = Model the correct behavior

Yogi Berra once said you could
observe a lot by watching! We should
observe positive role models and “steal”
the effective aspects of them. We
should then model that behavior on a
consistent basis.

P = Passion

Passion is doing what makes us feel
the most alive!!! We must develop a
passion for what we do. This passion
will get us out of bed in the morning
when we don’t feel like it. Passion sets
fire to discouragement. Passion creates
excitement in those around us. If you
light yourself with passion, people will
come from miles around to watch you
burn.

A = Action

By turning passion into action, we
will surely make an impact! Often-
times, this is the biggest challenge we
face --- putting our passion into action.
There are times when we don’t feel like
being impact players. Our passion is at
a low level and the feelings have gone.
The key is this: we must “act” our way
into feeling and not wait to “feel” our
way into acting.

C = Comedy Relief

We must enjoy our intensity and our
modeling and our passion and our ac-
tions. We must enjoy our journey not
just the arrival.
Along the way
we must re-
mind ourselves
to have fun,
loosen up, and
laugh out loud.
We shouldn’t
take ourselves
too seriously.
Remember:
angels fly be-
cause they take
themselves
lightly!

T = Trust

We must learn to trust ourselves.
Too often we are waiting for all the
lights to turn green before we leave
home. There is an adage that states:
trust your gut! We should learn to trust
our feelings.

By becoming an IMPACT player,
all those around you will benefit. Go
out there today and knock ‘em alive!

Bryan Flanagan is the Director
of Corporate Training for the Ziglar
Training Systems in Dallas, Texas.
Bryan will be a featured speaker at the
2006 Disc Jockey News Southern Disc
Jockey Convention. For more informa-
tion on Bryan Flanagan, visit: hitp:
/'www.ziglartraining.com.
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Make Yourself Useful

By Dr. John C. Maxwell

Benjamin Franklin once wrote, “I would
rather have it said, ‘he lived usefully’ than ‘he
died rich.””

This wasn’t just a casual motto for
Franklin. It was the way he lived his life,
particularly as an inventor. According to
an article on www.pbs.org, Franklin was a
practical inventor, specializing in devices
that were “designed to help improve or solve
everyday problems.” These included bifocal
lenses, swim fins, the odometer, the Franklin
stove and the
lightning rod.

Franklin
could  have
made a fortune
on these
inventions.
But, in his
desire to make
them as widely
available  as
possible,  he
didn’t patent
a single one.
“Instead ~ of

seeing the world in terms of how much
money he could make, Franklin saw the
world in terms of how many people he could
help,” says Dr. John C. Van Horne, director
of the Library Company of Philadelphia. “To

ADJA Adds FOUR MAJIOR
MNiow Benefits!

1. Pramo Only - Get 17 discs
for the price of 12!

2. ColiCharge - Process Credit
Cards on your Coll Phane!
Neripen Wireless - Sawis on
all wirelvss praducta mnd

AT W A

ADJA Visa Card - 9.9%: APR

Benjamin Franklin, being useful was its own
reward.”

Living life usefully was a reasonable goal
for an 18th-century inventor like Franklin.
But what about those of us who live and
lead in the 21st century? Is usefulness worth
striving for today?

Yes, it is, and here’s why: When you’re
young and feeling immortal, it’s easy to judge
your life solely by how personally fulfilling it
is, how well you’re able to provide for your
family, how quickly you’re achieving your
career goals, etc. Those are all important
aspects of life - especially when retirement is
decades away.

But perspectives have an interesting way
of changing with age. When you’re 80 years
old, looking back over your life while rocking
on your front porch, personal satisfaction and
career goals may not seem quite as significant
as they once did. What will likely be much
more important is what you did with your life
that was of lasting value.

How many people did you help -
financially, professionally or personally?
What lasting lessons did you teach the people
in your sphere of influence? How did your
leadership prepare those same individuals for
success - in work and life? What did you do
- in any area of life - that will outlast you?

In other words, what did you do with this

EDUCATION

v ADJA sxclunive DVD
Instructianal Saried
leaturing hay Laplai

for the profess oanal DJ
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s Wetmork with other professionals
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gift of living? It will be an important question
when you’re 80, so it should be an important
question now.

What makes a life useful? Several things
immediately come to mind - giving, loving,
serving, helping, encouraging, teaching and
mentoring, to name a few. These are all
relational activities - done person-to-person,
friend-to-friend, leader-to-follower, or peer-
to-peer. If you intentionally engage in these
behaviors, you are well on your way to living
a useful life.

There is, however, another way that
usefulness is developed - through challenges
and adversity. Getting fired. The death of a
loved one. Working for a bad boss. Losing
a key client. Financial troubles. Leading
problematic people. Personal illness. And
SO on.

