The Disc Jockey News

Northern Disc Jockey Conference 2007

Look for coverage of the 2007 event in the December issue!




PAGE 2 ¢ DISC JOCKEY NEWS « NOVEMBER 2007

Disc Jockey News _
Mix more. Stress |ess.

Phone: 320-285-2323
Fax: 320-285-5264
Published by The Disc Jockey News
Corporation

President/Editor Mega Seg IS bl,“lt fr(}m thE ground Up to
Lori Young
320-285-2323 offi .
3 e e work on the Mac platform for superior

editor @discjockeynews.com

stability and a clean simple interface.

Sales Manager

John Young A . .

sales @discjockeynews.com It's also very powerful, with integrated

320-285-2323 office
612-597-4499 cell

Sales/Writqr
Amber Benning Video Playlist for non-stop eye candy,

amberbenning @discjockeynews.com
320-285-2323 office

218-310-2619 cell and the ability to mix music from your Megase e o

Sales:

. iTunes library — including purchased djgoﬁyyarg

playback of music videos, an Ambient

320-285-5264 fax
sales@discjockeynews.com music frﬂm thE iTunes Store!

Classified:
http://www.discjockeynews.com
swap @discjockeynews.com

Press Release Blog:
http://www.discjockeynews.com/dicjockeynews
press@discjockeynews.com

Deadlines: Advertisement deadlines are the 20th
of the month. The publication is distributed to all
zones on the 1st of every month.

Letter to the Editor: Questions can be submit-
ted to the editor or writers of the paper via mail,
website blog or email. All letters must have
complete contact information included for use
and publication. Personal information will not
be published in the letter areas.

I

I

I ¢ i)

- B000081

L

Classified ads: Personal classified ads are free
for the first 30 words and $.50 per word there
after. Classified ads must be paid in full prior
to publication. Ads can be submitted via mail
with an accompanying check or they can be
submitted via email. We reserve the right to edit
or reject questionable ads. Classified ads taken
via telephone will receive an additional $2.00
handling fee.

|@®'@id®

i e

Subscriptions: Subscriptions to the Disc Jockey
News are free to all disc jockeys and entertain-
ers. Subscriptions are available through sign up
on the website.

Advertising: Our ad takers have no authority to
bind this newspaper and only publication of an
advertisement shall constitute final acceptance
of the advertiser’s order.

Download the free demo today at
submitted via email or CD to the Disc Jockey Meg aS eg_com

News by advertisers. Releases may be edited for
content and size.

Press Releases: Press releases and photos can be

Photos: Photos can be submitted to the Disc

Jockey News via email. Photos must be in jpg < s _ Chey!

format with a minimum of 1500 pixels (300 dpi at MegaSeg, ..,..\::_rn:?_-._..:f ;.r.j.s;:. T::::.-: fp';::}:;hqg. f‘.ulerlzr Media, Inc
5 inches wide) for publication. = Media T o th frioragaingal e

The Disc Jockey News is published monthly

by The Disc Jockey News Corporation, 29442
120th St., Grey Eagle MN 56336.




DISC JOCKEY NEWS « NOVEMBER 2007 « PAGE 3

P.H.D.... Pricing Habitually Downward

By Dude Walker

Investing time into marriage data research offers
insights that can be unsettling. Gaining the necessary
knowledge to adjust business plans is always prudent.
Navigating changes requires continuing education and
honest self reflection. Oddly, these are characteristics that
seem to threaten some MDJs. Repudiating facts doesn’t
diminish their existence, it merely underscores the ig-
norance of those that cannot grasp the information. Ac-
knowledgment of facts contrary to personal perspectives
doesn’t suggest weakness. Nevertheless, there are those
that will argue defiantly... and with disdain to distort the
following information. To some, a head covered with sand
must seem more comfortable.

Did you know that since 1946, USA population has
increased over 100%, yet there are fewer total marriages
occurring today. Interestingly enough 158 million more
people are producing (-129, 233) fewer marriages. So
why the deficit? Could this continuing trend mark the end
for most MDJs?

Just take a few minutes to look over the final mar-
riage numbers for 2006 published by the CDC. <www.
discjockeynews.com/stats.asp> Offering an unprecedent-
ed historical low marriage rate of 7.3 weddings per thou-
sand. Carefully understand that the marriage rate is not a
percentage of the population but a ratio of marriages that
occurs per thousand in population. Knowing the differ-
ence significantly changes the potential economic land-
scape if you’re a wedding oriented MDJ. Economics of
supply and demand illustrates that more MDJs competing
for fewer weddings will entice price based competition.
Yet, that is the worst possible outcome wherein MDJs
will find themselves in most cases performing the same
or fewer events for less revenue and increased produc-

tion costs. So in the end there is no definitive economic
gain and the market ultimately becomes more unstable as
a result.

Taking a look at the past decade reveals profound
changes in marriages. How can 37 states report marriage
numbers lower (-188,875) than a ten year average while
the USA population increased by 33 million? Identified
states are: AL, AK, AR, CT, DC, ID, IL, IA, KS, KY, LA,
ME, MD, MA, MI, MN, MS, MO, NE, NV, NH, NJ, NM,
NY, NC, ND, OH, PA, R, SC, SD, TN, TX, VT, VA, WA
and WI. Narcissistically, there are MDJs that refuse to
acknowledge this significant market shift. Kindless boors
that feign wisdom, talent and free enterprise, yet sell their
services at the lowest price point, supported by various
outside employment.

Technology entices more to enter the MDJ industry.
How can lower marriage numbers support a greater MDJ
population? Absorption factor is changing the landscape,
wherein 10 MDJs that used to compete for 500 events
have been replaced by 40 MDJs competing for 376
events. Tragically, the fewer events are being sold below
a rate capable of sustaining an autonomous livable wage.

Taking into account the gainfully under-employed
American. How can adding a financial load to a low pay-
ing job improve your financial well being? Is the idea of
owning a business worth more than the productivity of
that business? Negative attitude? Give me a break! Soci-
ety expects that we engage ourselves better than slackers.

Astute MDJs can appreciate the idea that every MDJ
system should be priced and marketed at a level capable
of providing fulltime employment with benefits for the
talent behind that system. Realistically, it’s a responsible
goal and not a situation of the “I'm a high paid wedding

DJ” mindset. Economics 101 dictates that survival is
based upon profitability capable of sustaining growth.

Frankly put, if a MDJ could survive on 50 events per
year... 1,362 MDJs would need to cease business opera-
tions due to the shortfall from 2005-2006. If you take a
look at the last decade, 3,777 MDIJs should cease business
operations. Nevertheless, more MDJs enter the industry
every year. Emulation does not a make entertainer...nor
does it make a business.

Partisanship against the “worth movement” is a cu-
rious self recrimination. Ultimately, who came up with
the cockamamie idea that the “worth movement” is more
deserving of greater rewards? Labor, whether physical or
mental is deserving of remuneration. Lowering the value
of what we do by process and competition is a lose-lose
scenario.

Youthful innocence has a unique way of turning into
experienced ignorance. Ordinary problems become in-
surmountable when the “your little world” or “living in
a bubble” cards are played. Usually, by those without the
capability to see beyond their immediate comfort zones.
Retributive attacks are the canonry of those most easily
embarrassed and exposed.

Having had the recent opportunity to speak face to
face with nearly 100 MDJ owners regarding their respec-
tive markets across the USA, even in areas of statistical
marriage growth, evidence of retrogression exists. Even-
tually, you would think that the low end would cease to
exist. Apparently, the low end expends considerable time
working additional jobs or devising schemes to exploit or
cheat their way through business. Despicable would best
describe to anti-business MDJ.

Optimism is a good thing. Utterly necessary for hope

to exist. Tempered only by the perseverance of identify-
ing a business challenge and addressing it with the best
knowledge and long term economic plans in mind.

A simple test to validate your business viability is to
ask yourself if lowering your rates will guarantee an in-
crease in your bookings and bottom line? Needless to say,
those that answer YES are destined to failure in a race to
zero in today’s competitive market. Defined only by the
willingness to sacrifice take home pay greater than that
of their competitor.

Fathom the possibility of earning a living 100% in-
cluding health insurance and retirement as a MDJ. Any-
one who imparts that you can’t or shouldn’t earn a living
as a MD]J represents everything that is broken within the
MDJ industry. Customers that resist pricing at a livable
wage do not deserve your talents and skills. Expressing
that fact is solely your responsibility.

Take the time to evaluate your business strategies and
properly reflect every business related expense. Having
the foresight to anticipate contract volume could yield
the same bottom line with less involved expense and li-
ability exposure. Effectively offering a greater return and
increased business respect amongst peers.

Facts are facts, marriages are down and competition
is still on the rise. Aggressive pricing is not the answer.
Choosing an attainable level of performances and de-
manding a livable salary associated with those perfor-
mances is the key. Take the initiative and give yourself a
deserved raised. Say NO to those that resist your livable
wage or leave and make room for someone that can.

Dude Walker can be reached at dudewalker@disc-
Jockeynews.com.
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Got Satisfied Customers? No, You Got ‘Vulnerable’ Customers
By Jeffery Gitomer

One of the main reasons “customer satisfac-
tion” is a meaningless statistic is that it’s not
predictable, let alone measurable, as relates to
business growth.

Right about now all customer satisfaction
people, from marketing to award companies, are
writing me off as a “know-nothing” human who
has no concept of business. “You MUST have
satisfied customers or you can’t build a busi-
ness.”

Wrong SAT-score breath. Way wrong.
“Satisfied” is the LOWEST level of accept-
Y able  customer
service. Any ho-
tel in the world,
can  guarantee
satisfaction be-
cause they can
easily fix what’s
wrong and count
you among
their  minions.
But they won’t
guaranty loyalty.
THAT  would
take work.
: Satisfaction
is NOT an action
taken because something is wrong or something
broke. Oh no, satisfaction is a feeling — and an
indicator of future business.

Enter “loyalty.” The real measure of cus-
tomer response and value. I only care about two
things in my relationship with a customer:

1. Will they do business with me again?

2. Will they refer someone else to me?

Those are the real measurements of success.

Why would I want to measure satisfaction when
it has nothing to do with a reorder? Why would
I want to measure satisfaction when it does not
ensure that the customer will stay with me?

You may say that satisfaction leads to loy-
alty. I will say you have plenty of customers that
are never satisfied but still remain loyal to you.

It would seem to me that there are plenty of
other words that you could use besides satisfac-
tion that can measure the level of likelihood that
a customer will continue to do business with me.
Words like happiness, delight, memorability,
service excellence, and WOW! are all ten times
more powerful than the mediocre “satisfaction.”

If you want to know the real silliness of sat-
isfaction, take a look at the airline industry and
telecommunications companies. JD Power gives
awards for customer satisfaction, and the compa-
nies they give them to, pathetic at service, put
big banners up on the wall, proclaiming victory.
If it weren’t so laughable, you’d get upset about
it. But it’s so silly; you just shrug it off.

These are the same companies that turn over
as much as 20% of their customers annually,
and have the highest FTC and FAA complaint
numbers of any business in the universe. If these
same companies spent as much training their
people to serve memorably as they do hanging
banners all over the place, they might actually do
the one thing their shareholders are hoping for...
retain customers.

Take a look at your own company. How
many customers did you lose last year? You
may have claimed they were satisfied, and then
whined to your boss that you lost them to a lower
price. Maybe a better definition of satisfaction
than mediocre would be vulnerable. All satis-

fied customers are vulnerable to the competition,
your competition. You may be suffering from
loyalty leaks.

Rather than concentrate on customer satis-
faction, now’s the time to make a game plan that
protects your customers from your competitors.
What are you willing to invest to ensure that you
don’t lose your best customers to the competitors
you hate the most?

And in that equation, is satisfaction one of
the words that will create insurance? No, Sparky,
your competition is HOPING that your custom-
ers are satisfied -- vulnerable and ripe for the
picking to their memorable service and value-
driven actions.

Take a look at what drives loyalty. You may
say airline miles. | say airline miles are forced
loyalty. The essence of real loyalty is perceived
value combined with memorable service. Ask
Nordstrom. Ask Lexus. Ask anyone who leads
their field, and they’ll all scream “Great service
breeds customer loyalty.”

As the New Year approaches, it’s time to re-
new all of the practices you used to when you
first started in business. The enthusiasm, the be-
lief, the desire to serve, the attitude, and the self-
confidence that you could help anyone regardless
of what it took. And you did it, no matter what.