Though never welcome, difficult events,
situations and circumstances often serve as
a sort of boot camp for a useful life. More
specifically, they increase our usefulness as
leaders in three key ways.

1. They build character and increase
resiliency for future challenges.

There’s just something about surviving
adversity - even if it’s only by the skin of our
teeth - that makes us stronger. And stronger
people are more useful people.

2. They teach us what not to do next

.weHelp pss
Builds Grow
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time.

This is especially true when the challenge
involves working with, or for, a poor leader.
Coleman Peterson, the former head of
human resources for Wal-Mart Stores Inc.,
highlighted this in a recent Leadership
Wired interview. “I have learned leadership
style,” he said, “not only from those who did
things well, but also from those who did not
do things well, where I found myself going
away saying, ‘If I ever have a chance to have
a leadership role at that level, this is what I
would be sure not to do.’”

3. They make us more empathetic to
others who are dealing with adversity.

From a leadership standpoint, this is
an incredibly valuable benefit. After all,
leadership is largely about relationships, and
good relationships must involve some degree
of caring. One way to show your people that
you truly care is to sincerely empathize when
they are struggling with a difficult situation.

Dwight Thompson said, “You can spend
your life any way you want to, but you can
only spend it once.” So, take your cue from
Benjamin Franklin, and do everything you
can to live your one life usefully.

Dr. John C. Maxwell has authored over 30
books, including such New York Times best-
sellers as “Failing Forward” and “The 21
Irrefutable Laws of Leadership.”
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KCD 200 KROM CD CASES

THIS CASE NOT ONLY HOLDS 200 VIEW PACK OR 65 JEWEL CASE CDS, BUT FITS YOUR STYLE WITH
AN ASSORTMENT OF COLOR AVAILABLE INCLUDING: RED, BLACK, BLUE, YELLOW AND SILVER!

ONLY $29.

SS 3LT SURGE PROTECTOR

Protect your portable computer recording setup
from spikes and surges. It plugs directly into the
wall and features 3 outlets plus a retractable
surge-protected 6’ phone cord. Also offers EMI/
RFI noise attenuation to help you get the cleanest
recordings ever.

Features:

3-outlet laptop surge protector

Retractable protected 6’ phone cable

EMI/RFI noise attenuation $1 3 95

AKC EXTENSION CORDS

These extension cords from Furman have 3 outlet female
socket a 15 amp capacity and are constructed out of 14
gauge wire. Work great for plugging multiple effects in
with. Check out these other great ProPlugs from Furman!

SKU AXC-1 | AXC-6 | AXC-12 | AXC-25 | AXC-50

Length 1 foot 6 foot 12 foot 25 foot | 50 foot

Price $3.95 $5.95 $8.95 $10.95 | $22.95

FURMAN

POWER STRIPS
W/SURGE PROTECTORS

These 6-outlet power strips are ideal for many applications
including live sound, studio, and DJ setups. You won'’t
need to worry where your power outlets are with the 15
ft. cord. A rugged metal housing can withstand years
of abuse. A built-in surge protector protects all of your
valuable equipment. 4-outlet block also available.

PLUGLOCK FURMAN

Tired of stagehands tripping over your cords and unplugging your amp right in
the middle of your best solo ever? The PlugLock from Furman will protect this
from happening to you. The 5 locking clamps with kurled thumb screws will
firmly and safely hold your equipment plugs in place. Works for both regular

plugs and adaptors. $29 95

SS-6  $14.95
SS-6B  $15.95




PB8230

With its combination
of clarity, brightness
and uniformity, the BenQ
PB8230 offers the versatility to
move seamless between home the-
ater and professional presentations. With a contrast of 2000:1 at 2,500 ANSI lumens,
it is a true XGA digital projector. The PB8230 delivers high contrast digital images and
consistent picture quality.

EXTRA FREE BULB ICLUDED, THAT’S A $400 VALUE!!!!

$1999.99

Every issue we’ll feature one of our teammates.
We work hard to serve you better.

This month we’re spotlighting Nate.
Nate is the head of our tech/install
team. He started in the “biz” 12 years
ago as a guitarist in several bands.
Nate has a degree in Machining, he is
ISO9001 certified and Riggermeister
certified. He pursues additional train-
ings and education on a regular basis
to continue to serve our customers
better. Nate’s department is respon-
sible for our custom cables, metal
fabrications, and system installations.
He provides custom solutions for a
variety of our customers world-wide.
He is best known around the office
for his unusual sense of humor. Not
a day goes by that Nate doesn’t make
somebody laugh. The next time you
see him, ask to see his Michael Jack-
son impersonation. It is FUNNY!