Take these two actions before the year is
out:

1. Call your top ten customers. Invite them to
a celebration. Have a creative value-driven con-
ference for a day or two that rewards them, and
challenges them that you seek to be better next
year, and need their collaborative help.

2. Have everyone in your company cre-
ate five new ideas of what they can do to serve

better and recover better. Reward the best ideas
with a thank you, and money. Then reward your
customers by implementing these ideas on their
behalf.

If you concentrate on helping your customer
win, if you concentrate on helping your custom-
er profit, if you concentrate on creating a service
culture rather than a sales culture, loyalty will
increase, and sales will increase organically.

REALITY CHECK: Listen for the phone. It
contains your report card. Not just reorders, but
every day someone should be calling your com-
pany telling you that they were speaking with
one of your customers who INSISTED that they
call you and place an order.

Satisfaction is not a measure of anything. It’s
an indicator, but not a measurement. The real
measure of how it’s working at your company is
an unsolicited referral. They tell you that every-
thing is working so well that someone is talking
about you with such passion and enthusiasm that
it creates a proactive phone call and an order.

That creates real satisfaction. The satisfac-
tion of hearing your cash register ring.

If you would like one more great loyalty
idea, go to www.gitomer.com, register if you’re
a first time visitor, and enter the words LOYAL-
TY IDEA in the GitBit box.

Jeffrey Gitomer is the author of The Little
Red Book of Selling and The Little Gold Book
of YES! Attitude. President of Charlotte-based
Buy Gitomer, he gives seminars, runs annual
sales meetings, and conducts Internet training
programs on sales and customer service at www.
trainone.com. He can be reached at 704/333-
1112 or e-mail to salesman(@gitomer.com.
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The Q Corner, Where Quality Meets Quantity

By Mike Walter

I’ve always felt that Thanksgiving is
the best of all Holidays. First of all it’s
secular so everyone can enjoy it. Plus
there’s no gift-giving involved so the
materialism or commercialism that can
mar Christmas doesn’t get in the way.
It’s all about spending time with Family
and eating your face off and then relax-
ing in front of the tube to watch some
football. By
my definition,
that’s just about
the best day of
the year!

Every year
what 1 do as
a run-up to
Thanksgiving
is to make a
list of all the
things 1 am
grateful  for.
All the things

that make my life better. And if those
things involve specific people, I’ll pick
up the phone and call them or send them
an email to let them know how I feel.
This year, I’d like to share the profes-
sional side of my list. The people, plac-
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- Promo Only - Get 18 discs
for the price of 12!

. CellCharge - Process Credit
Cards on your Cell Phone!

. Verizon Wireless - Save on
all wireless products and
services

.ADJA Visa Card - 9.9% APR

es and things in the Mobile DJ Industry
that [ am appreciative of. So, in no par-
ticular order, here’s what I am thankful
for this year:

My staff: I have such a great group
of DJs who work for me. They care
about what they do, they are responsible
and they have a true pride for represent-
ing “Elite Entertainment.” I won’t call
myself “lucky” (if you read my articles
regularly you’ll know how I feel about
that word) but I will say that my plan is
only as good as their execution. Based
on the nation-wide recognition that
Modern Bride and The Knot have given
us, both seem to be pretty effective.

John Young: I have had more people
send me comments based on my articles
that run here every month than from
all the seminars I’ve given. This pub-
lication is informative and unique and
I know John and his wife put so much
time and energy into putting it out every
month that they deserve all the appre-
ciation I can give them.

Promo Only. I know there are other
subscription services but I’ve been a
loyal Promo Only subscriber since 1997
and I recommend them to everyone on

EDUCATION

* ADJA exclusive DVD
Instructional Series
featuring key topics

for the professional DJ

* Learn to educate consumers
on how to choose a truly
professional Disc Jockey

country

NETWORKING

« Network with other professionals
inyour city and across the

+ Build and grow YOUR business
and help encourage success
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my staff. I love the fact that I never had
to buy a Britney Spears or Back Street
Boys CD in my life.

John Murphy: The founder of Star
DJs who first hired me way back in
1988. He not only trusted in me to
DJ for him but also gave me a shot in
his office. The things I learned in my
5 years at Star are still the basis for so
much of what I do here at Elite. John
taught me that DJing means entertain-
ing and he also showed me that what we
do is teachable and to never be afraid of
growing your company.

Mobile Beat: Their Las Vegas con-
vention every year is a “can’t miss” for
anyone who is serious about this in-
dustry. The time and energy that they
put into planning and being innovative
is admirable. The 2008 show is still
months away so if you don’t have your
plans made yet, get on the ball!

KC Kokoruz: Networking with oth-
er DJs outside of your market is a great
way to grow as a Mobile DJ business
owner. Years ago I knew very few peo-
ple though. I'd go to DJ Conventions
and sit on the sidelines and wish I knew
that guy or that guy. One day I had the

»weHelp pss
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Their Business"

SUPPORT
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chance to meet KC. We became good
friends and what I found out was that
KC knows everybody. He’s introduced
me to some of the best and brightest
minds in this industry and the contacts
I’ve made through him are invaluable.

Technology: I got a phone call the
other day from one of my sales people.
We had booked a last minute gig. The
event was four days away. Of course
now it’s up to me to get it covered.
Problem was I was on a train heading
into New York City and I wasn’t going
to be back in the office for two days. 1
sent text messages out to three of my
DJs. One of them took it immediately.
I called the office and told the sales per-
son to email the info to that DJ. The DJ
was on the phone with the client before
my train pulled into Penn Station. I can
remember lugging crates and crates of
records out to my gigs and then we went
to CDs and then those “Compact Discs”
became too big and bulky so now we just
play music off laptops. Technology is
great and it makes our jobs (both at gigs
and in the office) amazingly simple.

DJ Times: Ten years ago | was a

Continued on page 8
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Starting From Scratch
By Jeff Richards

Starting from scratch is a monthly column
that will help those new to the Disc Jockey
industry. Each article will cover what it takes
to be a successful mobile DJ. Today’s topic:
Registration of your Business.

The first step in creating a professional,
legal business is the registering of your busi-
ness with the city, county or state where your
business is located.

Every state can be different; some states
do not require registration with the Secretary
of State but have other rules & regulations to
follow on a city or county level. Some states
require a license to operate a business. De-
pending on how your business is set up (Sole
Proprietor, L.L.C. INC.) may decide how
you need to file with your government. You
should check with a licensed C.P.A. and your
Secretary of State’s office.

In my state of Minnesota and many oth-
ers, to legally operate any business, be it a
store front in a mall or professional building
or a home based business, the law requires
you to register with the state in order to be
considered a legitimate business.

Before you attempt to register your busi-
ness take the time to go to your Secretary of
State’s web site to check to see if your busi-
ness name is already in use or available to
be used. Only one exact same business name
per state is allowed at a time; excluding Cor-
porate or Franchised Businesses. You may
need to modify the name or even completely
change your business name if it has already

been registered.

You can also go on line to see if your
business name is being used in other states
and then decide if you would like to register
the name with the U.S. Government thus giv-
ing only you the legal use of the name any-
where in the nation. This will be more time
consuming and much more expensive, but if
you feel you have a unique name and do not
wish others to use it, then this would be the
way to go.

The registration paper work in most
states are only a one sheet form that you can
down load off the internet to fill out and file
with the Secretary of State along with a filing
fee which is typically around $25.00. They
will then inform you by mail if your name
& registration have been accepted. The name
could have been taken between the time you
checked the web site and the time they re-
ceived your request. Once approved you will
need to file a legal notice of business in a
“qualified legal newspaper” for two consecu-
tive issues in the county the business has its
principal or registered office. Please check
with your particular Secretary of States of-
fice for the exact details.

Registration of the business will last for
ten years and will need to be renewed every
ten years to keep the files up to date. Dur-
ing those ten years if you change ownership,
make any changes to the name or the location
of the business; you are required to resubmit
the paperwork with the state.
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I recently renewed my registration and
found that if I was to file my legal notice in
the major metropolitan newspaper for two
days it would have cost me approximately
$350.00. I checked with the Minnesota Sec-
retary of States office and they suggested
several smaller, local newspapers to place the
ad so I checked into them. For only $35.00 I
got the exact same ad in the local small town
paper as the Metropolitan newspaper wanted
for $350.00. A little investigation time saved
me a lot of money.

You maybe asking yourself “Why should
[ register my business with the state, other
DJ companies don’t?”” The reason is just this
simple....It’s the Law! If you wish to be an
upstanding, ethical and professional business
person with a positive reputation then you
should take the steps necessary to show your
clients that this is who you truly are. You can
even use this to your advantage when being
interviewed by perspective clients. Don’t
worry about what the other guy is or is not
doing. When they get caught by the govern-
ment for running an unregistered business
there will be fines to pay. If they have been
doing so for an extended period of time, a
possibility of jail time will be added. The
LR.S. will get involved and can charge them
with tax fraud for not listing the business and/
or paying the taxes on it. If they are a mul-
tiple operation business this can lead to some
serious legal problems with the local as well
as federal authorities. The money they may

have saved by not registering the business
and/or paying their taxes will mean nothing
to what the fines and possible jail time will
be for them.

In states like Wisconsin they do not re-
quire a “Sole Proprietor” business to “Regis-
ter” with the state but offer what is referred to
as a “Trademark” on the business name. What
this does is basically the same thing as be-
ing registered with the state by protecting the
business owner the use of a particular name
without the fear of another business starting
up with the exact or extremely similar name
and possibly causing your business harm by
hurting the reputation of the name shared by
the two of you.

Even if you are just a guy who does a few
parties a year, works out of your home and
does very little to no advertising, you will
still need to register your business in order to
be a “Legitimate” legal business.

Read Jeff’s blog at www.discjockeynews.
com click on the Blog/News button then click
on “Starting from Scratch”

To respond to Jeff's column send an e-
mail to jeffrichards@discjockeynews.com.
Jeff Richards has over 25 years of experience
as a DJ/Entertainer and is the Executive Vice
President of the Midwest Association of Pro-
fessional Disc Jockeys, He speaks at Nation-
al DJ Conventions and for local DJ Associa-
tions. Jeff also offers private consultations to
DJ services.
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Continued from page 3

regular attendee at DJ shows and I felt
a burning desire to speak at one. I ap-
proached the powers that be at DJ Times
and they gave me my first shot. They
liked me enough to have me back and
since that initial opportunity I have had
the chance to speak in front of thousands
of DJs and share my message of recruit-
ment and training.

Randy Bartlett: There are so many
DIJs across this country who [ owe a debt
of gratitude towards but Randy stands
out. He is someone I respect greatly as
an entertainer (not as a business person
—kidding Randy) I call Randy often and
he is always receptive to my questions.
His “1% Solution” DVDs in my opin-
ion have had a huge positive effect on
our industry and I’ve personally showed
them to my staff regularly as a way of
stepping up our own performances. To
me Randy is like the old “EF Hutton”
commercials, when he speaks, I listen.

DJ of the Year finalists: For the past
seven years I’ve produced the DJ of the
Year Competition in Atlantic City. My
job is easy. The DJs and Entertainers
who have the creativity to put together
a routine and the guts to get in front of
their industry peers and perform it are
doing all the hard work.

The Chat Boards: Between DJChat
and ProDJ I’m never bored at my desk.

“l will make sure that this valuable and important resource is given fo each of my clients
as they prepare for the most important day of their lives." —Ron Ruth of Ron Ruth Weddings

If I’ve caught up on everything and I
have a moment to myself, I just jump on
one of those sites and get involved in an
interesting thread. I know Sid Vander-
pool and Ryan Burger do tons of work
behind the scenes to keep these infor-
mative sites up and running for us and
for that I thank them both.

Our clients: We as a company and we
as an industry would be nothing without
our clients. They not only pay our fee
(which affords us to have the lifestyles
we have) but they refer us to others as
well. As good as we may be, we’d be
nothing without our clients.

I hope that you have a had a success-
ful 2007 (whatever that word “success-
ful” means to you personally) If you
want to try a great exercise in appre-
ciation, sit down with a blank pad and
make a similar list, all the things person-
ally and professionally that have made
your life better this year. And then, if
you want to make someone’s day a little
brighter, give them a call and let them
know it.

Happy Thanksgiving!