Sound & Lighting Equwment i x

www.northernlightix.com
1-888-660-6696
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DCD-PRO 310

American Audio does it again with a simple and affordable side-by-side dual CD player.
Gain easy access to all functions from the dual rack mountable controller. The dual
drives rack mount elsewhere for smooth performance. Fader Q start +10 track advance
button Mechanical anti-skip protection Flip-flop (relay playback) Pitch control (+4%,
+8%, +16%) Pitch bend S/PDIF digital output for each player Bright LCD display with
single/continue and time viewing. Reads CD and CDR media.

$199.99

BBL.

362 SONIC MAXKIMIZER
Sound Inc.

All music that is amplified through a loudspeaker suffers some loss of fidelity - or
subtle distortions - caused by the inherent characteristics of the loudspeaker itself.
The BBE system addresses these problems by compensating for phase and amplitude
distortions and, in effect, delivering the signal to the speaker in a form which allows it
to reproduce the original live performance more fully and more faithfully. BBE Sound,
Inc. has developed a circuit that has two primary functions. The first adjusts the phase
relationships of the low, mid and high frequencies. The second major element in the
BBE system is the augmentation of the higher and lower frequencies. Loudspeakers
tend to be less efficient in their extreme treble and bass ranges. Most sound-reproducing
systems include a circuit for boosting high and low frequencies, showing an accepted
awareness of the loudspeaker’s efficiency problem. The BBE system, however, provides
adynamic, program-driven augmentation which combines with the phase compensation
feature to restore the brilliance and clarity of the original live sound. The result is, as one
professional journal phrased it, “The most hearable advance in audio technology since

high fidelity itself!” $99-99

NorthernLightFX
“SOUND CREW"
shirt with a $200

purchase!
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How Long Does It Take To Close A Sale

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

¢ Fast Electronic Lockout
e Zany Sound Effects

* Rugged and Portable

o Sets Up in Minutes

The Original

Creative Imagineering
4153 SW 47t 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!

By Jeffrey J. Mayer

How long do you call on a customer
before you realize nothing’s going to
happen and you’re wasting your time?

How many times do you ask a cus-
tomer to buy before you realize that no
matter how many objections you over-
come, he’s always got one more.

And even if you’re successful in
getting the customer to place an order,
what’s the probability that he’ll have
buyer’s remorse - change his mind - and
cancel.

Wasted time! Wasted effort!

I was speaking with my good friend
Peter last week.

He’s been using my SalesOpportuni
tyTracker.com program for the past few
months and had called to share a startling
observation with me.

He was looking at one of his op-
portunities - Continental Cabinets - and
realized that he had been following up
with them for the past 57 days, and was
no closer to closing a sale than the day
that he started.

Every time he spoke with Evelyn,
Continental’s president she had more
questions. So Peter would take the time
to answer them and per Evelyn’s request
update his proposal.

Then he would call again and she
would say, “I’m still thinking.”

Yes, he would ask for the sale, but she
always responded by saying,

“We’re not ready yet. Why don’t you
call me back in another few weeks.”

Each time Peter had a conversation
he noted it in SalesOpportunityTracker.c
om. Before he knew it there were at least
a half-dozen calls or meetings and time
continued to slip away.

Then he looked inside his SalesOp
portunityTracker.com stats and noticed
that when he opened the opportunity he
thought it would close in 3 weeks, but
in fact 57 days had actually come and
gone.

(SalesOpportunityTracker.com keeps
track of your opportunity’s opening and
closing dates and maintains a running to-
tal of the number of days an opportunity
has been open.)

Then it finally dawned upon him.

THIS IS A TERRIBLE WASTE OF
TIME!

Normally, Peter’s opportunities
close in a few weeks. But almost TWO
MONTHS.

And he wasn’t any closer to closing a
sale today than he was when he started.

You can do it alone
(and learn things the hard way)

Or, you can grow and learn with friends!

Current Chapters in:
Fargo North Dakota, Minneapolis Minnesota, Northern

Wisconsin, Central Wisconsin, Central Minnesota

Future Chapters:
Iowa, South Dakota, Eastern Wisconsin, 22?2

Join the only non-profit Disc Jockey Association built for
improvement and growth with LOCAL educational resources
and a yearly regional convention! Local Chapters have access to
the NEW MAPD] resource DVD library of educational content.
You get more for your money, join today!!

http://www.mapdj.org

MAPD] Convention 2005
November6,7,8

Sofitel Hotel, Bloomington, MN
Bigger, Better, More Fun!

When he realized how much time he
had invested in Evelyn he closed the file.
It was time to move on and look for a
better prospect.

Let me ask you, how many times
have you ‘chased’ someone, for weeks,
months, or even years, but they never
bought?

Why waste all that effort?

One of the reasons I created Sales
OpportunityTracker.com was because |
needed a tool to help me qualify my op-
portunities.

The goal is to find someone who has
a problem, and wants to do something
about it... Today.