Mike Walter is the owner of Elite
Entertainment of New Jersey and a na-
tionally recognized expert in the area of
multisystem company development and
staff training. You can contact Mike at
mikewalter@discjockeynews.com.
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9 Things You Must Do

By Dr. John C. Maxwell

Oprah Winfrey and Anderson Cooper
are two of the most popular media person-
alities in America. Yet, their backgrounds
hardly could be more dissimilar. Oprah was
born to unmarried teenage parents in rural
Mississippi. Anderson’s mother was fash-
ionable railroad heiress, Gloria Vanderbilt,
and his father was a successful writer/edi-
tor in Manhattan. Oprah grew up in pov-
erty, spending her childhood in the inner-
city ghettoes of Milwaukee. Anderson was
born into wealth. He appeared with his
mom on The
Tonight Show
when he was
three, and he
modeled for
Calvin Klein,
Ralph Lauren,
and Macy’s as
a child.

Yet, for
all of their
differences
(background,
race, and gen-
der), Oprah
Winfrey and Anderson Cooper have un-
mistakable similarities. At some level, they
resemble each other. They have an aura of
success that identifies one with the other.

For example, both Oprah and Anderson

Cooper consistently deliver. Whether it’s a
talk show, a book club, or a cause she has
adopted, we can rely on Oprah’s candor,
inspiring energy, and excellence. The same
consistency can be attributed to Anderson
Cooper. One night he’s reporting from New
York, the next night from Cairo, and he’s
in London the day after that. Yet, when we
turn on CNN, we can count on him to be
poised, polished, and deliver the news with
excellence.

What is it about successful people, like
Oprah and Anderson Cooper, who, although
completely different in background and
style, are almost identical in their approach
to work and life? In his book, 9 Things
You Simply Must Do to Succeed in Love
and Life, Dr. Henry Cloud passes along
his observations of nine principles com-
monly practiced by the successful people
he knows. The book drips with leadership
application, and I would like to take this
lesson to summarize Dr. Cloud’s insights.

Principle #1: Dig It Up

Each person has a treasure trove of abil-
ity inside of them. Everyone has dreams
and desires lodged within their soul. Why
do some people dig deep and take hold
of their dreams while others let them drift
away?

According to Dr. Cloud, successful
people give sustained attention to what stirs

within them. They find outlets for their pas-
sions. Exercising their strengths is non-ne-
gotiable.

Principle #2: Pull the Tooth

Many people I know have an irratio-
nal fear of the dentist’s office. The idea
of someone poking and prodding in their
mouth fills them with dread. Amazingly,
some people are afraid to the point where
they would rather suffer discomfort day af-
ter day rather than undergo the temporary
pain of a visit to the dentist.

As Dr. Cloud has observed, successful
people go to the dentist. They face their
fears and make the appointment. They pull
the tooth that is causing the nagging ache
and, by enduring the pain, they come out
better on the other side.

Successful people refuse to carry their
baggage through life. They confront their
hurt, disappointment, and anger early, and
they seek emotional freedom from life’s in-
juries. Likewise, successful people quickly
recover when they fail. Rather than suc-
cumbing to a downward spiral of disap-
pointment (or even depression) they come
to terms with the failure, make course ad-
justments to their lives, and move on.

Principle #3: Play the Movie

Dr. Cloud recommends the exercise of
playing a movie of your life in which you
are the hero or heroine. What traits does

* No software to load
* Access from anywhere

your character have? What happens during
the plot of the movie? Who do you starring
alongside you? How does your movie in-
spire the people in the theater?

Most people live their life and then look
at it. Do the opposite. Look at your life and
then live it. Envision and step toward the
future you want to experience. Don’t wake
up one day to realize that your life is like
a B-grade movie—you don’t want to leave
in the middle, but you would never want to
watch it again!

Principle #4: Do Something

Dr. Cloud’s fourth principle is short and
to the point: successful people do some-
thing. They initiate, create, and generate.
Successful leaders are proactive as opposed
to reactive. “They do not see themselves as
victims of circumstances,” Cloud writes,
“But as active participants who take steps
to influence outcomes.” Their days and
their lives are controlled by internal moti-
vations rather than external currents.

In a similar vein, successful people take
ownership for their destinations in life.
They don’t assign blame; they welcome re-
sponsibility. They refuse to cede their free-
dom to others and live dependently. The
successful person has done leadership’s
toughest task—mastered the art of self-
leadership. The benefit of leading yourself

Continued on page 13

COMPLETE DJ BUSINESS
MANAGEMENT SOLUTIONS

FROM DJ EVENT PLANNER

DJ Event Planner is web-based software designed to help you run your
Disc Jockey business. This software will help you keep track of your book-
ing calendar, appointments, customers, employees, and equipment. Com-
bining several tools into one full-featured software application, DJ Event
Planner can handle every aspect of your business.

 Consistent, easy to use interface
* Find info fast with the search function

* Constant upgrades

* Planning tools for clients
* Enhance your current website

FOR MORE INFO AND A FREE TRIAL: WWW.DJEVENTPLANNER.COM
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Work For The Love Of It

By Harvey Mackay

Every now and then, a column gener-
ates so much feedback that the feedback it-
self becomes column fodder. A few months
ago I wrote about how to handle customer
service issues, and used the recent airline
problems as an example of what not to do.

Well, the mail was about 99 to 1 sup-
porting my statements. One notable excep-
tion shared a story from the Wall Street
Journal about a United Airlines pilot, Capt.
Denny Flanagan. He could teach us all a
lesson about customer service.

Among
his  special
touches, he
uses his cell
phone cam-
era to take
photos of
pets  loaded
in the cargo
compartment
to show to
owners  so
they  know
their pet is
on board.
He takes care of his passengers on flights
that are delayed or diverted to other cities
because of storms. He’s been known to
order a couple hundred hamburgers from
McDonald’s or finds a store where he can

Accu Scan 250

get bananas or apples to pass out.

And any parent who has ever put a
child on a flight alone knows the anxiety
of worrying from takeoff to landing. Capt.
Flanagan understands, and personally calls
parents with updates along the way. One
grateful parent, Kenneth Klein, whose 12-
year-old son was delayed by thunderstorms
in Chicago on a trip from Los Angeles to
see his grandfather in Toronto, told the
Wall Street Journal, “I picked up the phone
and he said, “This is the captain from your
son’s flight.” It was unbelievable.”

United, which ranked next-to-worst
in consumer complaints, recognizes what
Capt. Flanagan’s efforts mean for the com-
pany. According to the Journal, the airline
supplies the airplane trading cards he hands
out as passengers board, plus books, wine
and discount coupons he has flight atten-
dants give away. United also reimburses
him for the food he buys during prolonged
delays.

Do you think Capt. Flanagan loves his
job? That was a recurring theme in the mail
I received. People who love their jobs are
willing to go the extra mile. For them, su-
perior customer service is not a goal, it is
an everyday practice.

I’ve always said that if you find a job
you love, you’ll never have to work a day
in your life.

Focus Spot 250

Does that sound a little naive? Your
first few jobs may not fit that description,
of course. You need to get experience, pay
your dues, and drive around the block a
few times.

There will come a point, however,
when you figure out how to make your job
a good part of your day, not just a neces-
sary part. Capt. Flanagan has that concept
nailed. How many times do you suppose
he’s flown the same route, stayed in the
same hotels, battled the elements, and so
on? My guess is that even though he loves
to fly, some parts of the job are not as excit-
ing as they used to be. But he’s found ways
to keep his work rewarding.

If there’s more drudge than passion
in your job, you’re in the wrong position.
There is nothing wrong with hard work,
but you should work hard because it is re-
warding and fulfilling.

The late great Ohio State football coach
Woody Hayes summed it up like this: “I’ve
had smarter people around me all my life,
but I haven’t run into one yet who can out-
work me. And if they can’t outwork you,
those smarts aren’t going to do them much
good. That’s just the way it is. And if you
believe that and live by it, you’d be sur-
prised how much fun you can have.”

At a local college, there’s a woman
who works in the housing office for whom

the students will wait in line to share their
problems. She’s been in the same job for
20 years, and should probably be burned
out by now with the complaints she’s han-
dled. But every day is a new day for her,
and when she sees a student, she looks at
them like she hopes people look at her own
kids. She works incredibly hard and has
turned down promotions because it would
limit her contact with the students, and
that’s the best part of her day. She simply
loves her job.

Loving your job is possible whether
you’re at the top of the heap or the bottom
of the pile. Let me amend my earlier state-
ment: If you haven’t found a job you love
yet, find something to love about the job
you have.

Mackay’s Moral: Love what you do or
do something else.

Reprinted with permission from nation-
ally syndicated columnist Harvey Mackay,
author of the New York Times #I bestseller
“Swim With The Sharks Without Being
Eaten Alive,” and the new book “We Got
Fired!...And Its the Best Thing That Ever
Happened to Us.”
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Continued from page 9
well is that you don’t have to rely on others
to provide direction for your life. You get to
plan the course.

Principle #5: Act Like An Ant

“Go to the ant, you sluggard;

Consider its ways and be wise!

It has no commander,

No over seer or ruler,

Yet it stores its provisions in summer

And gathers its food at the harvest.”

-Proverbs 6:6-8

Dr. Cloud points to the ant to develop
another principle of success. Three lessons
stand out from the metaphor of the ant.
First, they appreciate the ethic of hard work.
Their lives are a flurry of constant activity
as they tirelessly search for food. Second,
ants refuse to give up. They never aban-
don the hunt, crawling through cracks and
crevices in their pursuit of a morsel. Third,
ants understand the value of compounding.
Grain by grain an ant builds the hill that be-
comes its home, and crumb by crumb they
accumulate storehouses of food.

Principle #6: Hate Well

In his writing, Dr. Cloud talks about
focusing feelings of anger constructively
to solve problems or end injustice. As he
develops his idea of “hating well,” he dis-
tinguishes between subjective hate and ob-
jective hate.

Subjective hate is toxic. Dr. Cloud de-

T D) Utilities 4
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scribes it as, “a pool of feelings and atti-
tudes that resides in our soul, waiting for
expression. It is not directed at anything
specific or caused on any given day by any
specific object. It is already there, sort of
like an infection of the soul.” Subjective
hate poisons and corrupts the person who
houses it.

On the contrary, objective hate can be
described as anger with a purpose. Objec-
tive hate protects by standing in opposition
to dishonesty, exploitation, or deceit. Ob-
jective hate may spark entrepreneurship.
In fact, many successful businesses have
begun as a result of the founder’s hatred of
poor service or shoddy quality.

Principle #7: Don’t Play Fair

Fairness says “an eye for an eye,” or “a
tooth for a tooth.” Fairness weighs all ac-
tions in a balance and continuously moves
to equilibrium. The rule of fairness means
good actions deserve kind responses, and
bad behavior deserves punishment.

In Dr. Cloud’s opinion, living in ac-
cordance with fairness will destroy every
relationship in life. With everyone keep-
ing score of favors bestowed and received,
eventually someone will feel victimized
when a good deed goes unreturned. As a
leader, I’ve learned the high road is the only
road to travel on. Don’t treat others accord-
ing to what they deserve; treat them even
better than you would prefer to be treated.

FREE FREIGHT

With any order over $35
Offer Ualid until December 31, 2007

Mention this ad when placing your order!

300-854-8490
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By doing so, you’ll keep integrity and avoid
sticky accusations or petty arguments.

Principle #8: Be Humble

“Pride is concerned with who is right.

Humility is concerned with what is
right.”

-Ezra Taft Benson

In Dr. Cloud’s estimation, successful
people have a healthy dose of humility.
Humility has an internal and external com-
ponent. Internally, humility comes when
we admit our errors, and open ourselves to
instruction. Externally, humility is gained
when we show patience for the faults of
others, and when we are quick to shine the
spotlight on the successes of others.

Principle #9: Upset the Right People

A person’s success will always be in-
hibited if he or she tries to please all of the
people all of the time. I like how Dr. Cloud
explains the principle of upsetting the right
people:

Do not try to avoid upsetting people;
just make sure that you are upsetting the
right ones. If the kind, loving, responsible,
and honest people are upset with you, then

Thales B ‘cp Beanie B

|“Booking clients love it - the audience wants it again and again™
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www. Iriviaproducer.com  Toll-Free 1-888-874-8427

you had better look at the choices you are
making. But if the controlling, hot and cold,
irresponsible or manipulative people are
upset with you, then take courage!