If there’s no problem, there’s no sale.

If there is a problem, but they don’t
want to do
something
about it,
there’s no
sale.

Every-
thing about
closing a
sale focuses
on qualify-
ing the pros-
pect, finding
decision
makers and
getting the
customer to say YES.

So pay attention to how long your op-
portunities have been open.

If you’ve been following up with
someone for 30, 60 or 90 days and you
haven’t closed the sale, it’s probably
time to move on.

Jeff is president of SucceedingInBu
siness.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 Manage-
ment for Dummies.”

Have Staff?
Help them grow.

Sign them up online for the
Disc Jockey News!

It's free for you,

it’s educational for them

www.discjockeynews.com

The Disc Jockey News is the only disc
jockey industry monthly newspaper
reaching over 10,000 djs each month!
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Constant Contact = Cash Cow

By Aaron Foster

Recently I had an entertainer e-mail
me to ask a question for the Monday
Morning Marketing Newsletter. He
asked, “Hey Aaron - Because of a
recent move within my own town, not
only did my address change, but so did
my business phone number, which had
been in use for approximately 9 years.
What is the best method to notify and
remind others about my new contact
information?”

Too many of us think about our
past and potential clients ONLY in
times like these. These are the WORST
times to think of your clients. EVERY
month you should be thinking of your
clients. Have you ever taken the time
to sit down and put together a Contact
Calendar?

For most of you, you don’t have a
single clue what a Contact Calendar is.
You might think of it as a fancy name
for an appointment book. Really, it’s
not. A Contact Calendar is something
that you setup on a blank calendar. You
don’t want to use the same calendar as
you use to pencil in events. Get a blank
calendar that you can use.

What you are going to do is schedule
a MINIMUM of 6-10 contact activities

; ;f-' |
U

~

Accu Scan 250

per year for each market that you work
in. These can be any of the various
activities such as: newsletters, birthday
cards, anniversary cards, postcards,
personal visits, gifts, promotional
items, flyers, sporting game tickets, gift
certificates, and the list goes on.

Make the extra effort to personally
deliver these every other month. That
way it gets you out in front of the past
client again or in front of a potential
new client. That relationship that
you have just built will keep getting
stronger and stronger with each time
you meet face to face. By sending the
other things in between, that will just
reinforce the relationship.

You are probably asking yourself,
“What’s this going to do for my
business?” The fact of the matter is that
it helps you create an INCREDIBLE
relationship with your past, current, and
potential clients, while also creating a
TOP OF MIND presence. Top of mind
presence is really crucial when people
are thinking off the top of their mind, “I
need to find some entertainment for my
event. Who should I call?”” Immediately
they should come up with your name
without going into the Yellow Pages.

<

Focus Spot 250

This is great top of mind marketing.

There should never be a time when
you say, “I’'m moving or I am starting
a new business” and then try to contact
your clients. If you did an event for
them 6 years ago and haven’t contacted
them since then, they will probably try
to remember you. If you have been
sending them newsletters, gifts, cards,
newspapers, postcards, etc. over the
past 6 years then I can almost guarantee
you that they know who you are.

By constantly keeping in contact

with your past, current, and potential
clients you will be able to minimize
as much risk as possible when life
happens and DISCOVER the cash cow
that is just waiting out there for you in
booking repeat business.

Aaron Foster is an experienced
entertainer that publishes his own FREE
weekly newsletter for entertainers that
offers great marketing and business
advice. You can sign up by going to
www.marketingforentertainers.com
and get your copy every Monday!

M.A.PD.]. Convention 2005

Sofitel Hotel, Bloomington
Novembet 6,7, 8

http:/fwww.mapdj.org

Accu Spot 250
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EMI Rentals - 2852 Johnson St NE - Mpls - 61 2-789:2496 www.EMIrentals.com
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Music lovers of all kinds hit the Minneapolis/St. Paul Record Swap for great deals on records,
CD’s and memorabilia on Sunday May 15th. The next swap is scheduled for September.

o Includes:
+ [hrnign of busineis cards

See For Yourself..
Check out our business card
portfolio online at:

wwnw.dowdledesign.com

For FREF high qursbify husinec
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(&) DowdleDesign

Back To The Basics

By Kyle McPeck

What are you selling? Are you sure?
Is the item you are selling - tangible or
intangible?

If you think you are selling an
entertainment service or adisc jockey service
you are wrong. You might be delivering
what your customers are buying through
your business but it isn’t your company and
equipment that your customers are buying.

So, what are you really selling? Dreams,
aspirations, and hope. Your customers are
buying your experience so that their event
whether it is a wedding or school function
will be a success. They have a “dream”
that you will be able to provide an event
that their guests will be raving about for
a long time. They “hope” that the service
you provide has a value greater to them than
the value of the compensation that they are
giving you. Are you following me?