Be likeable and be gracious, but don’t
sacrifice your identity or values for the sake
of harmony.

Review: 9 Things You Simply Must Do
for Success

Principle #1 — Dig It Up

Principle #2 — Pull the Tooth

Principle #3 — Play the Movie

Principle #4 — Do Something

Principle #5 — Act Like an Ant

Principle #6 — Hate Well

Principle #7 — Don’t Play Fair

Principle #8 — Be Humble

Principle #9 — Upset the Right People

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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Global Truss Introduces A Portable
Archway System

DIJs everywhere are placing their “truss-
t” in stage trussing to support their growing
arsenal of costly high-tech lighting fixtures.
Portable goalpost-style trussing systems
have  become

Truss America at (323) 415-6225, or visit
www.globaltruss.com.

Fidelity Media Releases MegaSeg 4.1

Update With Over 40 Improvements
Fidelity Media has released version 4.1

of their MegaSeg

increasingly DJ mixing and
popular  with I radio automation
mobile  enter- P r es s R e eases software. ~ The
tainers thanks to | email your press release to sales@discjockeynews.com | update,  avail-
their ease of use, able for down-
and their ability load at MegaSeg.

to hold up enough fixtures to put on a truly
spectacular light show. Now, Global Truss
brings another twist to the party with the
Arch Sys-
tem 1, an
archway-
shaped
truss sys-
tem that
offers a
refresh-
ing touch
of archi-
tectural
style and
elegance.

Though its graceful lines make it the
perfect accompaniment to formal occasions
such as weddings and bar mitzvahs, the
Arch System 1 adds flair and sophistication
to any event. Aside from its stylish good
looks, the arched shape truss allows light-
ing fixtures to be placed at different angles
to add a new dimension to light shows. The
open shape of trussing lends itself not only
to having fixtures clamped onto it, but also
to having rope lights woven through the
openings.

But there’s more to the Arch System 1
than good looks. The system is made from
F23 Mini Truss, and is durable and corro-
sion-resistant to stand up to the rigors of
road warrior use. Since it’s also very quick
to set up and tear down, the arch system is
ideal for mobile entertainers who need to
set up and pack away in a hurry, but who
still want to project a sophisticated, stylish
image.

Measuring 120” wide x 95” high, the
Arch System 1 has a suggested retail price
of $1099.95.

For more information, contact Global

com, adds over 40 improvements and fixes
including compatibility with Mac OS X
10.5 Leopard, new pitch control buttons,
improved Pitch-Lock playback quality, re-
vised Open Playlist dialog with a cleaner
look, new Insert URL feature for Events
and Scheduler, new MIDI trigger for gen-
eral Preview, and other improvements with
Events, QuickTime, ID3 tags, MIDI, im-
porting, keyboard shortcuts, logging, and
more.

MegaSeg 4.0 added Universal Binary
support, as well as tighter iTunes and Spot-
light search integration, network library
syncing, DAC-3 controller compatibility,
powerful color coding options, hierarchical
folder navigation, Ambient Video Playl-
ists for continuous video output, enhanced
track looping and pitch-lock mixing.

Price and Availability

MegaSeg 4.1 is now available from
Fidelity Media at megaseg.com for a sug-
gested retail price of $249 (US). The update
is free for all MegaSeg 4.0 users, who are
notified automatically via email. Owners of
older versions can upgrade for $79 (US).
MegaSeg supports all Apple Mac G3, G4,
G5, and Intel systems running Mac OS X
10.3 or higher, with a 600 MHz or faster
processor, and a minimum of 512 MB of
RAM.

About MegaSeg

MegaSeg is a self-contained DJ mixing
and radio automation system which ben-
efits from the ease, mobility, and reliability
of Mac computers. MegaSeg enables DJs
and radio stations to put their massive mu-
sic libraries on their Mac and seamlessly
segue or beat mix between songs or music
videos, trigger sound effects via hot keys,
use color coded requests lists, cue tracks
on a second output, create dynamic sched-

_ YOU HELP BRING CUSTOMERS GREAT MUSIC.
' WE HELP BRING YOU THE CUSTOMERS.

uled playlists, and program playlist events.
Mobile DJs can use MegaSeg to easily add
systems to their growing business, and is a
professional solution for anyone who needs
more mixing control than Apple’s iTunes
or iPods offer. MegaSeg is fully integrated
with the iTunes library and playlists, and
compatible with songs bought from the
iTunes Music Store.

About the Company

Fidelity Media Inc. was founded in
1998 with the vision of simplifying music
library management and mixing for mobile
DIJs, radio stations, and other music related
industries. The company’s flagship product,
MegaSeg, has been the premiere DJ music
mixing application on the Macintosh since
1999.

For more information: www.megaseg.

com.

In the Palm
of Your
Hand:
LED-Fit-
ted MiNTM
Spot &
Wash

CHAUVET’s latest offerings in the intelli-
gent lighting scene are sure to cause enthu-
siastic applause from anyone who has had
to hang or transport a moving head fixture.

The new MiN yokes from CHAUVET
are groundbreaking LED-fitted spot (!) and
wash fixtures that fit in the palm of one

hand and weigh less than 5lbs (2.2 kgs).

MiIN™ Spot is in a league of its own,
as a pioneering LED-fitted spot with 9 go-
bos plus open, a gobo spin wheel effect,
and a beam angle of 13°. The MiN™ Wash
swaps the gobo wheel of the Spot for built-
in color macros and a larger beam angle of
27° (Field angle 53°).

MiINTM wash and MiNTM Spot fea-
ture a number of user-definable parameters,
offering great flexibility. Movement range
is adjustable, with stops for pan at 540,
360, and 180 degrees and for tilt at 270,
180, and 90 degrees. Pan and tilt can be in-
verted. In addition, the two yokes can be
set to use all 13 available channels of DMX
control, or limited to 5 channels if needed
during shows with large quantities of fix-
tures. Each unit features RGB color mix-
ing, variable electronic strobe and dimmer,
and built-in movement macros in both mas-
ter/slave and DMX modes, which fastens
programming. Practical LED can be set to
on, off, and auto settings, and the units can
be reset to factory default from the fixture
menu.

Each yoke comes fitted with one 14-
watt RGB LED rated to last 50,000 hours.