Do you want to sell more? Then you
need to change what you are selling. Instead
of selling essentially the rental of your
equipment, your music, and your manpower
you need to be selling the answer to your
customer’s aspirations. By selling the end
result and not the means to getting there you
will therefore earn more sales and ideally at
a higher price point.

How do you do it? You need to develop
your own “non” sales pitch. But, my own
personal sales pitch often goes along the
lines of, “How Do You Envision Your
Wedding Reception?” It is one question,
but it opens up a dialogue with the caller
who may only have been calling for a price.
Over the course of a few minutes, you
establish a rapport with that person because
you have opened a conversation that no
other entertainer is going to begin.

Why do most callers ask for a price
immediately when they call an entertainer?
The reason is because they do not know
what else to ask. The only way they know to
distinguish between us is to compare us on
price. That is unless; you give them another
factor to consider such as your experience,
your willingness to do the event, or your
attention to detail. Do you see the benefit?

I mentioned that I do this line of

questioning most often but in truth my
repertoire  of ‘“non” sales pitches has
many different opening questions. How
do I decide which one to use and at what
time? Often, the event may dictate it or the
timeline until the event commences may
dictate the opening line. In some cases, the
demeanor of the caller may cause a “change
up” as well. Force-feeding someone with
a verbose pitch won’t sell someone who
needs to know the bottom line now. Just
as giving a quick price to a detail-oriented
person won’t impress them or sell them.
The important item to note is to be flexible.
Flexibility doesn’t mean giving away
your business to make the sale. It means
choosing your battles.

A helpful device I have found is to
put myself in the shoes of a bride or party
planner. What items would I be concerned
with? I have written down all of the points
of contention that I can dream up and then
develop solutions for each of the points.
Of course, not every situation is going to
be exact but by developing “skeletons” of
answers I am ready to offer more detailed
solutions to each and every item that might
come up in a sale consultation.

In closing, there is one sales tip that I
want to give you that will keep you from
killing off your sales quicker than you can
generate leads. What is it? It is called
the information dump. You need to avoid
dumping all of the information you know
about your company at once before knowing
what your sales prospect is interested in
knowing. The prospect will tend to become
confused and indecisive. This next and
nearly final sentence may be the most
important sentence in this whole article so
pay attention. When a prospect becomes
confused the only decision they will make is
to make no decision or to choose the easier
decision (your competitor). Don’t help your
prospect choose your competitor.

Kyle McPeck is an entertainer and
entrepreneur based in Zanesville, OH. To
Jjoin Kyle’s free DJ Success email list send an
email to kylemcpecksubscribe @topica.com

Increase your mid-weeek and corporate profits with:

Systems as low at $75/month.
Computer controled and
‘'stand alone’ models.
Custom built systems.
Available in the colors of
your choice.
Staff training & Delivery to all
MAPDJ members at no cost.

DigiGames

www. TriviaProducer.com
1-BBB-Trivia-F e ariaan
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DJ Night Out » June 21, 2005

Sponsored by: MAPDJ and Metro Sound & Light
Meet the factory Reps

REGISTER TO WIN

one o these GREAT PRIZES

on
A
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iSCRMX850
TEL 3P -5 p
deviees 5 QSHE SHUELE Numaork

4 Learn more about the
mmm Midwest Association of Professional Disc Jockeys
* DJ Night Out Membership Discounts®
* November Convention Discounts ®

SOUNDSLIGHTING i Martin

Contact Naomi at Metro at 651-647-9342 http:llwww.mapdi.org
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Monthly Music Charts

By Promo Only

Pop Charts 19 Don’t Phunk With My Heart The Black Eyed Peas 4 E-Pro Beck
1 Hollaback Girl Gwen Stefani 20 Karma AliciaKeys 5 Little Sister Queens Of The Stone Age
2 Hate It Or Love It The Game f./50 Cent 6 B.Y.O.B System Of A Down
3 Candy Shop 50 Cent Urban 7 The Clincher Chevelle
4 Lonely Akon 1 Slow Down Bobby Valentino 8 Sooner Or Later Breaking Benjamin
5 Since U Been Gone Kelly Clatkson 2 Oh Ciara f./Ludacris 9 Mr. Brightside The Killers
6 Lonely No More Rob Thomas 3 [ Thing Amerie 10 Happy? Mudvayne
7 Speed Of Sound Coldplay 4 U Already Know 112
8 Obsession (No Es Amor) Frankie J f./Baby Bash 5 Wait (The Whisper Song)  Ying Yang Twins Country
9 1 Thing Amerie f/Eve 6 U Don’t Know Me TI. 1 It’s Getting Better All The Time  Brooks & Dunn
10 Boulevard Of Broken Dreams Green Day 7 Number One Spot Ludacris 2 Anything But Mine Kenny Chesney
11 We Belong Together Mariah Carey 8 Hate It Or Love It The Game f./50 Cent 3 Gone Montgomery Gentry
12 Mr. Brightside The Killers 9 T'm A Hustla (Hustla’s Anthem) Cassidy 4 That’s What I Love About Sunday ~ Craig Morgan
13 Slow Down Bobby Valentino 10 Candy Shop 50Cent 5 My Give ADamn’s Busted  Jo Dee Messina
14 Disco Inferno 50 Cent 6 Homewrecker Gretchen Wilson
15 Switch Will Smith Modern Rock 7 If Heaven Andy Griggs
16 Some Cut Trillville f./Cutty 1 Be Yourself Audioslave 8 What’s A Guy Gotta Do Joe Nichols
17 Holiday Green Day 2 The Hand That Feeds Nine Inch Nails 9 Honkytonk U Toby Keith
18 Goin’ Crazy Natalie 3 Beverly Hills Weezer 10 Baby Girl Sugarland

The DJ Swap Shop

For Sale: Game Show Mania Face Off sys-
tem. Like New. Perfect condition. $900.00
OBO. Email nddiscjockey@yahoo.com.
(701) 391-0392

Wanted: Enclosed trailer for DJ service.
Must be in good shape. Call 888-473-8005
or email pics and prices to SpotlightEnt@s
bcglobal.net.

For Sale: Complete DJ Unit: Crossover,
Woofer, Equalizer, Maximizer, Amplifier
Speaker, lights, Speakers all the hook
up cords, Mini-Disc Player,Recorder,
Denon CD Player, and more. 219-923-
3678 or e-mail me for a list and picture
JOHNMDJ@AOL.COM.

For Sale: 1999 Ford E250 White Extended
Cargo Van, Only 61,750 miles on it and
is in perfect condition, CD player, Air
Conditioning, Cruise Control, Alarm
System, 5.4 L V8 PFI SOHC 16v Engine.
NADA GUIDE Price is $10,375, asking
$9,500. 715-235-7769

For Sale: Various DJ mixers ( Numark
and Gemini ), (4) Peavey Mid range and
(4) Peavey 18” sub cabinets, great for large
venues or schools. (2) Numark CDN-34 dual
CD players. (4) Crown PB2 ampliers, various

crossovers, eqs, and BBE processers in racks
or will sell seperately. 1) 1992 Ford E150
cargo van. 169K Runs good. $1750.00 or
best offer. Call for info or pricing on what
you’re interested in. 651-697-0024 or 800-
557-6220

For Sale: 2 Used Vertipro’s, 1 used aggresser,
1 used pair of B-52 LX-18E’s, 1 used pair of
sonic T215FR’s, 1 Used Light truss (Ameri-
can DJ LTS-50), Used Par Cans, Gemini Cd-
240. Call for offer. 877-357-7467

For Sale: Used CD’s, hits from the 50°s -
90’s, discs from $1-$5 each. 320-285-5263

For Sale: (2) Peavey SP2 XT, 15” bi-am-
plable full range speakers, good condition,
sound great $300 for pair. 815 251 4211

For Sale: Never used MoboLazer ML8-5RG
with G-Scan head and smart pad controlled
scanning and test system, purchased in 2000,
never used. $2500; (4) Martin MX-4’s fix-
tures with 2510 controller, includes cables,
$1800; 1 ETA Imagenation series micropro-
cessor lightint controler with (8) 3000 watt
par cans and 2 Lighttronics AS-40 4 channel
600 watt per channel dimmer, excellent con-
dition, $1500. 319-644-3586

The DJ Swap Shop

Buy ¢ Sell e Trade

Disc Jockeys...

Advertise your used item here 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.

Press Releases

Submit your press releases to the Disc Jockey News by email at djnews@meltel.net

Graphic Designer With Deep DJ Roots

Designs, Prints and Ships Cards For
DJs Everywhere

You never get a second chance to make
a first impres-
sion, and for
professional
DJs, this
often means
leaving a
power-packed
business card
behind  with
a prospective
client. “DlJs,
who hand out generic off the shelf cards,
may be missing the boat, according to
Brian Dowdle, a talented graphic designer
who has worked in the DJ and entertain-
ment business for over a decade.

“Being a successful DJ is all about gen-
erating excitement, good times and glitz,
without going over the top,” said Dowdle.
“A good, professional business card should
be the first step in showing the world that
you understand this mission; I believe a
good first impression means everything.”
With this in mind, Dowdle, launched his
custom business cards for DJs campaign
a little over a year ago, and DJ custom-
ers have been contacting him ever since.
“We’ve gotten a lot of interest from DJs all
over the country,” he said. “DJs who see
our work appreciate that we understand the
industry. They also know that by project-
ing the right image, and informing people
about the different services a DJ offers, a
good business card will pay for itself many
times over in terms of increased sales.”