Thanks to low operating temperatures
and a very slight power draw of 70W per
unit, users gain more freedom from electri-
cal limitations when designing their show.
Switchable power, efficient fan cooling and
built in automatic programs round out the
undeniable allure of these pint-sized pow-
erhouses.
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Special Event Products and Accessories

See our website for....
* Product pictures (online catalog)
* Bullet-point descriptions

* Video clips on most products
* Dealers (where to buy)

Maobile disc jockeys: are you looking to grow your business
and reach more customers than ever before? We've got
the solution! DJFINDER.COM is the most comprehensive
database of disc jockeys throughout the US. Register your

business with our search engine and customers can find
+you and your contact information with a few simple clicks.
s .~ Searches are available by area, music lists, and more.

(et your husiness listed today!

WWW.DJFINDER.COM

bringing together djs and event planners
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Monthly Music Charts

By JonesTM.com
Pop Urban
1 Timbaland The Way I Are 1 J. Holiday Bed
2 Kanye West Stronger 2 Justin Timberlake Until The End Of Time
3 Pink Who Knew 3 Alicia Keys No One
4 Justin Timberlake LoveStoned 4 Playaz Circle Duffle Bag Boy
5 Timbaland Apologize 5 Chris Brown Kiss, Kiss
6 Nickelback Rockstar 6 Kanye West Good Life
7 Fergie Big Girls Don’tCry 7 Soulja Boy Crank Dat (Soulja Boy)
8 Daughtry Over You 8 Plies Shawty
9 Colbie Caillat Bubbly 9 Dream Shawty Is Da Shid
10 Maroon 5 Wake Up Call 10 Gorilla Zoe Hood Figga
Rock Country
1 Finger Eleven Paralyzer =~ 1 Kenny Chesney Don’t Blink
2 Foo Fighters The Pretender 2 Toby Keith Love Me If You Can
3 Kid Rock SoHott 3 Tim McGraw If You’re Reading This
4  Seether FakeIt 4 Brad Paisley Online
5 Three Days Grace Never Too Late 5 Dierks Bentley Free And Easy (Down The...)
6 Ozzy Osbourne I Don’t Wanna Stop 6 Brooks & Dunn Proud Of The House We Built
7 Puddle Of Mudd Famous 7 Rascal Flatts Take Me There
8 Alter Bridge Rise Today =~ 8 Carrie Underwood So Small
9 Linkin Park What I’ve Done 9  Garth Brooks More Than A Memory
10 Daughtry What I Want 10 Jason Michael Carroll Livin’ Our Love Song

For Sale: Download a Free BPM List of the Top
250 DJ Songs at www.bpmlist.com. The BPM
List 2007, with over 10,000 songs, is also avail-
able in printed and downloadable formats for just
$25 per index (by BPM, Style, Artist, and Title).

For Sale: Incredible 12” vinyl collection. 2500-
3000 pieces mostly from 1980-1995. Excellent
condition. Best offer. 401-463-8777.

For Sale: Like New, Lighting Controller still
in Original Boxes. Chauvet CH-865 Sound Ac-
tivated Power (Relay) Pack and Chase Control-
ler with Foot Switch Controller and Cable. Paid
$180.00, Will Sacrifice for $60.00 Firm. Call 1-
888-487-8869.

For Sale: $200 Confetti-Blower 2 yrs.old weight
is 10 Ibs. Color is Black with ALL connectors.
Call Dj Mario 212-714-7188 to pick Up @ 125th
Apollo theater Before The Holiday Rush & New
Year’s Eve

The DJ Swap Shop

For Sale: Lightly used DJ/KJ equipment. 2 com-
plete systems. Peavey, Gemini, Numark, MBT,
BBE, American DJ, a full light show and more.
Central Florida area. 1-352-303-5834 for info.

For Sale: Peavey Mark 3 Sound System. This
large sound system is perfect for big school danc-
es, large weddings or any type of big event. The
sound system includes 6 independent cabinets and
built-in cross-over. The last time [ used it was for
a car show and we had almost 2000 people at the
event. If you email me [megamattm2@yahoo.
com] I will send you pictures. Please feel free to
call me any time 507-382-7283. I need the garage
space for my new bike so any reasonable offer will
not be refused.

For Sale: 1 Pr MTX Dual console subwoofers,
commercial. Grade, custom made to fit under a Pr
of Klipsch LaScalas which are also for sale. You
can puchase all 4 for 3000.00 1 Pr Lotus fixtures
less bulbs, sound or manual activated. 2 Pr Fiesta

sound or manual activated fixtures. 1 Lighttron-
ics 8 par can 56 lighting system/ with controller
and cords, gels. 1 felt covered console on wheels
approx 70” W by 23” deep, pickup only. Infor-
mation call. 1-319-430-2801 E-Mail: muffinl @
uscellular.blackberry.com.

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

A Different Spin by Jason Nocera

www.nhichecartoons.com

I'LL TELL YOU WHAT
I'M THANKFUL FOR
THIS THANKSGIVING!

IC

I'M THANKFUL THAT ITS

SO EASY TO BECOME A Du/
NO EXPERIENCE OR
EDUCATION NEEDED AND
YOU GET PAID TO JUST SIT
AND PLAY TUNES.

AND I'M THANKFUL
THAT HE DIDN'T
DJ MY WEDDING!

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 47th Ave, #146
Ft. Lauderdale, FL 33314

800-644-3141

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

Ask about our
economical
Mini-Game
Show System,
too!
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The Area’s #1 Supplier

SOUND & LIGHTING

www.metrosoundlighting.com
1731 University Ave. W., St. Paul

(651) 647-9342

BUY ONLIng;
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“MOVING-YOKE LED
Intelligent Fixture!”

/
« (1) 14 Watt rRGB/LED—SUPER BRIGHT!
e RGB Color-Mixing with 9 Gobos!
« DMX/Audio/Master, Slave! over 2%

Only 8 Pounds—Fits in the ‘449 gg'/
Palm of Your Hand! (950 reran)

Wow THROYGH —— ; Wow THROYGH wow THROYGH
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ATW-2000 , ATX-700, ATW-200 Series XLS-D Series PLX Series Two RMX Series
Wireless Power Amps Power Amps Power Amps

—with Power Only 13—21 Ibs—with Power —with Power
up to 1050 Watts/side! up to 1800 Watts/side! up to 2000 Watts/side!
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