DJ’s who want to take a gander at
Dowdle’s work can visit his agency’s
website, www.dowdledesign.com. The
cards are vivid, colorful and alive, but al-
ways tasteful. They feature full color, bold

graphics, and unique design treatments.
“We’ve been serving a number of different
DJs, but we don’t do cookie cutter cards,”
said Dowdle. “Each of our cards is unique.
We don’t only want to get the right look;
we also make sure to include relevant
information about the particular DIJ’s
strengths and services to drive sales. This
is an advantage we have that comes from
knowing the DJ business so well.”

Dowdle Design’s goal is to provide
superior service to it’s clients focusing
on both the graphics and marketing. “I’ve
had nothing but great feedback from my
clients,” comments Dowdle, “and 1 will
continue to provide professional, indi-
vidualized service to each Disc Jockeys
needs.”

Dowdle Design offers a full menu of
graphic design services including: busi-
ness cards, postcards, tri-fold brochures,
custom design, logo creation, printing and
shipping. Prices vary depending on project.
Money orders and PayPal are accepted. For
more information, contact DowdleDesign
at www.dowdledesign.com, call 626-252-
2720 or e-mail: brian@dowdledesign.com

M.A.P.D.J. Announces Convention
Speakers

The Midwest Association of Profes-
sional Disc Jockeys announced their list of
speakers for the fourth annual November
disc jockey convention.

Speakers for the three day conven-
tion include: Brain Kelm, Mike Walter,
Rob Peters, Phil Trau, Charles Beam,
Jeff Richards, Chuck Tomkovick, Randy
Bartlett, Scott (Game Master) Faver, and
Todd Mitchem.

The convention will be held on Novem-
ber 6-8th, 2005 at the Sofitel, Bloomington
(5 minutes from the Mall of America).

For more information, visit: http:
/Iwww.mapdj.org
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MUSIC « VIDEO ¢ GEAR
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PROMO ONLY
THE INDUSTRY STANDARD OTHERS CAN ONLY COMPARE TO....

The Complete Source For Djs

= High quality CDs & DVDs filled with the music you need now!
= High end equipment, expertly recommended by our staff of DJs
= Unbeatable customer service and a staff here for you!

-3600 Www.promoonly.com

This werdce is Tor profestionals only, you must meet
guaablicatios requaements, not svallible 1o the geaeral pulilic
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A Letter From Kentucky

by Seth Godin

Jeff Reed writes,

I am the music director of an orchestra that
is entering its sixth season, which is located in a
town of 50,000 people. Our budget was about
$15,000 the first season and it will be nearly
$500,000 this season. We have always had bal-
anced budgets and will finish this season (ends
July 1) with about a $20,000 surplus. This is
happening at a time when many orchestras have
ended in bankruptcy or are finishing with large
deficits. I owe much of our success to you.

Having read several studies on why orches-
tras are failing, 1 have learned (which came
as no surprise), that people these days don’t
want to hear one type of music (which is what
orchestras usually offer-only classical) and that
audiences get bored without a visual element in
a concert (merely watching the musicians isn’t
enough).

To respond to these studies, we created what
we think is a purple cow: an orchestra that pro-
grams Beethoven and the Beatles on the same
concert (usually, orchestras perform only “se-
rious” music on one concert and have a pops
orchestra to do the “light” stuff--they usually
use two different orchestra names, even though
the same musicians do both concerts!). All of
our concerts are centered around themes which
tie the various musical styles together, often
with an added visual element on a screen above
the orchestra. For example, we did “That ‘20s
Show” which featured “serious” music from the
1920’s by Shostakovich, a commissioned film
score to accompany a silent film (the orchestra

played the score while the audience watched the
film on a screen above the orchestra), and popu-
lar songs by George and Ira Gershwin. We did
a bluegrass concert that featured Copland’s
“Appalachian Spring,” standards performed
by a Bluegrass band, and a new composition
for bluegrass band and orchestra.

I don’t know how remarkable all of this is
nationally or internationally, but it is certainly
working in Bowling Green, KY. Our audiences
have grown from 100 the first season to an aver-
age of 800 this past season (some concerts sell
as many as 2,000 tickets).

I just finished reading “All Marketers Are
Liars.” My question is: what story are we tell-
ing or should we be telling? It seems like we
are telling quite a few, for example: (1) orches-
tras don’t have to be boring (which deals with
a common perception); (2) We think outside the
Bachs (sorry for the pun), which seems to make
people feel good about the fact that they want
to hear several different types of music and that
they aren’t stupid if they get bored listening to
some classical music. All of our season themes
are along those lines: Anything Goes, Thinking
Outside the Bachs, Bluegrass to Baroque, etc.

I thought it would be fun to answer Jeff’s
questions on this article. The fact is, he’s al-
ready 99% of the way there (through no fault
of mine!)

Most orchestras are run by people who are
focused on the “truth” of what they do. They
are performing the canon, doing it with skill and
passion. They offer their community the best of

what they are able to produce, and hope that
those that are intelligent and genteel enough ap-
preciate what they have to offer. If people don’t
come, it’s some sort of commentary on the de-
clining state of our culture, not, in their view, a
reflection of the story they re telling.

Every once in a while, a traditional orches-
tra decides to go slumming to raise money.
They program a Pops concert or bring in PDQ
Bach. The problem with this is that they’re still
talking to the very people they always talk to,
so it’s not enough. That, and because it’s seen as
an extra, a lesser task, few orchestras really get
very good at this sort of programming.

Jeff, on the other hand, has figured out a
totally different way to look at the situation.
It starts by understanding worldview. There is
certainly a tiny population in Bowling Green
that walks around with the worldview, “I love
traditional classical music and will pay to see it
live.” These people would be an easy sale, but
there are very very few of them.

There’s a much larger group that has a
worldview that says, “I'm interested in live
music and enjoy an evening out. I want to do
something fun and something that doesn’t make
me bored or feel stupid.” These people are the
kind of people who read movie reviews and
movie ads--not because they have to, but be-
cause they want to. They are the kind of people
who don’t skip over the entertainment section
of their local paper.

In walks Jeff’s group with a simple story,
well told. “We’re not slumming, we don’t look

down on you and we’re here to have fun, too.”
By taking advantage of clever programming,
slide shows and other non-traditional tech-
niques, Jeff is busy putting on a show--a show
that people want to hear.

I don’t think Jeff needs help telling his story.
The challenge is now to make it easy for people
to tell that story to their friends. I’d obsess about
getting permission from my fans (via email,
or a traditional newsletter) and then deliver
regularly news to them that’s easy to spread. I'd
offer “bring a friend” evenings and discounts,
and start pro-
gramming  in
venues outside
of the traditional
theatre.

The  take-
away here is that
if your target
audience isn’t
listening,  it’s
not their fault,
it’s yours. If one
story isn’t work-
ing, change what you do, not how loudly you
yell (or whine). Nice work, Jeff.

Reprinted by permission from Seth Godin’s
Blogs. Seth Godin is a bestselling author,
entrepreneur and agent of change. He is
author of six books including the very popular
Unleashing the Ideavirus. For more information
on Seth Godin, visit http://www.sethgodin.com.

Technical Support

Bimonthly Magazine

Accreditation Program
24/7 Emergency Hotline Number

DJs & KJs,

Do you want more of this

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

e |nsurance - the best coverage and lowest rates available

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

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

The largest association for professional mobile entertainers in the United States

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

N.A.M.E. offers FULL TIME staff, service & benefits

toll free for a free membership package
1-800-434-8274

www.djkj.com

National
Association of
Mobile
Entertainers




MIDWEST DISC JOCKEY NEWS ¢ JUNE 2005 » PAGE 19

3 Ilocations to visit

Connecticut Massachusetts Florida
1 i ;
e B

2600 State St. 79 Swansea Mall Dr. 860-864 E. Oakland Park Bivd.
Hamden, CT 06517 Swansea, MA 02777 Ft. Lauderdale, FL 33334
Ph.203-230-2449 Ph.508-730-2200 Ph.954-563-9000
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DJ World Store o

Earn Extra Money We Will Not Prime Locations
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in the Industry Be Undersold Still Available
For more information 1-800-552-4478 or www.DJWorld.com For more information: 1-800-552-4478 or Karl@djworld.com

www.djworld.com The World’s Largest DJ-Only Superstore
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The Area’s #1 Supplier

of PRO DJ

SOUND & LIGHTING Equipment
www.metrosoundlighting.com " PA. Lighting o Dj .

1731 University Ave. W., St. Paul

(651) 647-9342 o Recording e Karaoke ¢

Dual Scanners with

Dual Portable D] fixtures Controller System

MP3/CD Player 250 Watt fixtures with

quad-beam barrel mirrors
Super WOW-factor at only $349!

Nine cool fixtures available

Stop in & check it out! Starting at 159!
Now on SALE—under $400!

B )

_PLX Series_

Light-Weight
Power Amps
Dual

MP3/CD Player ‘ | Only 21 Ibs with up to
ectable frequencies 1100 watts/side at 4 ohms!

Feature-packed and only $499! P g at under $400! Starting at under $600!
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See you at
“Dyi NMight Owut”—Jlune 21ist!




